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MODEL 393-P 








A Timer-Controlled 
Dex SPIRAL DASHER 
WASHER 


@ Illuminated Fabric-Saver Dia! auto- 
matically controls the washing period 
up to 15 minutes, according to fabric 
and degree of soil. Prevents damage 
to clothes from over-washing. 


@ Exclusive 3-vane, aluminum Spiral 
Dasher for gentle, thorough cleansing. 


@ Apex Free-Running Mechanism oper- 
ates Dasher and wringer indepen- 
dently for longer washer life. 


@ Washes 8-lb. load in 7-8 minutes. 


@ Eight-position Apex Lovell Wringer. 







Every Apex customer becomes a regular customer 
@ When the first sale is an Apex Spiral Dasher Washer, you’re 
delivering extra value that gains greater customer satisfaction. Because 
the exclusive Apex Spiral Dasher means thorough cleansing of all 
clothes, safer cleansing of dainty garments, your customer stays sold 
... on Apex quality and dependability, on all the merchandise 
you handle. 

The natural follow-up sale—for even greater profit—is the Apex 
FOLD:A*MATIC .. . the only full-size ironer that folds away. 
One demonstration of its many practical features clinches the sale! 
Let this “profit-pair” work together to make more sales per cus- 
tomer for you. 

Just display, promote and demonstrate the top-quality Apex line 


and you'll build greater volume in repeat business—the easy-to-sell, 
steady, profitable trade! 





Apex FOL 





D-A>MATI( 
IRONER 





@ Folds away into compact, attractive, 
36” high table-top cabinet. 


@ Fits in any room — wherever your 
customer prefers to iron. 


@ Apex “FLOATING ROLL” carries gar- 
ment up to and under the shoe for 
safer, smoother starts. 

© Powerful, even pressure of shoe 
delivers “professional” ironing. 

®@ Nichrome, 1300-watt heating eleme' 
controlled by twin thermostats. 
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Unveiled at the winter markets in Chicago and 
San Francisco—the a// new Westinghouse Electric 
Ranges combine performance, salability and de- 
sign to tag them a standout success in 49... 

With features to plug, like the new Super-Size 
Miracle Oven ... Simplified Cooking Controls 


“out of the Steam Zone”... new Surface Cooking © 


Capacity—it’s no wonder Westinghouse retailers 
are profit happy! Westinghouse maintains this 
sales momentum with hard-hitting advertising 
across the board—in national magazines, key city 
newspapers and over the air... And at the point 
of sale—there’s a finer, new DiaMAGIC Display 


WESTINGHOUSE ELECTRIC CORPORATION * Appliance Division » Mansfield, Ohio 
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Ready-to-grind in a matter of seconds! Grinder slips quickly Ready instantly for jiffy juicing! Gets all the delicious, rich “C” 
into Dormeyer’s special built-in Power Drive. Grinds raw or vitamins close to the heart of grapefruit, oranges, lemons. Gets 
cooked meats, vegetables. MORE juice—saves money! 


st 


52“ DORMEYER tes i again| 


! Now THE COMPLETE food - fixer 


It’s Got Everything You Want 
it’s Dynamite for 
Added Sales and Profits 


Yes sir! It will pay you in greater profit opportunities, increased 
turnover, and customer satisfaction to feature DORMEYER 
Power-Chef! Millions of customers will know through extensive 
national advertising in the Saturday Evening Post, Life, Better 
Homes and Gardens, and over forty newspapers that DORMEYER 
features the only complete food-fixer! Combines all advanced 
features of the famous Power-Chef with juicing and grinding 
attachments included at no extra cost! 10 recipe-tested speeds all 
automatically controlled. Tell your customers, “You dial it 
Dormeyer does it!’ Women will love its rich kitchen-color-harmony 

. . truly, the most beautiful mixer ever designed. Now FoR THE 
FIRST TIME .. . grinding, juicing and mixing attachments. . . all 
in one complete Low PRICE UNIT! $39.95. Denver and West... 


MORE FEATURES! 
1. Full power goes directly to juicer, grinder. Needs no adaptors. 
2. Automatic Power Regulator. Steady power at all mixing speeds. 
3. New Automatic Beater Release gives easy finger-tip control. 


4. 10 recipe-tested speeds for every food- food-fixing task. 
Does all kitchen mixing easier, faster, better. Dial operated with 


a stn sen a OU dal t DOPMAUGE dogs 


potatoes to high-speed beating—just tell your customers, “You THE FIRST NAME IN J IXERS 
dial it Dormeyer does it!” Dormeyer Corporation, 4300 N. Kilpatrick Ave., Chicago 41, Ill. 
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Jaxvary was such a terrible sales 
month for eastern dealers that any 
change in February and March was 
bound to be an improvement. Febru- 
ary, according to most informants, did 
show some slight increase in business, 
although it was only temporary in 
some areas. Despite 1949’s slow start, 
however, a surprising number of deal- 
ers were optimistic that final March 
figures would reflect a substantial 
pickup in volume and they still had 
high hopes for the year as a whole. 

February sales of _ refrigerators, 
automatic and conventional washers, 
and radios were slow. Automatic 
washers appear to have exhausted the 
easy sale market; conventional wash- 
ers are hampered by what many deal- 
ers think are too-high prices. Small 
table and portable radios can still 
move, but consoles, as one New York 
dealer described them, “are slipping 
little by little’ because of TV compe- 
tition. 


Complaint on Margins 


Biggest dealer squawk, next to price 
cutting, is margins. “Even if you sell 
a lot of merchandise,” said one big 
New York dealer, “margins are so 
small you can’t make any money. No 
appliance dealer today can afford to 
be a merchandiser. He can’t afford to 
put on extra salesmen or run promo- 
tions. He has to stand behind the 
counter and take orders.” This same 
merchant, more pessimistic than most, 
has dropped television completely be- 
cause of the combined margin and 
price-cutting situation. His hope for 
future profits is pinned on the replace- 
ment market for white goods, but 
even here he is worried, because some 
of the chains are offering up to $100 
for old refrigerators on trade. “I can’t 
compete with that,” he says. 

Another New York City dealer, a 
big one, too, says, “The biggest power 
in selling today is price. Everybody’s 
gone back to a discount basis. You 
can sell merchandise if you cut prices.” 

An indication of the way television 
sales are being made at the expense 
of other consumer durables is provided 
by a Philadelphia dealer. He found 
that all his salesmen were devoting all 
their time to the easy selling of TV, 
so in February he hired two new men 
for the specific job of selling appli- 
ances, After about two weeks he dis- 
covered that they, too, were selling 
nothing but video. A veteran in the 
business, he realizes that if some of 
his men don’t keep selling appliances 
he will lose his market for them and 
his salesmen will lose the know-how. 
TV sales, no matter how good now 
(he sold 125 sets in January) won't 
last forever, he knows, but for 1949, 
at least, he is counting on them to 
bring his volume above 1948’s record. 


Washington Sales Better 


From Washington, D. C., a distribu- 
tor reports that refrigerator and auto- 
matic washer sales started up again 


the last two weeks in February. “Con- 
ventional washers,” he declares, “have 
laid an egg. They are overpriced; 
dealers are overstocked; the only way 
they can be sold is at a special price.” 
Sales in general, he feels, are not too 
bad and he looks for a considerable 
improvement in white goods in the 
spring months. Trade-ins there are on 
the increase and sales training is 
again in style. 


Boston Report 


Sales volume in Boston has been at 
least 20 percent off from 1948, sources 
there report. Consumers are hep to 
price-cuts just as they are in other 
metropolitan centers, and are demand- 
ing them. Now they are even putting 
on the pressure for trade-ins. Regu- 
lation W is still a dam against the 
pool of consumer resources. Electric 
range sales are reported as steady and 
in large demand for new housing proj- 
ects. Spring is expected to boost 
laundry equipment sales. New Eng- 
land, as reported last month, was hard 
hit by industrial layoffs and shut- 
downs, but, say informants, the capital 
goods business is holding up well. 

The general sales slowdown hit 
Rhode Island and dealers and distribu- 
tors there are feuding about it. Most 
distributors are complaining that deal- 
ers are still living in the order-taker 
days and dealers claim that whole- 
salers are still trying to push mer- 
chandise down their throats, but are 
not contributing much in the effort to 
sell it to consumers. However, one 
Providence distributor made a point 
with, “We know that the poor mer- 
chandiser will resort to slashing 
prices, rather than attempting to sell.” 

As everywhere in the East, Rhode 
Island dealers are watching their in- 
ventories with wary eyes. Dealers are 
buying a greater variety of models, 
but are placing smaller orders. 


Distressed TV 


Upper New York reports that there 
is some radio and television distress 
merchandise on the market, but that 
the major appliance market is “pretty 
clean.” One distributor says that 
while dealers have plenty of merchan- 
dise on their floors this could be 
cleaned up “with a week of good busi- 
ness.” 

Optimism in the Buffalo area runs 
high. Says one big dealer, “We ex- 
pect our business in the next couple 
of months to run even better than a 
year ago. Things should open up by 
the end of March. Right now tele- 
vision is hot, but we expect refrig- 
erators, washers and ranges to come 
up strong in the spring.” 





ESPITE the slight drop in meat 
prices and the heavier decline in 
clothing prices, things in general are 
not getting any cheaper. J. S. Bartlett 
of the Potomac Electric Power Co. 
voiced the reaction of the electrical in- 
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dustry to this fact when he declared 
that sales efforts will have to be 
geared to permanently higher prices 
for both appliances and electric rates. 
Mr. Bartlett said: “It looks very 
much as though higher prices were 
here to stay, both for utilities and for 
appliance manufacturers.” 

Reports for the month of February 
established several definite factors 
which tied in very well with Mr. 
Bartlett’s views. First, business is 
better than it was for the same period 
of last year (in the Southeast and 
Southwest, at any rate. Figures for 
the upper South were unavailable at 
the present writing.) Observers in 
Houston, Dallas, New Orleans, Bir- 
mingham, Atlanta and Jacksonville 
agree that volume sales of appliances 
were above 1948, while Charlotte and 
Memphis indicate at least an equal 
level 


Southeast Business Good 


The second factor shown by our 
monthly survey is that the appliance 
business in the Southeast is holding 
up better than in any other section of 
the country. There is a lot of fretting 
among the dealers, however. The 
possibility of a recession later this 
year is feared by many and caution is 
being exercised in matters of inven- 
tory. 

A greater than usual gripe on mark- 
ups is being heard from all quarters. 
One long-established dealer in Atlanta 
revealed that he had dropped a top 
brand major appliance line because 
his mark-up averaged less than 20 
percent. He pointed out that high 
advertising rates, operating expenses 
and sales promotional costs made 
such action necessary “until the man- 
ufacturer guarantees an adequate dis- 
count.” This dealer was not alone in 
his complaint. Mark-ups in general 
down here rarely exceed 30 percent 
on refrigerators with a comparable 
rate on other appliances. The fast 
turnover during critically short 
months of last fall has slowed down 
to a walk, few items if any remain 
in scarcity status, and more blues sing- 
ing probably is in the offing. 


Plenty of Promotions 


Nevertheless, big plans were under 
way for keeping up the sale of appli- 
ances. The Louisiana Power & Light 
Co., launched a giant advertising cam- 
paign with all ads tagged “See Your 
Appliance Dealer”; the Chattanooga 
Electric Power Board, sparked by 
that human dynamo, C. B. Osborne, 
was readying plans for the largest 
appliance show yet undertaken in the 
TVA area; a reorganized appliance 
dealers’ association in Birmingham 
was aiding its members with new and 
effective sales helps; the annual 
Florida State Fair at Tampa initiated 
thousands of buyers into the new 
models and improved designs of all 
kinds of equipment, and at least half 
a dozen “home shows” were in the 
blue print stage for the South’s largest 
cities. Whatever the result in dollars 
and cents, it certainly appears to be 
the biggest year for promotions ever 
chronicled. 

Past the planning stage and already 
in action are such aids to appliance 


selling as adequate wiring programs 
sponsored by almost every utility in 
the southern area, and the thousands 
of miles of new lines all over the 14 
southern states. Nor is the building 
program anywhere near finished. Al- 
most every utility in this section has 
announced, or will announce in the 
immediate future, plans involving mil- 
lions of dollars for new lines and 
equipment. It’s simply up to the ap- 
pliance dealer and his salesmen to 
take it from there. 

Fastest growing sale in the appli- 
ance field down south appears to be 
in electric water heaters. The in- 
creased number of plumbers who en- 
tered the sales picture in the last year 
or so had something to do with this, 
particularly in the Georgia-Florida 
area, which threatens to supplant Ten- 
nessee as the leader in this particular 
line. Dealers in the South Georgia- 
North Florida territory expect this 
year to duplicate or better the high 
mark of 10,000 heaters sold last year. 
This figure exceeded the number of 
ranges sold in that particular section 
last year and was close on the, heels 
of the refrigerator unit sales mark. 
Several other areas noted a large in- 
crease in heater sales. 


Television Sets Selling 


No newcomers to the television field 
were reported during the month but 
the eight southern cities in which 
video has been established all reported 
good sales in sets and equipment. 
Many dealers have learned that sales 
can be increased by applying the same 
demonstration technique used for 
washers and other major appliances, 
and have acted accordingly. In Fort 
Worth, Texas, where TV has been 
more or less in operation since late 
fall, one big retailer reports that ap- 
proximately 75 percent of the sets he 
has sold has been through free home 
demonstrations. New Orleans‘ still 
leads the field in the sale of television 
receivers, with Louisville a close sec- 
ond, 





jos as you don’t show your cards 
to the other folks playing gin 
rummy with you, it is not etiquette in 
the appliance industry for a manufac- 
turer to tip off to the distributor the 
size of his inventory, and the distribu- 
tor likewise conceals his hand from 
the dealer. 

Eventually all the cards are on the 
table, however, and today dealers in 
the Middle West, as well as distribu- 
tors, feel they have got caught with 
a fairly large stock. It isn’t especially 
so, but people who haven’t had any 
experience with inventory in eight 
years are a wee bit nervous. More- 
over, the boys are not acquainted with 
the normal selling seasons for appli- 
ances, and are sometimes getting 
panicky even with the peak season 
still ahead. A Kansas City distributor 

(Continued on next page) 
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For half a century Armstrong craftsmen 
have given full-time attention to qual- 
ity materials that go into their products, 
to workmanship and to finish. 


When you show an Armstrong, its 
worth is immediately apparent to your 
customer—it practically sells itself. The 
only come-backs are compliments. 


Yes—when it’s an Armstrong .. . 
depend on it. . . you're selling 
the best of its kind! 


ARMSTRONG 
PORTABLE 
IRONER 


Gleaming chrome and white enamel finish. It’s the low priced qual- 
ity ironer with a 21-inch roll. Elbow control leaves both hands free | 
to guide clothes. Thermostatic heat control. AC current. Weighs 


30 pounds. Retails for around “$49.95. 


ARMSTRONG 920-V HEATER 


For natural, manufactured or LP gases. 
A real gem—a circulating heater that 
is fully vented. Gives off no gas fumes 
or unpleasant odors. AGA approved. 
Porcelain enamel—the lifetime finish. 
Color, brown. 19” high. 20,000 B.T.U. 
Retails around *$33.00. 


ARMSTRONG ELECTRIC 
No. 514 HEATER 


A sturdy little fellow made of 24-gauge 
iron in walnut or white porcelain 
enamel finish. AC or DC, 1320 watts. 
Only 15” high. Weighs 6% pounds. 
Retails for “$6.95 plus tax. 


ARMSTRONG LAWN SPRINKLERS 


Come in 3 different styles: the popular Aero-Mist, Original Foun- 
tain, Half Fountain and Special Fountain. All well made for long 
service. All made of brass except the Special Fountain which has 


brass top and zinc-plated steel bottom. 


We invite dealers to celebrate our 50th Anniversary 
with us—send for literature on any of above products, 


and get in on Armstrong profits. 





* Slightly higher West of Rockies & in Canada. 
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ARMSTRONG PRODUCTS CORP. 


Quality Appliances since 1899 
Huntington 12, W. Va. 























has been placating dealers with some 
old data from ExectricAL MEeRCHAN- 
DISING which told them the news that 
the peak of the refrigeration season 
was around May 31 and there never 
was much business on this item in De- 
cember and January. 


Across the Board Cut 


There is no doubt that the appliance 
business at the present moment is go- 
ing through a period of shakedowns. 
One Chicago State Street store adver- 
tised a lot of brand name appliances 
at the following prices: One refrig- 
erator, $219.50, now $199.95; one re- 
frigerator, $379.95, now $329.95; one 
electric range, $240.50, now $199.95; 
one electric range, $204.95, now $169.- 
95; one washer, $129, now $99.95; one 
vacuum cleaner, $69.95, now $39.95. 

In the classified columns of the Chi- 
cago Tribune one can see all kinds of 
well-known appliances offered at 30 
percent or better off. A West Side 
retailer seems to specialize in dump- 
ing. 

There appear to be several ways of 
riding along on this liquidation spe- 
cial. One method is to run a lot of 
big time advertising such as Mandel’s 
(Chicago) department store did re- 
cently with General Electric products. 
Another way is to break out with 
trade-in offers, as has been happening 
all over Chicago. Many trade-in 
propositions are not meeting with the 
response that is expected. When a 
retailer offers a flat price for a trade- 
in, it simply means a price cut and 
the public is wise to it. A third way 
of liquidating over-stock is through 
very generous terms. It is a well 
known fact that partial payment buy- 
ers purchase easy terms rather than 
merchandise. Regulation W puts the 
clamp on this method of liquidation, 
although there is plenty of talk that 
in less responsible districts the law is 
obeyed just as the prohibition law 
used to be. 


Too Much Deluxe Stuff 


It is pointed out by distributors who 
have been in this business a long time 
that the public is irritated by the fact 
that only the appliances with the 
gadgets could be had for a long, long 
time, just as automobile buyers have 
had to suffer with loading of their 
cars with equipment plus rubber paint 
under the fenders. 

Even in Wichita, Kansas, which is 
surrounded by oil, wheat and aviation 
prosperity, the idea has been nurtured 
that things are going to be lower in 
the future. Even on Saturday after- 
noons, which are peak shopping times, 
there have been only a handful of cus- 
tomers in the dealers’ stores out there 
such as Southwestern Electric, Whit- 
comb’s, and the like. The word seems 
to have gotten around that the war- 
time boom is broken, and stuff can be 
had for less if one wishes. That is 
where the boys who have a specialty 
selling organization shine, as they can 
kick orders out of the bushes even 
when people are not going shopping. 

The upper classes have money and 
are holding on to it, said a Kansas 
City distributor. You make a good 
presentation, and you can get a sale. 
The trouble is that 80 percent of the 
Southwest and Middle West dealers 
have no sales crew, and when they 
have recruited one these men have no 
experience. They just don’t know how, 
and stand around helplessly. 
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As pointed out by a Wichita, 
Kansas, industrialist, buying power in 
the city is hit by the fact that so many 
factories are working their employees 
only two or three days a week. This 
is enough to pay for only necessities, . 
and it keeps the help on tenterhooks 
for fear that a further cut may be 
coming and they cannot take a chance 
on any thing except groceries and 
staples. 

Cooking schools, such as that re- 
cently given by the Wichita Eagle, 
are again appearing as community 
promotions for the first time since the 
war. This kind of a setup can enlist 
a lot of concentrated activity on the 
part of retailers, brings in thousands 
of women and stirs up their interest 
in housewares. 

Smart dealers are taking an awak- 
ened interest in trade-ins and their 
possibilities, and discovering that 
these are part of the profit picture. 
It was recently pointed out that deal- 
ers must not put too much money in 
refurbishing the old boxes as these 
second-hand items will have a drop if 
there is any price cut in new merchan- 
dise. The drop may wipe out all profit 
possibilities. On the other hand, deal- 
ers are cocking an eye at items such 
as home freezers, dryers, and complete 
kitchens which involve no trade-in 
troubles. 


Trucks Buck Freight Rates 


There is bound to be a liquidation 
stretching over a number of months. 
When it is over the number of retail- 
ers will not be so great. Those that 
carry on will be a great deal wiser 
in the technique of operating. 

While the merchandising costs of 
commissions and advertising will un- 
doubtedly go up, on the other hand 
there is a paring down going on on 
non-essentials. Distributors are giving 
up fancy plate glass locations, as are 
dealers. The cost in the freight hike 
is being combated by one Kansas 
City distributor who thinks nothing 
of sending his biggest truck, which 
holds a box car full, to the factory for 
an order. The stuff is passed right 
out of the truck on a less than car- 
load basis as he returns. The return 
of shipments by water on the Great 
Lakes and down the Mississippi is 
just a step ahead. The fry-down is 
on its way, and it is certain to get a 
lot of fat out of distribution before 
1949 turns up its toes. 


THE FAR WEST 


By Clotilde G. Taylor 





HE most general attitude ex- 

pressed at San Francisco’s Febru- 
ary Market Week was one of subdued 
optimism. Attractive merchandise was 
there to sell and well-established deal- 
ers were convinced that they could sell 
it by getting out and working. Weak- 
est spot in the chain, in the opinion 
of many, is the salesman. One whole- 
saler reports putting on a promotion 
with attractive prizes asking for let- 
ters from dealer salesmen on how his 
rather seasonal equipment could be 
sold in an off-season period. From all 
the salesmen employed by his 300 or 
more dealers, he received only three 
(Continued on page 10) 
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ches a live-wire deal equal to this one— 
ove d plan that ultiply your sales of complete kitchens 
your profits J@ a new high! 
yak- ‘ . 
rors This Piggls Foolproof—So Investigate It Now! 
that all the details of this amazing plan in an advertise- 
“ture, 2 e997, when you agree to follow the Blue Streak program, you 
— get the fpgest sales making package you ever saw—absolutely FREE! 
, he Yoysx*American Kitchens distributor will explain the entire plan to you 
rop if a forthcoming meeting, of which you will be advised shortly. BE 
chan- SURE TO ATTEND! 
~— All Units Now Available 
eal- ‘ ‘ ats : : 
such Now, for the first time in years, you can promise immediate delivery of 
nplete complete American Kitchens of all sizes, all shapes. For, thanks to in- 
ade-in creased production, orders for all units can now be shipped without delay. 
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OPENING DAY of this new American Kitchens display brought him plenty of bou- 
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Hot sales idea wins in Northern California, too! 


mer 


" 7 ees 
1. At the same time the Los Angeles staff of the Leo J. Meyberg Company 
were planning their advertised-in-LIFE Promotion with 750 Southern 
California appliance dealers (reported last month), the San Francisco 
staff started to spread information to seven hundred of their dealers. 


2. And the way to say “We have those LIFE-advertised products!” is 
with windows like this one at the W. G. Menary Store, in San Francisco. 
This dealer won a prize from the Meyberg Company for this window, but 
he won more than that! He saw the local effects of national advertising; 
found extra sales and new customers funneled into his store. 
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Seated, above, J. Parsons, Advertising Manager of Meyberg Co., San 
Francisco, explains to the Division Managers the fundamentals of a LIFE 
promotion. The whole idea is to say “Here are the products you read 
about in LIFE!” 


on 
| 


; 





3. Executives at Capwell Sullivan and Furth, Oakland, said this LIFE 
window: “Brought favorable comment, both inside and outside the 
store.” “‘. . . definitely increased traffic volume.” “‘. . . increased record 
sales more than ever before!” Dealers all over the state of Califorms 
dramatically discovered the dollar-loosening power of LIFE! 
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4. Another arresting dealer window, this one in Carmichael, California. 
The Meyberg Company helped dealers by calling attention on its radio 
programs to the “Famous LIFE-advertised products at your appliance 
dealers!’” No wonder dealers saw brand-new faces every day! 


5. This window pulled LIFE readers into The Farmer's Exchange, Porter- 
ville, California. The Meyberg Company, in both San Francisco and Los 
Angeles, felt that this great, state-wide tie-in with LIFE was the best 





promotion they had ever had. And their dealers agreed! 


Are you missing extra sales to LIFE readers in your community ? 


Advertising-in-LIFE will boost sales of these products, in weeks to come. See that the 
sales are made in your store by reminding LIFE readers that you stock these items! 


Last-minute changes may cause some of these products to be advertised in different issues. 


MAJOR APPLIANCES 
Apr. 4 Lewyt Vacuum Cleaner—page, color 


Nicro Coffeemakers—Y4 page 
Westbend Aluminum Cookware—¥4 page 


Art-Carved Rings by Wood—)4 page 
Telechron Clocks—Y4 page 


Universal Vacuum Cleaner—page Apr. 25 Bon-Ami—page, color Apr. 18 Westclox—page 
American Gas Association—l4 page Saran Screens—' page, color Gotham Watch—! page 
Apr. 11 International Harvester Refrigeration— Saf-T-Hed Thumb Tack—14 lines Keepsake Diamond Ring—' page 
page, color HOMES AND HOME Girard Perregaux Watches—l4 page 

> Son Westinghouse Refrigerator—page, color FURNISHINGS Apr. 25 Sentinel Clocks and Watches—!4 page 
ane Permaglas Water Heaters— page, c. ' =r Babe Ruth Watch—4 page 
a LIFE John Oster Appliances—y page Apr. 4 Airfoam Cushioning—page, color Omega Watches— page 
pu read Mot-O-Mower—56 lines Bigelow Rugs and Carpets—page, color 


ris LIFE 
side the 
d record 
alifornia 
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Apr. 18 Hotpoint Refrigerator—spread, color 


Cannon Sheets—page, color 


SILVERWARE 


S Mz : | Apr. 4 1847 Rogers Bros.—page, color 
Kelvinator Appliances—spread, color erta Mattresses—page, color eta 8 

; , sol Consider Willett Furniture—!4 page Watson Siiver—Vy page 
Hoover Cleaner—page, color Apr. 11 Community Plate—page, color 


Frigidaire—page 

Rival Kitchen Appliances—]/ page, c. 
Apr. 25 G-E Refrigerator—page, color 

Philco Refrigerator—page, color 

Norge Refrigerator—page 

Universal 2-Speed Washer—page 

Toro Mower—], page 


SMALLER APPLIANCES AND 
HOUSEWARES 


Apr. 4 Westinghouse Light Bulb—page, color 
Osterette Electric Portable Mixer— 
4 page, color 
G-E Toaster—]4 page 
Never-Stain Nails—\4 page 


Apr. 11 Kentile Flooring—page, color 
Lane Cedar Hope Chests—]4 page 
Mengel Furniture—28 lines 

Apr. 18 Koroseal Upholstery—page, color 
Lustron Prefabricated Homes—page, c. 
Mohawk Carpets—page, color 
Simmons Beautyrest—page, color 
Lane Cedar Hope Chests—¥% page 

Apr. 25 Chest-O-Bed—page, color 
Federal Toilet Seat—page, color 
Spring Air Mattresses—page, color 
Englander Mattress—], page, color 
Saf-Tdri Stocking Dryer and Sea Shell 

Towl Holder—\4 page 

Lane Cedar Hope Chests—% page 


Apr. 
Apr. 


Apr. 


Apr. 


King Edward Silver—!4 page 


CAMERA SUPPLIES AND 
OPTICAL GOODS 
4 Cool Ray Sun Glasses—]4 page, color 
11 Kodak Verichrome & Kodacolor—page, c. 
Graflex Cameras—¥4 page 
Wollensak Lenses—]¥% page 
18 Ansco Film—'4 page 
Keystone Camera & Projectors—l4 page 
25 Cool Ray Sun Glasses—¥4 page. color 
Bell & Howell Filmo Companion 
Camera—]l, page and 42 lines 


SPORTING GOODS 
AND TOYS 


Rexair Cleaner—\4 page RADIOS, RECORDS AND Apr. 4 Bristol Golf Clubs—!4 page 
Williams Lectric Shave—¥ page INSTRUMENTS Apr. 11 Whizzer Motor—Y4 page 
Colorlite Luminous Paint—14 lines Apr. 11 RCA Victor Instruments—page Apr. 25 A. G. Spalding Golf Clubs—]4 page, c. 


Apr. 11 Dutch Boy ““Wonsover” Paint—page, c. 
Lifetime Stainless Steel Cookware—pg., c. 
Schick Shaver—page, color 
Self-Polishing Simoniz—page, color 
Gold Seal Glass Wax—page 
Bruce Floor Products—)4 page, color 
Eversharp Shaving Instrument—), page, c. 
Clorox—\4 page 
Larvex—l4 page 
Fulton’s Plantabbs—42 lines 

Apr. 18 G-E Lamps—page, color 
Johnson’s Glo-Coat—page, color 
Pliofilm—page, color 
Windex Wax—l4 page 


ELECTRICAL MERCHANDISING—APRIL, 


G-E Television—Yy page 
Apr. 18 National Carbon Radio Batteries— 
V4 page, color 
Apr. 25 RCA Victor Instruments—page, color 
G-E Radio-Phonograph—¥, page 
Stromberg-Carlson Television Sets—]4 pg. 


JEWELRY, CLOCKS AND 
WATCHES 
Apr. 4 Flex-Let Expansion Bracelet—l4 page 
Marvella Pearls—l4 page 
J-B Watch Bands— page 
Krementz Jewelry—¥% page 
Apr. 11 Swiss Watch Federation—!4 page, color 


1949 


Bristol Fishing Tackle—Y, page 
Whizzer Motor—), page 


ADVERTISED IN 


LIFE 





LIFE, 9 Rockefeller Plaza, New York 20, N.Y. 
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ow that customers’ sales resistance is stronger than 
N it has been for years, you’re looking for extra values 
that will help you close sales... For a tiny addition 
to an electric appliance’s sales price, you can benefit 
from the valuable sales plus of a Telechron Timer. 
See what this plus adds to your sales story: accurate 
electric time and trouble-free automatic timing... 
two conveniences that are “musts” in the minds 
of modern women. And when it’s timing by Telechron 
you have an extra plus because women recognize 
Telechron as synonymous with perfect timing. 
All Telechron Minitmasters get their superior 
accuracy and longer service life from 
.. all Telechron 


Timing Motors are instantly. .. 


Telechron Timing Motors . 


constantly 
4 ry 


A 


Telechron 


SYNC hronous...So, cash in on the customer 
acceptance of Tclechron by demanding 
and pushing ranges, radios, washers 

and refrigerators equipped 
with Telechron Minitmaster 
Timers. Telechron Inc., 
220 Union Street, 

Ashland, Massachusetts. 

A General Electric Affiliate. 


Minitmaster 

controls sales 
volume, 

too! 





MINITMASTER 








® 
TIMERS 
The low-cost Plus 
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replies. A truly live dealer would 
have seen to it that every man in his 
store tried for a prize. 

An increasing amount of unemploy- 
ment is showing up on the Pacific 
Coast as a natural accompaniment to 
the continuing growth of population 
and this is worrying some people. 
The weather has settled down to 
spring after unheard-of cold in all 
parts of the West, leaving the area 
now somewhat apprehensive of floods. 
The Pacific Northwest was hard hit 
when a number of water power plants 
were forced to shut down owing to 
frozen streams. Quite a campaign was 
put on to urge people to cut all un- 
necessary use of electricity during 
peak hours, which, of course, had a 
deterrent effect on appliance purchas- 
ing. As a last resort the frequency 
was allowed to lag, at least in the 
Portland area, thus slowing electric 
clocks. Announcement of this was 
made in advance and it is hoped that 
the reaction against purchase of elec- 
tric clocks will not be so severe as it 
was throughout northern California. 
In that territory jobbers report that 
the public has not yet recovered its 
confidence and clock sales are still off. 


Dealers Are Optimistic 


What will be the effect of the eco- 
nomic hardships suffered by the 
ranchers in the Intermountain terri- 
tory through loss of stock and crops 
and by the delayed development of 
spring is not yet clear, but a cautious 
attitude on the part of buyers who do 
not yet know the extent of their loss 
is natural. However, there is a spirit 
of fundamental optimism among the 
sounder dealers. They expect some of 
their weaker competitors to drop out; 
they expect to have to do some real 
work; they are watching overhead 
and keeping track of daily and 
monthly records. But they do expect 
to do pretty well, when all is said and 
done. 

Los Angeles reports that population 
growth and home building are still on 
the upgrade, mostly in the outlying 
districts. Large department stores 
have established branches in the sub- 
urbs, which means more local shop- 
ping and a better chance for neighbor- 
hood dealers (although also more 
competition). In general, dealers are 
building up their sales organizations, 
asking for prospect lists, and keeping 
close track of competition. Quite a 


CONTINUED FROM PAGE 6 
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few are putting on store demonstra- 
tions with good effect. Last year only 
30 out of 600 dealers dropped out and 
although there may be more failures 
this year, the situation is regarded as 
fundamentally pretty sound. 

Northern Califormia presents a 
somewhat similar picture, with home 
building still very active, particularly 
in rural and suburban areas. Unlike 
most of the United States the rural 
element in California is increasing. 
The utility in this area added about 
15,000 new rural customers to its lines 
in 1948. Television in the San Fran- 
cisco bay area and home freezers in 
the central valley districts are ex- 
pected to help enormously in keeping 
up dealers’ volume during the coming 
year. 


Slow TV in Frisco 


Television in San Francisco, inci- 
dentally, has gotten off to rather a 
slow start. It followed the typical 
pattern of large initial sales, followed 
by a slow period after the novelty has 
worn off. The start of broadcasting 
was too late in the year to build up 
any large sale of sets before Christ- 
mas and first-of-the-year months are 
proverbially slow, so that one estimate 
places the total number of sets in the 
area at not more than 1,200 as of mid- 
February. Of course some dealers 
overstocked at the start with sets 
which are now already obsolete, but 
most firms are set for the long haul 
and are highly optimistic about the 
future. 

Some manufacturers are reflecting 
the increased pressure of working to 
find markets by invading the “archi- 
tect and builder” field, competing with 
dealers who have made this their 
specialty. 


No More Thursday Evenings 


After several months of experiment- 
ing with keeping open on Thursday 
nights, most of the larger merchants 
of San Francisco have given up the 
practice as too hard on employees and 
too expensive a system of merchan- 
dising, due to overtime pay. They 
admit a good many evening sales, but 
stated that these were borrowed from 
those which would normally have 
been made in the daytime. Smaller 
dealers with television are for the 
most part still remaining open, al- 
though they too admit it is hard on 
operating personnel. End 












































“ANOTHER COLD WAR STARTING” 
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ROOM AIR CONDITIONERS 


























lay SSS te _— EASY TO SELL—America has been sold on the delightful yeat ‘round comfort 
res S = € of air conditioning by theatres, restaurants, stores and trains. Every model easy to 
- SS 1 / ; install. Fedders Room Air Conditioners are completely self-contained—just plug 
an- : F m into ordinary electrical outlet . . . no water connections . . . no ducts... no 
1€ ; Y2 hp. Wind Model. Cooli 14: : 
we S ~ ys aoute as onmut nua building alterations. 
ns : : meee conditions up to 6100 btu/hr. 
ave : : IT'S A PACKAGE unit, a package sale and a package installation. Every sale 
= , means full profit. And no trade-ins to worry about. 
he 
al- 
on S , NEW SELLING OPPORTUNITY for you. The customer list for Room Air Con- 
ind : : ‘ : ditioners is inexhaustible! All homes, professional and business offices, hotels, 
_ SS - restaurants, institutions—wherever people work or relax, there is a vast potential 
: S S ie Ye bp. Window Model. Cooling market for Fedders Room Air Conditioners. Multiple sales are realities. Get 
SS : ee poy a. i into this new appliance sellirig opportunity with Fedders . .. NOW! 
, ESS Pes es ee eee ee 
, i FEDDERS-QUIGAN CORPORATION 

Unit Air Conditioner Division 

1284 Niagara Street 
= \ Buffalo 7, New York 
ad Kindly send to my personal attention all the facts on Fedders Room 

Air Conditioners. 

$OON—A Surprise—A beautifully 
styled Floor Console. All wood 
ad binet in Mahogany Finish. 
. TRANSFER 
SPECIALISTS 
SINCE 1896 
e-em eC Om Ce) men On @ ek @ Wmmen, 
BUFFALO 7, NEW YORK 
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$1,500 inventory abolished = 


at a cost of $4.46! 


tributor would find profits consumed by 100°, inventories. But by 
ordering tubes as needed via Air Express, he holds stocks to 25%. 
Example: Orders $1,500 tube at 9 A.M. from supplier 900 miles away. 
Delivered to customer 6 P.M. same day. 16 lbs.: cost, $4.46. 
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Your Air Express shipments go by 


pick-up and delivery service, too. the Scheduled Airlines direct to 
More protection, because you get 1300 airport cities; fastest air-rail 
a receipt for every shipment. Air for 22,000 off-airline offices. Ship- 
Express is the world’s fastest ship- ments keep moving with ’round- 


ping service. 


the-clock service. 


Facts on low Air Express rates 


19 lbs. of machine parts goes 600 miles for $3.54. 
9-lb. carton of new styles goes 1400 miles for $3.99, 
(Every kind of business finds Air Express pays.) 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment and 
delivery is proved by signature of consignee. One-carrier respon- 
sibility. Assured protection, too—valuation coverage up to $50 
without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “Air Express delivery” on orders. 


SPEYY ES 





GETS THERE FIRST ——_ 







Rates include pick-up and delivery door 
to door in oll principal towns and cities 


= 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE u.s: 
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WASHINGTON CURRENTS 


By the Washington News Bureau, McGraw-Hill Publishing Co. 





MORE REG W RELAXATION? 


Government finance experts are watching the expansion—or 
contraction—of consumer installment buying like hawks. Reason: 
the amount of such credit is a sensitive indicator that bears 
on whether you are in for more inflation—or a recession. 

That’s the real reason behind the Federal Reserve Board’s token 
easing of installment buying terms in early March. The Board’s 
tipoff was the fact that January installment credit figures showed 
a drop of $145 million. This is a small amount compared to 
total outstanding installment eredit of $8.5 billion. But Janu- 
ary was the first month for which the total figure had shown a 
decrease since the postwar boom got going. 

So if installment buying drops off again, you can expect that 
the Federal Reserve Board will be under strong pressure to 
relax credit controls further. On the other hand, the Administra- 
tion economists still haven’t ruled out the possibility of further 
inflation. This means that a quick expansion of installment 
buying and other inflationary activity could mean that the 
Federal Reserve Board would tighten the credit terms. 

The Board wants to keep Regulation W as a permanent peace- 
time law, and it wants to show that it ean work the law both 
ways. 

The background figures that the Board has been watching care- 
fully are these: 

During the 10 months prior to November 1947 (when Reg. W 
was dropped completely) installment credit had been rising at 
the rate of $141 million per month. 

During the 10 months up to September 1948 (when Reg. W 
became a law again) installment credit rose at the rate of $181 
million per month. 

During the next four months (Sept.-Dec. 1948), installment 
eredit rose $105 million per month. But—if you take the five 
month period (Sept. 1948-January 1949), the rate of increase 
was only $55 million per month. 

When the January figures came in, the Board wasn’t long in 
relaxing the credit restrictions to give business a shot in the arm. 


MORE PUBLIC HOUSING 


After years of wrangling back and forth, it now looks as 
though there may be a new Federal housing bill passed this year. 
It would eall for construction of 800,000 new low-rent houses 
over the next six years, and provide loans also to local agencies 
to buy open land or blighted areas. Payments up to $308 million 
a year are authorized to local housing authorities. 

The bill is a compromise between the provisions of the Wagner- 
Ellender-Taft bill of the Democrats and the Taft-Ellender- 
Wagner bill that some Republicans, headed by Senator Taft, 
didn’t quite push through the last Congress. 


EXCISE TAX CUTS 


Prospects keep growing that there will be hard sledding for 
the Administration’s proposals to increase taxes this year. In fact, 
the Republicans in the House of Representatives have come out 
strongly for reduction in excise taxes on a number of consumer 
items. 

The House Republican policy committee has put the minority 
squarely behind a bill introduced in February by Rep. Joseph W. 
Martin, Jr., speaker of the House in the last Congress. 

The proposed reduction in excises would cut taxes on the 
following items: 

Jewelry, from 20% to 10%; electric light bulbs and tubes, 
from 20% to 5%, luggage, from 20% to 10%; furs, from 20% to 
10%; toilet goods, from 10% at the retail level to 11% at the 
manufacturers’ level; cameras, from 25% to 10%; films and 
photo plates, from 15% to 10%. 

In addition, the proposal would cut excise taxes on cable, 
radio, and telegraph messages, and on local and long distance 
telephone calls, and on transportation. 


SMALL CLAIMS TAX BOARD 


Many businessmen have run into the problem of having to 
argue with a man from the Bureau of Internal Revenue over an 
amount of tax money which the government says is due it. 

(Continued on page 14) 
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NESCOMATIC € 
COOKING. 
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A 


means completely automatic 
cooking in an amazingly 
compact unit! 


| 
THESE NESCO ACCESSORIES MEAN MORE PROFIT FOR YOU! 





NEW CABINET HAS NEW ELECTRIC CLOCK MAKES NEW BROILER-GRIDDLE 1S 
REFRIGERATOR TYPE DOOR OPERATION AUTOMATIC ELECTRIC COOKING “MUST” 
Cabinet accessory has two roomy storage shelves. A fine new electric clock accessory, easily in- Broiler-griddie accessory turns out delicious 
Refrigerator-type door opens wide for easy ac- stalled, provides fully automatic cooking. Turns meats, hot cakes—makes toast, too. Conveniently 
cess. Bracket for storing broiler-griddle is built roaster on and off at pre-set times. It is also stored in door of cabinet. Heating element is 

into door. Cabinet is caster-mounted. a regular electric kitchen clock. self-cleaning. Griddle plate detachable. 
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$ new! 
§ hiner! 
§ Carrier! 





A TRAIL-BLAZING ROOM AIR CONDITIONER 








The New Carrier Food Freezer ! 


Designed to be a best seller — 
a roomy 15-cu.-ft. unit that 
freezes and stores up to 600 
Ibs., yet occupies less space 
than sprawling chest-type mod- 
els. 5-year warranty. For larger 
families — a 2-door, 30-cu.-ft. 
model with 1200-ib. capacity 





DESIGNED TO OUTSELL ANY OTHER UNIT 


Here’s entirely new styling and engineering in a Room Air Conditioner — 
a handsomer, more efficient unit to do a better job for you as well as 


your customers. 


Among its trail-blazing features are: more cooling per watt than any 
comparable unit... concealed 2-speed control . . . whisper-quiet operation 
. exhaust fan for stale air clearance ... adjustable air louvers... 
hermetically sealed unit... 5-year warranty...and an attractive metal 


cabinet that will blend with any interior. 


TWO NEW CARRIER LINES FOR YEAR-ROUND SALES 


With its sensational new Room Air Conditioner and big new Food Freezer, 
Carrier offers a dual franchise that means year-round sales. Powerful 
advertising and promotion back this money-making idea. Write for details. 


Carrier Corporation, Syracuse, New York. 


AIR CONDITIONING + REFRIGERATION + INDUSTRIAL HEATING 
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WASHINGTON CURRENTS 


CONTINUED FROM PAGE 12 un 


When the amount involved isn’t really 
enough to go to court about, the tax- 
payer has no place to go for a settle- 
ment. 

Now there’s a bill in Congress which 
may change this situation for the bet- 
ter. It would set up a tax settlement 
board to provide a speedy way to settle 
the honest differences of opinion that 
continually arise between a business 
taxpayer and the Bureau of Internal 
Revenue. 

Here’s how the board would work: 

Within 60 days after you get notice 
of a tax deficiency from BIR, you 
could file with the new board a peti- 
tion for settlement. This automatically 
stops any further move from the 
Bureau to recover what it claims is due. 

The board wouldn’t make a finding 
by following court procedures. It 
would try to make a mutually agree- 
able and fair settlement based on com- 
mon sense. The decision wouldn’t bind 
either you or the Bureau. Either of 
you would still be free to file a suit 
with the Tax Court if you wanted to. 

The bill has a good chance of pass- 
ing if it doesn’t get caught up in the 
legislative log-jam that always hap- 
pens at the end of a session of Con- 
gress. 


DELIVERED PRICING 
MORATORIUM 


Ever since last summer there’s been 
a strong movement afoot to get through 
Congress this year some kind of legis- 
lation on the delivered pricing-basing 
point problem. 

That’s the situation which has arisen 
from the Supreme Court’s decision in 
the Cement Institute case, and from 
some other Federal Trade Commission 
cases, 

Because of the resulting confusion 
in the minds of many businessmen as 
to whether their particular system of 
delivered pricing was legal or was not 
legal, many Congressmen were all set 
to amend the anti-trust laws in order 
to clear up the confusion. 

Now that it seems almost impossible 
to get such a bill passed, the Adminis- 
tration has given its silent consent to 
a bill that would provide a morator- 
ium—for maybe a year or so—during 
which FTC couldn’t act against an 
individual company if it wasn’t in- 
volved in a conspiracy. 

Already, anti-trust chief Herbert 
Bergson has said he wouldn’t be 
against such a law, if it was carefully 
written. 

The Federal Trade Commissioners 
would have a tough time putting up 
any considerable opposition. They 
recently received severe criticism from 
the Hoover commission for their in- 
efficiency, excessive attention to minor 
offenses and problems, poor organiza- 
tion, and general lack of effectiveness. 

This doesn’t mean that a moratorium 
bill would go through without a fight, 
for there are still some powerful small 
business and long-time anti-monopoly 
Congressmen who will fight such a bill. 

However, since one of the bill's 
sponsor’s is Senator Myers, the No. 2 
Administration leader in the Senate, 
the balance is now swung definitely in 
favor of the proposal. nd 
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. PLUS Sparton’s exclusive Automatic Brightness 
Control . . . a large 10-inch picture tube with 54-square- 
inch viewing area . .. 28 tubes, including 4 dual-purpose 
tubes (32-tube performance) . . . fewer controls, yet 
easier tuning . . . a 10-inch permanent-magnet speaker 

. and a beautiful hand-rubbed mahogany finish! 


YES . . . check that price tag against a buyer’s market 
that’s in a “show me” mood. Here’s a honey that will 
sweep the town . . . Best yet, it’s yours, as a Sparton 
dealer, to feature exclusively in your community under 
the SCMP—the Sparton Cooperative Merchandising 
Plan. If you are not a Sparton dealer, better write 
now to see whether the Sparton franchise is still 
available in your town. 
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to keep Sparton dealers ahead 


in a price-conscious market! 


ONLY 





* Direct-view television! 


* AM radio reception! 





YW Static-free FM! 


> Sparton single-arm, dual- 


speed record changer! 
(Plays long-playing and standard records) 


3 


Radio-Television’s Richest Franchise 


SPARTON RADIO-TELEVISION 


THE SPARKS-WITHINGTON COMPANY 


JACKSON, MI 


CHIC 


GAN 
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TOP MANUFACTURERS OF TOP PRODUCTS 





RECOMMEND WASHING WITH Calgon’ 


eA 







BEANS Y 


Leading manufacturers of wash- 
ing machines .. . of products 
* that must be washed, recom- 
mend Calgon to their customers. 





Top manufacturers of washing 
machines and automatic home 
laundries recommend Calgon to 
help housewives get cleanest 
washings. 


Calgon works wonders with water. Calgon 
prevents and removes washing-film. Calgon 
promotes thorough, safe cleaning with soap or 
soapless detergents, in hard or soft water. 


Calgon’s market is enormous. It turns over fast, 
builds a steady repeat business for you. 
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ry 
Leading makers of textiles recom- 
mend Calgon to safeguard fabrics 
and color . . . to assure thorough, 


K SAFE washing. 
ON~< 


\! Top producers of glassware, 


china, silverware tell their cus- 
tomers Calgon assures sparkling, 
film-free cleanliness. 








Calgon’s sister product, Calgonite*, rec- 
ommended by leading manufacturers 
of automatic dishwashing machines, is 
another big profit item. , 











Stock ... promote ... sell Calgon. 
Write today for literature. 


CALGON, INC. 


HAGAN BUILDING 
PITTSBURGH, PA. 


*T. M. Reg. U.S. Pat. Off. 
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After 10 million phonographs — 
After | billion records... 


Comes the new RCA VICTOR system 
of recorded music 





ConcraTULaTions to our associates, the RCA Victor Dealers everywhere, whose 
confidence in RCA Victor has made possible this 50-year marketing achievement. 


To them must go much of the praise for these two newest and finest examples 
of research and engineering—the best automatic changer ever built—the 
finest record ever made. For, without the assurance of its dealers’ confidence, 
no company could undertake any major improvement in home entertainment. 


Without the confidence of its dealers in 1923, RCA Victor, founder of 
the phonograph and record business, could never have started radio 
down its billion-dollar road. Countless other improvements could never 
have reached the market if it were not for the great confidence RCA 
Victor dealers have in RCA Victor products. Include television! Here 
is a 50-million dollar RCA investment which is today establishing 
itself as another billion-dollar business for dealers across the country. 





And, what inspires this great dealer confidence? Many things . . . too 
many to enumerate here. But, proof that it is worth having, lies in the 
fact that today the RCA Victor dealer franchise is the most profitable 
in the entire industry. With the continued confidence of dealers and 
with the unique foresight of RCA Victor management, an RCA Victor 
franchise will remain the most profitable in the entire industry. 





The new RCA Victor system of recorded music is a shining example of 
management's foresight. With continued dealer confidence the ultimate 
profit is inevitable. Work started on the new system in 1939. RCA Victor 
engineers were granted complete freedom of action . . . freedom from 
even the major inhibitions, such as non-standardization of record sizes, 
and speed of turntables. Engineers had but a goal . . . to 
produce the finest changer and record ever conceived. 


The customers’ dollars will prove that these engineers reached their goal. 
The new RCA Victor record and changer constitute the sensible, modern, 





inexpensive way to enjoy recorded music. The product is ready . . . the public 
is ready. A demonstration, more than ever before, means a “close.” Its advantages 
“i will eventually make it the only way to play music in the home. 


Meanwhile, RCA Victor will continue to provide its dealers with 78 rpm records 
and record playing equipment. This period is not one of revolution but one of 
transition. There will be plenty of time for all dealers to adjust their inventories 
in making way for this new, improved, more profitable product. 


To welcome change is to show a keen awareness of the principal factor lying 
behind all of our country’s industrial progress. That factor is the constant striving 
of the American public to own something finer. In this light, the new RCA Victor 
system of recorded music will flourish. To RCA Victor’s dealers, whose confidence 
makes such progress possible, will again go a rich reward of 
bigger profits through continued high turnover. 
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Read 
the new 


RCA-VICGTOR 


PLAYER 
story in 


30 seconds ! 


World's fastest 

record 

changer! — 

Trigger-action speed! Can play more 
than 50 minutes of music without need 
of attention. And it’s just the music 
the listener wants when he wants it. It 


can play up to ten records with speedy, 


silent, hardly noticeable changes. 


Silent, Record-saving Pickup!— 


The new RCA Victor player exerts a 
stylus pressure of only 5 grams. There’s 
a new “Silent Sapphire” Pickup. No 
needle changing. Records sound better— 


last longer. Two vital customer “wants.” 


Compact and light!— 


The changer unit occupies less 
than half the space of other types. 
This opens entirely new avenues to 
smarter console cabinet styling .. . 
to greater economies and greater 
values. The lightweight, compact 
table phonograph model can easily 
be carried from room to room. 


Big Pylon Spindle 
holds changer mechanism!— 


Changer mechanism is within the large 
spindle. No posts or clamps to adjust. 
Fewer moving parts—it’s trouble-free. The 
new RCA Victor changer is the surest, 
easiest operating changer ever designed. 


4 QUICK INSTRUMENT 
FACTS TO TELL YOUR 
CUSTOMERS 


1. World’s fastest changer. 


2. Easiest, surest operating 
changer ever...and it costs less. 


Automatic. . . load the spindie 
—press a button once and 
that’s all. 


Can play more than 50 mi*- 
utes without need of attentio.. 














BLUES AND RHYTHM . . . (Cerise) 


INTERNATIONAL . . . (Sky Blue) 


' - . i Sparkling identifying colors!— 
Distortion-free Convenient : Snes 6 led Aili S seal 


playing surface!— br, 7-inch size! — on the entire record . . . not just on 


the label to denote each classifica- 


2 tion. This helps you to determine 
More than 150 single ; the type of record at a mere glance. 
I Ss ’ 


records or 18 sym- 


Theoretically, every record can 
have a “Quality Zone”... a 
portion of the record 


phonies fit in one foot 4 QUICK RECORD 
in which no distortion of bookshelf space. No § ° . FACTS TO TELL 
occurs. Music recorded storage problems for YOUR CUSTOMERS 
beyond this zone is distorted. 


your customers. You 
New RCA Victor records are the first to be 


recorded entirely in the “Quality Zone” —and 
they play as long as ordinary 12-inch records. 


. : 1 This is the first record to be 
© s 7, ¢ 7 r . 
—_ display a wide - distortion-free over its en- 
more complete selection tire playing surface. 
without sacrifice of space. 2. No storage problems... rec- 
ords fit ordinary bookshelf. 


3. Non-breakable . . . made of 
vinyl plastic with surface- 
saving shoulder . . . lasts 
many times longer. 


4. Low cost... only 7 inches 
... yet can play as long as 


ists many times longer!— Low Cost Creates Bigger Market!— panel c00. 8 


«le of non-breakable vinyl plastic with a special From the record press to the customer’s purse, 
“* ioulder Construction,” the new record lasts up the 7-inch record costs less . . . opens a bigger 
‘0 times longer . . . cuts inventory losses due to market . . . new collectors! And those who own 
«mage in handling and storing. The surface-saving ordinary records now find that it takes less money 
ulder keeps playing surfaces from rubbing one to buy more pleasure. The new 7-inch record 
ther... prevents damage to record grooves. ensures you greater profit through faster turnover. 
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Variety ror 


(a . es | 
reader Sales ! 





Model 9W105—A console with 
AM and static-free FM radio with 
a powerful 12-inch speaker . . . 78 
rpm record changer plus the new 
RCA Victor system of recorded 
music. Mahogany, walnut or blond 
finished cabinet has ample storage 


for records ... 7-, 10- and 12-inch. 




















The new RCA Victor s 
inexpensive way to enjoy recorded music. It 


offers more advantages 
does any other type of re 


equipment. The advantages start with low cost 
and run a course of conveniences never before 





Model 9TW333—52-square-inch RCA 
Victor Eye Witness Television, FM-AM 
radio, 78 rpm automatic changer for 10- 
and 12-inch records, plus the new RCA 
Victor system of recorded music. Walnut, 
mahogany or blond finished cabinet with 
generous storage space for 7-inch records. 























Model 9W101—Superb FM-AM 
radio... and the new RCA Victor 
system of recorded music. Rich 
traditional cabinet of attractive 
walnut or lovely mahogany finish. 
Storage for 216 singles or 24 al- 
bums ... more than 38 hours of 
this great new listening pleasure. 


Model 9W103 — FM and AM 
radio, a big 12-inch speaker, plus 
the exciting new RCA Victor sys- 
tem of recorded music. Beautifully 
finished in limed oak, walnut or 
mahogany, the cabinet stores 33 
hours of recorded music—189 
singles or 24 of the new albums. 


ystem is the modern, 


and enjoyment than 
cord or record playing 


Model 9EY3—Smartly styled, 
compact RCA Victor Player in 
a rich maroon plastic cabinet 
with distinctive, gold-colored 
trim. Here is a complete phono- 
graph to offer your customers 
the advantages of this new sys- 
tem at an amazingly low price. 





Model 9JY— Easily attached 
to any make set, this fully auto- 
matic new RCA Victor Player 
brings your customers the new 
distortion-free recordings—50- 
minute programs without need 
of attention—at a new low price! 





Model 9Y7—The most amazing 
table combination ever offered. 
Imagine . . . an automatic rec- 
ord changer . . . powerful 
Standard Band radio plus stor- 
age space for as many as 60 
playing sides—all in one com- 
pact table model. Finished in 
walnut, mahogany or blond. 


heard of. The enjoyment starts with a distor- 
tion-free record and continues with exactly the 
music your customers want when they want it. 
This combination of advantages and enjoy- 
ment has been calculated to best suit the de- 
sires of the greatest number of your customers. 


Ao FL? OA licror 


* DIVISION OF RADIO CORPORATION OF AMERICA 





THE MUSIC YOUR CUSTOMERS 
WANT IS ON THE NEW 
RCA VICTOR 45 RPM RECORDS 


The Music Your Customers Love 
Best, by their favorite artists, 
is on the new RCA Victor rec- 
ords. This list is but a small 
sampling to give you an idea 
of the variety available in the 
introductory library. Additional 
standard top-selling favorites 
and current releases will be 
added regularly. 


RED SEAL ALBUMS 


BOLERO (Ravel)—Boston Symph. Orch., Serge 
Koussevitzky, Cond. WDM-1220 
CONCERTO No. 1, IN B-FLAT MINOR, Op. 23 
(Tchaikovsky\—Artur Rubinstein, Pianist, with 
the Minneapolis Symph. Orch., Dimitri Mitro- 
poulos, Cond. WDM-1159 
PIANO MUSIC OF MENDELSSOHN — Vladimir 
Horowitz, Pianist WDM-1121 
ROMEO AND JULIET (Overture-Fantasia) (Tchai- 
kovsky) 
COLAS BREUGNON: OVERTURE, Op. 24 (Ka- 
balevsky) (final side)—Arturo Toscanini and the 
NBC Symph. Orch. WDM-1178 
SLEEPING BEAUTY, THE (Music from the Bal- 
let) (Tchaikovsky)—Leopold Stokowski and his 
Symph. Orch. WDM-1205 


RED SEAL SINGLES 


AH! SWEET MYSTERY OF LIFE (Young-Herbert) 
INDIAN LOVE CALL — (Harbach-Hammerstein 
Il-Friml)—Jeanette MacDonald, Sop., and Nel- 
son Eddy, Bar., with Nathaniel Shilkret and 


Orch. 49-0200 
AUFENTHALT (Schubert) 
AVE MARIA (Schubert)—Marian Anderson, 


Contr., with Franz Rupp at the Piano 49-0136 
BECAUSE (Teschemacher-d’Hardelot) 
BLUEBIRD OF HAPPINESS (Heyman-Davies- 
Harmati)—Jan Peerce, Ten., with the RCA 
Victor Orch., Sylvan Levin, Cond: 49-0135 
CARMEN FANTASIE (Based on themes from Bi- 
zet’s “Carmen’’) (Waxman)—Jascha Heifetz, 
Violinist, with the RCA Victor Orch., Donald 
Voorhees, Cond. 49-0130 
HUNGARIAN RHAPSODY No. 2, IN C-SHARP 
(Liszt)—Alexander Brailowsky, Pianist 
49-0262 


COUNTRY AND WESTERN 


ALL-TIME HITS FROM THE HILLS—Eddy Ar- 
nold, The Tennessee Plowboy, and his Guitar 
WP-195 
MY HEART WENT THAT-A-WAY 
NO CHILDREN ALLOWED—Roy Rogers, Voc., 
with Country Washburne and his Orch. 48-0028 
ROOTIE TOOTIE (V.R.) 
TENNESSEE WALTZ (V.R.)—Pee Wee King 
and his Golden West Cowboys 48-0003 


MUSICAL SMART SETS 


DOWN MEMORY LANE—Vaughn Monroe and his 
Orch. wP-202 
THEME SONGS—Tommy Dorsey; Tex Beneke; 
Freddy Martin; Vaughn Monroe; Wayne King; 
The Three Suns; Sammy Kaye; Larry Green 
wP-217 
YOU AND THE NIGHT AND THE MUSIC—Tony 
Martin, Voc., with Earle Hagen and his Orch. 
WwP-203 


POP CLASSICS 


STUDENT PRINCE, THE (Donnelly-Romberg)—Al 
Goodman and his Orch.; Mary Martha Briney 
and Frances Greer, Sopranos; Donald Dame, 
Ten.; Earl Wrightson, Bar., with The Guild 
Choristers WK-8 


POPULAR SINGLES 


ALICE BLUE GOWN—Waitz 
SMOKE GETS IN YOUR EYES—Waltz—Wayne 
King and his Orch. 47-2718 
BECAUSE 
IF YOU HAD ALL THE WORLD AND ITS GOLD 
Perry Como, Voc., with Russ Case and his Orch. 


47-2728 
DANCING TAMBOURINE 
STUMBLING—The Three Suns, 
Instrumentalists 47-2756 


*Victrola”—T. M. Reg. U. S. P..’. Off. 
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find out how you 
can handle this top 
quality line of 
modern all-steel 
custom kitchens 
that offers you... 


eQUICKER DELIVERIES 





ePROTECTED FRANCHISE 





BIGGER PROFITS 


ERE IS your opportunity to get in on 

the ground floor with an_ established, 
aggressive manufacturer of custom kitchens 
whose product is tested and proved both for 
quality and salability. We're expanding . . 
building new outlets. We offer you the chance 
to go along. Here’s what it means to you. 





4 to 6 Week Guaranteed Delivery from 
factory stock. With Beautycraft. there’s no 


need for carrying top-heavy inventories. You’ res éstypes of units... 


always sure you can replenish your working 
stock from fac ‘tory inventory in less than siz 
weeks. No partial shipments as factory runs 
are completed. No half-filled orders to store. 
Your orders are filled complete and on time. 


Protected Franchise! Beautycraft offers you 
an exclusive franchise relative to the size of 
your trading area. You'll have no competition 





Check these BEAUTYCRAFT 
Features... 





Left: Rounded contours, hidden’ hinges 
and door pulls, welded steel tubular 
construction. 


Right: Fluted ventilating louvres, rounded 
cabinet bottoms, flush drawer pulls. 
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Business 18 Boomin 


for BEAUTYCRAFT dealers 





in a field where other kitchen cabinets can’t 
touch your story of custom exclusives. 


Finest Modern Kitchen Sold! Beautycraft is 
the most beautiful modern steel custom kitchen 
line on the market. Strong, welded units. Ex- 
clusive Curve-Line styling. Hundreds of quality 
features, such as rounded cabinet bottoms, 
hidden hinges and door pulls, detachable rolling 
Server, custom tops and spacers. More than 40 
. over 100 sizes! 









\ 








a 
yy 
| 


il 





Easy, Exclusive Installation Methods! 
Beautycraft fits any kitchen . . . to the fraction 
of an inch. There’s no kitchen you can’t do! 
With our installation methods irregular walls 
are no problem. Turning corners and _ filling 
out walls are quick, accurate jobs with Beauty- 
craft factory-made custom spacers. We’ll help 





in several choice territories . . 


drives 





tHUTYCHAT 


Custom Kitchens 


Manufactured by 
MILLER METAL PRODUCTS, Inc. 
Baltimore 30, Maryland 


1949 


We're looking for good dealers 


. established organizations 
who recognize quality, have capable installation crews 
and a sales force that can take a top line and sell! If 
yours is that kind of an organization, we're ready to 
back you with our national advertising campaign, 
display material, merchandising aids, local cooperative 
. . and with a sound sales-training program. 


you train your installation crew 
and sales force. 


National Advertising is pulling 
in leads from all over the country. 
Colorful House ¢ Garden ads are 
pre-selling your selected market 
. building your potential sales. 
These leads can be yours as a 
Beautycraft Dealer. Hitch your 
wagon to this selling star. 












Mail this coupon today! 


Beautycraft Custom Kitchens 
| 2235 Russell Street 
Baltimore 30, Maryland 






| Please rush me details about Beautycraft’s oppor- | 
| tunity for a protected dealership. 
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Got a MEW friend tor YOU!” 








‘Bie cream of the “cash” market has been lapped 
up. It’s a cat-fight for what’s left of it. Now it’s the “time- 
payment” buyer that offers you the greatest possibilities for 
volume sales and profit. 


There are more than thirty-three million wired homes in the 
country. At a conservative estimate, their owners and tenants 
figure to buy more than ten million appliances in 1949, with 


probably special interest in television, laundry equipment 
and refrigeration. 


Your share of this market is waiting now to be sold... and 
your Commercial Credit representative can help you get it. 


He is a sales-minded expert on time-payment financing. It 
will pay you to consult him. 


COMMERCIAL CREDIT CORPORATION 
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A Subsidiary of 


Commercial Credit Company, Baltimore * Capital and Surplus $95,000,000 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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ELEC 





1 a 

ANDEM AUTOMATIC ee 

POP-UP TOASTER senpely acter 
TABLE RANGES 


ae» 





me, too” items in the Samson line 


of electrical appliances. Every one is distinctive in appearance, unique in 
features, and outstanding in performance. And because each is specially 

designed for leadership in its field, the shrewd merchant knows that 
when he selects Samson, he gets @ "best seller.” 


THERE ARE no "also rans” or 


by concentrating on 
entative today and 
“best sellers” that 





Step ahead of competition 


the leaders. Call your Samson repres 
stock up on Samson’s specialized 
assure volume sales, quick turnover and steady 


profits. And don’t forget—Samson electrical 


appliances are Sil 
toe 


S AFE-T-CIRCUIT 
HEATING PADS 


SAFE-FLEX 


SAFETY-TILT 
RUBBER BLADED FANS 


AUTOMATIC IRONS 


FOLD-AWAY 
TRAVEL IRON 


S MSON ' . . ife ° 
’ Cc 
A N COR amson nit 


Cana 
da, Limited, Toront 
° 
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KNAPP-MONARCH 
S ul a” 
vey. 0 


The David O. Selznick 
star of the 
RK O-Radio picture, 
"Baltimore 
Escapade,”’ 
names the 


KM Speed Iron 


—tells your 
customers about it 
in top-ranking 
national magazines! 











Sells a great 
KM Star for you! 
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THE (ean) Speed Cron 


Only Iron with famous MagiKurve 
that means Easier, Faster Ironing! 








Extra-large soleplate — but 


Always-cool top and handle 
feather-light! 


for air-conditioned ironing. 










itch 


Famed lighted dial and 
“Scorch-proof’’ heat control. 


Shaped to fit the hand—per- 
fectly balanced— never slips 
or slides! 






KM. national advertising in May 
appears in these 6 great magazines 


Saturday Evening Post . .. Ladies’ Home Journal 
Good Housekeeping . . . Better Homes and Gardens 


House Beautiful ... House and Garden 

















7 \ Ne 


Ry ike ¥; 


WZ 4p 


KM~ Vaporizer WY, ~ 


a 


EM. Jack Frost Fans 


§ ‘KM. Tel-A-Matic iron 


“KM. Speed Mix 
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RE OF YOUR CUSTOMERS 
... THE ‘KM) SPEED IRON! 


Join the thousands of -#M~ dealers across the nation 
who are making bigger profits than ever this year — 
with the tremendous ~#M~ “Star of the Month” cam- 
paign! Each month — every month. . . a nationally 
known Hollywood star recommends ~KM-~ appliances 
in great national magazines—pre-sells ~%M~ for you! 


Cash in on this great national campaign now and all 
through the year! Display the ~#mM~ Speed Iron—Star 
of the Month for May—and other fast-selling ~m~ 
appliances in your store! />», 


Free tie-in material available! Build even bigger profits 
with newspaper mats, couhter and window displays. 
Write or wire your ~*&M~ distributor today! 


Knapp-Monarch Co. 


St. Louis 16, Missourl 


“KeM~ Appliances also manufactured in Canada. 


World-wide Distributors 
Philco International Corp. 
50 Broadway, New York 


Exclusive Distributors in Canada 
Crown Electrical 
Brantford, Ontario 


(Z 
—— 


KM Therm-A-Jug KM. Steem-R-Dri 
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98.5% of Country Gentleman's 2,300,000 homes 
have radios—56.1% have 2 or more radios... 


, and no other kind of magazine reaches them effectively 





In a recent national farm survey, Crossley, Inc., found that: 


Nearly two-thirds of Country Gentleman’s women readers 






read none of the four leading monthly women’s magazines 


—and over three-fourths of them read none of the three 


—{ leading weekly magazines. ... 













+ entleman 

Country GOO oner to 

Wilson’ ing for an ro™ a 
e—shopP™ efrige 


Ee Ee ies read none of the three leading weekiy magazines. 





More than four-fifths of Country Gentleman’s men readers 






ator. ne 
like this @ 





2,300,000 circulation concentrated among the 
“top-half” farm families who receive 90% of 


the nation’s entire farm income 












rs 


. r 
ise 
tenets Gentiem 


Country 


zine- 


YOUR BEST RURAL CUSTOMERS 
READ COUNTRY GENTLEMAN 
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Nine Hundred 


REFRIGERATORS 





Perfectly balanced, head-to- 
toe door opens to disclose 
spacious 9-cubic-foot, fully- 
refrigerated interior with 30- 
pound frozen-food capacity 
PLUS generous pre-cooled 
storage area. 


3S ORLEY 
Super Seven 
FREEZERS 








Everyone who sees Tc 
wants it because no other nationally advertised 
electric refrigerator can match Orley for styling, features 
and— most important—for price and mark-up! 
You won't guess within $25 of the super-value list price of this 
sales-wise beauty. Here again is proof that it pays to 


do business with Orley . . . the independent for independents! 


DISTRIBUTORS OR DEALERS... wire or write for details. 


ORLEY BROTHERS COMPANY, Ine. DETROIT 25, MICHIGAN 


Se 
ORLEY 
Sixteen 
FREEZERS 


ORLEY 


ORLEY 
Seventy-Five Nine Hundred 
REFRIGERATORS 


REFRIGERATORS 














Gnd NORGE 


ae SV, 1056 


LOW PRICE MOST WANTED FEATURE 
IN REFRIGERATION 


Introduced by... 


a Gigantic Nationwide Promotion Campaign for April 


It’s headline news! It’s Norge’s sensational of the program .. . but dest of all are 15 hard- 
Self-D-Froster—the only refrigerator with auto- selling promotion items in each dealer’s complete 
matic defrosting system—at a new low price S-D-F Merchandising Kit. Complete with local 
. and it’s backed by a tremendous merchandising newspaper ads ... window streamers . . . radio 
program! spots ... national ad reproductions . . . eye- 
Kick-off is a factory-paid teaser poster—thou- catching displays . . . mailing pieces . . . every- 
sands of them—to stimulate the curiosity of  //#mg, in fact, a dealer needs to set new S-D-F 
millions! Two weeks later the pay-off poster sales records! 

transfers this interest into action 
. impels readers to visit Norge 

retail outlets! 


This top-profit opportunity is another exam- 
ple of Norge’s continuous policy of backing 
a up dealers with what it takes to make sales 
D> 1G % Posters, plus dynamic national in any market. Join this sensational S-D-F 
D Ott: ARE = magazine ads, are important parts sales drive now! 


rs ame 
Mile IN HOME APPLIANCES 
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SEE 


ORG 


BEFORE YOU BUY 


Norge Division, Borg-Warner Corporation 
Detroit 26, Michigan 
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Ready Now! 



















ELECTRO-DRAIN 


< q AUTOMATIC SANITARY GARBAGE DISPOSER 


@ Here is the modern device that makes the Morton Cabinet 
e Sink the last word in efficiency—the last word in work-saving 
N convenience. 





The Morton Electro-Drain means no more trips to the gar- 
bage can. ..no more unpleasant odors ...no more vermin- 
inviting refuse. It’s what every housewife wants. 





We present it to Morton dealers as a tested, perfected acces- 
sory, engineered for superior performance, built for lasting 
durability . . . easy to install and easy fo sell. 


Ask your Morton distributor for full Electro-Drain informa- 
tion. Learn how this top-quality device fits in with the Morton 
Unit Sale plan—and offers increased profit opportunity to 
Morton dealers. 





EASY TO USE 
Food waste is scraped into the 
open drain; the 3-Way Control 
is set to “Start”; a stream of cold 
water starts the shredding oper- 
_ ation—and the drain is flushed — 
_. lean in seconds! 






_ EASY TO INSTALL 


The Morton Electro-Drain fits all 
_ Morton Cabinet Sinks and other 
ks with a 342- or 4-inch drain 
sning. Complete instructions 









//Latd nee MORTON MANUFACTURING COMPANY 


General Offices: 5125 West Lake Street ° Chicago 44, Illinois 
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See 


ee: 


AY THEM ALL 


on Ste ain Radio-Phonographs! 


Ask about Play Chtite F 


These new-type changers, together or separately, can 
be had in new models as the purchaser chooses . . . or 


added at any time to these models.on the sales floor or in 
purchasers’ homes. 


Whatever they want. . 
Stewart-Warner! 


Wd loli Television 
eal puTS THE PICTURE 


. it’s Player's Choice with a 





EVERYONE CAN SEE iT! 
Home-Size Styling—Instant Tuning 


mily enjoys 

5 ag ven pom er see it 
indow 

! Stee soe 

» for today’s home, 

pr Mw to match Stewart- 
Warner “Players Choice 

radio-phonographs. 


WASHINGT ON 

(AVT-1) —compact 
Wonder Window 
Consolette. Same 
wide picture as in 
console models, on 
a ditect-view scneen. 
it Harmonizes = a 
Tarnine, glass - oe a wie nanan 
- pictate extra cost. radio-phonograph. 


Only - one elevision 


AKEFIELD (AVC- 2) 
Ww Matchies th “Mt. Ver- 
non” radio-phono- 
graph. New Photo-Mir- 


ror Screen puts the pic- 
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With a Stewart-Warner, it’s Player’s Choice for 
whatever kind of automatic record-playing the 
customer wants, or any combination he wants. 

Stewart-Warner console models give custom- 
ers these choices of record players: 


Ss 
x 
® 


Stewart-Warner 
TELEVISION « FM RADIOS AM « RADIO-PHONOGRAPHS 


Stewart-Warner Electric, Division of the Stewart-Warner 
Corporation * Chicago 14 


i 


Standard record player (78 rpm), automatic, 
intermix. Available now. 


2 


Two-speed player (78 and 3313 rpm), plays 
both standard and Long Playing records auto- 
matically. Intermix for 10” and 12” dises. 
Single tone arm. Available now. 


3 


Two-speed player, as above, also equipped to 
play the new 7”, 3314 rpm Long Playing 
record. Available soon. 


4 


New! Extra record player to handle the new 
7", 45 rpm record. A complete unit that is 
quickly slipped in the storage shelf of the set to 
make a pull-out type player. 
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a FROG UME and 
the SIGt 184\mean 























AB L Malic. wasner — Exclusive ABC monet 405 (Model 405-P with ABCspinner—MODEL 177—Washes, 
“Centric Agitation” and the Scum-Free Pump) —Full-skirted, streamlined design. rinses, blues, and spins the clothes damp-dry 
“Waterfall” Rinse. Just put the clothes IN Timer control gives correct timing for all —the complete washing action without need- 
and take them out CLEAN! fabrics and degrees of dirt. ing additional equipment. 


@ This season's selling promises to be as good sport as taking 


trick-wise trout from a well-fished stream. It's going to 





>) call for all of your skill, plus the best of tackle, to come home with 
A ee a full creel.-ABC has the line you'll need. It’s long enough, strong 
enough to land the biggest business in your territory. ABC 







has made it that way, out of more than 40 years of experience 


ALTORFER BROS. COMPANY 
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hes, ABC monet 251-5 (Model 251-SP with ABC monet 229 (Model 229-P with ABL, De Lune IRONER 

dry Pump)—27-gallon porcelain tub; safety Pump) —A big value at a low price. Rotary ironing action; stationary pressing 

ed- wringer stops and releases at finger-tip Porcelain tub. Extra-large, non-tangling action; and exclusive to-and-fro finishing 
touch. Heavy-duty agitator. agitator and adjustable wringer. action. Knee and hand. controls. 

cing in building varied, salable lines of home-laundry equipment. 

| to Its sales-hooks, this year, are baited with the best offering of washers 

vith and ironers in the company’s long history. You could ask for no 

ong better equipment for fine fishing, in the challenging, no-limit season that 

\BC 


lies chead. Write or wire for detailed 
nce information on the valuable ABC franchise. 


y| PEORIA, ILLINOIS....... 
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genoa ELECTRIC lamp research has 
developed a new kind of lamp bulb 
that provides nearly perfect light diffusion. 
It’s the greatest improvement in the quality 
of incandescent lighting since General 
Electric introduced the inside frosted lamp 
in 1925! 
SOFTER LIGHT 


The photograph above shows the differ- 
ence between the new G-E Deluxe-White 
lamp and the standard inside frosted bulb. 
The new lamp spreads the light over the entire 
surface of the bulb. Its light is much softer 
and better diffused. Annoying reflections 
from glossy surfaces are greatly reduced. 


Compare the standard 100-watt bulb ont 





eee a 
iat 


GREATER BEAUTY 


Both lighted and unlighted, this General 
Electric lamp has a clean-white beauty 
that lasts for the life of the bulb. Its softer 
shadows add new charm to house furnish- 
ings and interiors. 


The Deluxe-White lamp is particularly 
recommended for portable lamps where 
bulbs are partially exposed or where there 
is no diffusing bowl. It will soon be avail- 
able in limited quantity in the 100-watt 
size at only 20¢, plus tax. 


General Electric lamp research is always 
at work to develop new and better G-E lamps 
—and to make them Stay Brighter Longer. 


You can put your confidence in— 


GENERAL @@ ELECTRIC 
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he left with the ‘all-over-bright”’ 





ay 


General Electric announces 
a new kind of lamp bulb! 





beauty of the new G-E 100-watt Deluxe-W hite lamp om the right 

















LATEST STEP IN G.E°s NEVER-ENDING 


RESEARCH TO BRING YOU BETTER LIGHT 


Marvin Pipkin, General Electric 
lamp research scientist at Nela 
Park, Cleveland, developed the 
new 100-watt Deluxe-W hite lamp 
as well as the Inside Frosted lamp 
of 1925—twoof the major lighting 
improvements below. Leftto right: 
Edison’s first practical incandes- 
cent lamp of 1879, the outside 
frosted lamp of about 1910, the 
inside frosted lamp of 1925, and 
the new Deluxe-White lamp. 





1925 1949 




















jan 
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The advertisers listed below know that your business—and theirs— ;~ 
depend upon brand-minded STORE TRAFFIC NS 
Vv 


They know, too, that 47.2%* of your customers read Ladies’ Home Journal. 
That’s why they spend more advertising dollars in each issue of the Journal than 


in any other magazine—to help you sell their products quickly and profitably. 


FOR YOUR PART psTock ) PROMOTE ) DISPLAY ) ADVERTISE 
THESE FAMOUS BRANDS ADVERTISED IN THE APRIL, 1949, ISSUE OF LADIES’ HOME JOURNAL 








Arvin Automatic Electric lron & Arvin Lectric-Cook 
Dexter Twin Tub 

Frigidaire Automatic Washers 

Frigidaire Refrigerators 

G- Lea nergy 


Hamilton ch Food Mixer with Mixguide 
Hoover Cleaners 

Interstate Compact Vacuum Cleaner 
K-M Home Electrical Appliances 

lL & H Automatic Electric Range 
Norge Refrigerator 

Philco puevageoetor 

Presteline Electric Ranges 

Royal Vacuum Cleaner 

Sunbeam Coffeema: 

Sunbeam Mixmaster 

Telechron Electric Clocks 
Toastmaster —" Toaster 
Universal Electric ts 

aera em Home Appliances 
Zenith Radio-Phonograph & Television 


*On the average, for 2885 women shoppers interviewed at 28 electrical appliance stores in 28 cities and towns across the country. 
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ne Complle 


T 
ETERGEN 
LAUNDRY Be oes SOFTENER 
ea = i] LV 


a eOWD 


a 


com mm ry > 
* Guaranteed by @ 

Good Housekeeping CARANER WAS 
on 


CONTROLLED S 


WING * BETTER RINSING 


CAL 
UDSING * ECONOM! SEDDON & SON 


* 
‘ 
S745 aovennisto WHS 


32 
50 NORTH Mien stacey 


Read what Chas. T. Seddon says alll accomplished a 
in his fine appliance store. His letter is typical of hun- 
dreds—points up just one of many selling advantages 
you get with all. 


all these, too! 


all was developed especially for automatic washers — 
works wonders in conventional ones, too. When you 
demonstrate with it, clothes come cleaner, brighter, 
whiter — washers perform better. Result? More sales! 
alll eliminates messy excess suds—a boon during demon- 
strations and a guarantee of better washing action, as 
proved by tests. 





all is complete —contains water softener and wetting 
agent. You add nothing for convincing demonstrations 
nor does your customer for excellent washing results. 
That's efficiency, plus economy. So, they come back for 
more. That’s store traffic and profits! 
all cuts service troubles—leaves no scum or deposit 
to impair washer efficiency. Service calls are reduced, 
customer satisfaction with the appliance increased. 
all is backed by national advertising in Good House- 
keeping, Better Homes and Gardens, and McCalls, and 
plenty of dealer helps — is easy to handle. There’s more 
profit on a package than on many other small items in 
your store . . . 24-oz package—49c, 10-lb package—$2.95. 
Mail the coupon now, for full information, prices and 
name of your nearest alll distributor. 


DETERGENTS, INC., 1147 Chesapeake Ave., Columbus, Ohio 


Send us more information about Al, include prices, discounts and name 
of the alll distributor who can supply us. 


Store Name 





Street Address 





City 








We Sell tic Washers. 


(name of washer) 
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OVER 2 (0) EUREKA SALES 


Port’ in one utility store 
CONSOLIDATED GAS & ELECTRIC CO. 


BALTIMORE, MARYLAND 


Sold 130 Eureka Cleaners 


Tame Melo hsm Colal-Mnd-1-) @) 


THIS TWO-MINUTE 
DEMONSTRATION 
GETS THE ORDER 
























0. 
ecTric C 
THE GAS & EL “4 LEXINGTON 8000 


: LIBERTY S is. 
a LEXIN GT e urs—8'1 15 a.m. #0 >! — 




















Here's the Promotion Ad that pulled 
them in to Buy. 





Here’s the Demonstration that stepped 
up over 20%.of the buyers to the 
big profit models. 








The 40” special sale ad on the powerful, 
heavy duty, Eureka Model ‘‘K”’ repro- 
duced herein, and run by the Consoli- 
dated Gas & Electric Co., Baltimore, 
brought a flood of buyers quick. 


17 WALK. Ss In 6 days, 130 Eureka cleaners were sold 


you merely guide it 








“ in the one store. As a result of effective 

47 — y ~ store demonstration, 29 customers pur- 

4 ” ey chased the higher priced Eureka Auto- 
matic and Tank Models. 


You can make more money with EUREKA 


EUREKA DIVISION e¢ EUREKA WILLIAMS CORPORATION ©@¢ Bloomington, Illinois 
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MIMAR 


ele) ite) sme). ii tel k 
LINE 


SUPER AIRFLOW MODEL 
(MP-312-RF) 


Here’s another 


DELUXE MODEL (MP-212-A) 
For Heating and Cooling 
The perfect popular device for convenient 
warming and cooling embodying many of the 
features of the ‘Super’ model. Engineered 
and priced to meet the requirements of the 
volume market, its sturdy construction with 
built-in safety features makes it a value far 


above its cost 


and another 


NU mela Ge Wil cea las 
FAN (HO-412) 


tself 
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_ MODEL 
DE LUXE SUPREME 
Automatic timer and 
shut-off. The finest 
wringer washer built. 








AUTOMATIC WASHER 


Re-uses hot, soapy water; 

proved agitator action; 

no fastening down. AUTOMATIC DRYER 
Fast ‘drying, lower r- 
ating cost, complete safety; 
matches automatic washer. 
































MODEL 30—DE LUXE 
Outstandingly beautiful 


design, extra conven- 
ience’ and efficiency. 


| MODEL 20— STANDARD 
Giant 9-pound capa- 


city, with worlds of 
washability at low cost. 


Pn 























_ MODEL 10—LEADER 


_ A price leader for you, 
a fine utility washer 
for budget buyers. 











THE “DE LUXE” 


Dual thermostats and 
elements; designed for 
beauty and convenience. 








— if’ssimple 
to sell.... 


p A / 
THE "STANDARD" ae 
Useful table-top cover 

opens to form handy, 

roomy clothes bin. 


the only Complete home laundry line 














THE “ECONOMY” 


A fine utility ironer, same 
quality and construction, 
with fewer refinements. 


Because you can blanket the market for price and product with this single 
line, you can make more sales with less effort, less cost. Sales training and 
promotion, step-up selling, customer service — they're all simpler, less 
time-consuming, less costly. WHIRLPOOL is the line for you because it’s 
the only complete line — because model for model, dollar for dollar, 
THE “ECONOMY” WHIRLPOOL values can’t be matched. A few WHIRLPOOLS in your 
Three-pound capacity, sales area quickly establish a customer acceptance that makes your 
—— — ‘lity. store the home laundry center. Ask for the name of your distributor. 








NINETEEN HUNDRED CORPORATION sx. Josep MICHIGAN, U.S.A. 


For 50 Years Manufacturers of the World's Finest Home Laundry Equipment 
IN CANADA STojalamn late lik oan Gio! ifeoldelationan @laticlal 








IF YOU CAN QUALIFY AS A FRANCHISED 
| _ DEALER ON ONE OR MORE PRODUCTS 





There’s a twofold profit story for franchised dealers of York equipment—a 
full margin of profit for the dealer, and greater profit for the purchaser. 

That’s because each piece of York equipment is designed and built to 
bring in more business, or cut costs for the purchaser. 

York dealers are backed by a line of mechanical cooling equipment un- 
equalled in the field: air conditioners of all types . .. FlakIce Machines... 
Automatic Ice Makers. . . Frozen Food Cabinets . . . cooling and condensing 
units. Nearly every business is a prospect for one or more York products, 
and every York product offers a saving to the user. 

In good times or bad, YORK Refrigeration and Air Conditioning SELLS 
... because it makes a profit for the user as well as the dealer who takes the 
order. It’s time for you to step into the picture. Investigate the opportunity 
a York dealer franchise offers you, whether it’s on Room Air Conditioners, 
Ice Makers, Frozen Food Cabinets, or on the full profit making York line. 


Lo] s 


refrigeration h 
air conditioning 7 





YORK PRESENTS AN OUTSTANDING NEW ROOM AIR CONDITIONER 
PLUS A SENSATIONAL ICE CUBE MAKER TO ROUND-OUT THE 
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Yorkaire Conditioners— For retail stores, Yorkaire Room Conditioners — Perform York Automatic ice Cube Maker — Re- York Flakice Machine — Provides a busi- th 

restaurants and offices—are self-con- all the functions of true air conditioning. quiring very little floor space, it produces ness with its own supply of Frosty Rib- fre 

tained, quickly installed, occupy only For home or office— York quality at a an ever ready supply of sanitary crystal- bons of fresh, clear ice. For hotels, res- he 

21 x 36 inches of floor space. Easily moved new low price that all your prospects clear ice cubes for hotels, clubs and taurants, hospitals, dairies and wherever wi 
whenever owner changes location. can afford. Easily installed. restaurants at rate of 8,000 per day. a supply of crushed ice is required. 
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Yow pocket? 


POCKETS, TOO / 


Ww" 


DEALERS 


>) 





SUCCEED! 


York's 2-fold profit-making equipment is only part of the 
answer... 





PROSPECTS. York carries out a continuous direct mail pro- 
gram that creates new prospects daily. 


SALES PROMOTION. A year-'round barrage of aggressive 
sales helps to back up your own sales efforts. 


ADVERTISING. National magazine advertising that's read 
by millions, and professional and business publication adver- 
tising that's read by hundreds of thousands, assures instant 
recognition of York products. 


LEADERSHIP. You represent York, headquarters for mechan- 
ical cooling since 1885, whose pioneering leadership has con- 
tributed many major advances in the industry. 


FULL COOPERATION. A capable friendly York Distributor 
conveniently located to give you 100% cooperation. He is 
interested in helping you make more profit. 


SALES TRAINING. York factory developed and field tested 
programs give you the latest and best in selling techniques. 
The famed York Institute of Air Conditioning and Refrigeration 
is also open to York dealers. 


AHEAD OF THE MARKET. York engineering know-how and 
research assures you continually of products incorporating 
advanced refinements that are years ahead of the market. 


A LINE OF PRODUCTS THAT MEETS EVERY NEED 


The York dealer franchise may be available in your neighbor- 
hood on one or all of these York products. Check those in 
which you are interested. 


‘ST 
gu sell Pop 





ER| ATA STARTLINGLY NEW PRICE yen you 
HE} LINE THAT MEETS EVERY NEED Ww 


York Corporation 
York, Penna. 


Gentlemen: 





Please send me at once further information on the products 
checked. 































































































Present line 
f Name 
Firm Name 
bast York Frozen Food Cabinets —that hold up to 1,350 York Condensing Units and Polar Flow Unit Coolers . 
b bul lbs. of f . : : vy Address 
» Rib- S. of food with a separate compartment for — A complete line ranging from 4 h.p. to 8 h.p. 
Bago freezing. Ideal for discriminating buyers in better for all types of retail and industrial establishments ’ 
: homes and all ty . ohne. * ° . * City. 
erevet all types of commercial establishments requiring dependable refrigeration equipment. ine 
a where larger food storage space is required. L 
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ANOTHER DUCHESS FIRST 


AGAINST 





Life 
ORKMANSHIP 


yor 


DEFECTIVE MATERIAL AND W 














HERE’S WHY THE DUCHESS 
IS EASY TO SELL 


GUARANTEED FOR LIFE to original owner, 
against defective materials and workmanship. 


TRIPLE FLEX SPIRAL AGITATOR — Sturdy cast 
aluminum with bronze bearings for long 
wear. Washes ALL the clothes ALL the time — 
faster, cleaner and easier. Longer life for 
clothes. 


CONTROLS — Handy, separate operating con- 
trols for agitator, drain, wringer pressure, 
wringer safety release and wringer position. 


SILENT TRANSMISSION — Extra heavy gears. 
Precision machined. Ball bearing worm thrust 
and silent mesh clutch. Sealed in oil for life. 


WRINGER — Powerful Lovell Pressure 
Cleanser with balloon rolls, adjustable pres- 
sure for every fabric and instant safety release. 


moTOR — 4 H.P., cushioned in rubber and 
mounted directly to transmission for positive 
alignment of the motor and worm shafts. 


LUBRICATED FOR LIFE— Permanently lubri- 
cated, in every part, at the factory. 


HI-BAKE FINISH— Gleaming white enamel 
baked hard and smooth in huge, gas ovens. 


UNDERWRITERS’ LABORATORY APPROVED. 
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Now, every Duchess Washer is guaranteed to the 

original owner against defective material and 
workmanship for the life of the machine. A big, 

new Duchess feature to make your Duchess Washer 

sales easier. A major incentive for customers to buy 

\ Duchess. Definite proof of the manufacturer’s con- 
fidence in his product. . . . Add the other exclusive 

\ features that only Duchess offers — the beauty and 
fisize appeal of these sparkling ’49 models — the 

\ ¥ careful engineering and quality materials in every 
\ tiny detail — the highly competitive prices with bet- 
ter discounts that you keep. . . . That’s why Duchess 
dealers continue to show substantial increases in 
sales — why it’s time for you to date the Duchess. 


APPLIANCE MANUFACTURING CO. 
ALLIANCE, OHIO 


APRIL, 











WASHERS. 
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PEOPLE 
PREFER 
THE 


TOASTMASTER 


TOASTER OVER 








THE NEXT 
LEADING 


BRAND! ~ 
* 
e ““THE NEW YORK TIMES recently asked its WHY THIS TERRIFIC CONSUMER DEMAND for the “Toast- 
d women readers: What electric toaster would master” Toaster? Probably, there are several rea- 
z, you buy if in the market for a new one? Re- sons. We can think of two that are outstanding. 
of i sult: 67.2% named the “Toastmaster” Toaster, FIRST, THE TOASTMASTER TOASTER is a quality product— 
ly as against 13.6% for the next leading brand— not in words, but in practice! When you sell this 
M- a ratio of 5 to 1! pant pe _ stays a pe Ss appreciate 
e good performance. And when they’re pleased, they 
d MAN, WHAT CONSUMER ACCEPTANCE! And in by far the __ tell their friends. 
1e roughest, toughest, most competitive market in the ws i , 
ry | country—New York City. Duplicate, if you will, this pt oe 5 wold em nxt Tease Bess 1 
t- : overwhelming preference in market after market ee ee ay mas rs : “ eeerenge comand- 
s j across the nation. Then you'll see why the “Toast- ee am se — a te Bre Whether “ 
8 master” Toaster is still in short supply despite Se ee ee of sale, Tone 
in greatly increased toaster production. master” leads in both quality and quantity of sales- 
. promotion effort. And, for your long-term benefit, 

NOW WE DON’T SEIZE UPON this survey (or others with we intend to keep it that way. 

similar findings) as our cue to do a little horn- - a 

tooting. Rather, these facts are important to you 50 A8D 1 aoe ie pipe cee . Toaster offers 

because they affect your future as a retailer. a ee ee ws known foe 
P and wide for its quality. It’s backed by the biggest 
FOR HERE IS CONSUMER DEMAND that is both intense and and best promotion, anywhere. 

lasting. High intensity of demand nourishes the life- . : 

blood of your business—turnover. It also results in — S SOMETHING TO THINK ABOUT . . . come inventory- 
0 the lowest cost per sale... hence, the most profit. , 

‘ And lasting demand gives you profit stability—a T G qj qj 

steady flow of dollars that are the backbone of an 

ever-expanding business. Z 
g P 8 Automatic Pop-Up Toaster 
ai 1949, ‘Toastuasren Paopucts Division, McGrew Electric Company, Bugler He 
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R&M is the 


BIG 
SHOW 


in Fans for 49 








“Pedestal” 


Adjustable height, 38 to 62 inches from 
floor to center of fan. Beautiful gun- 
metal finish. Attractive, telescoping, chro- 
mium-plated and gunmetal column. 
Wide, quiet blades. Totally enclosed 
oscillating mechanism. Guaranteed five 
full years. Sixteen-inch, 2 speeds. $58.95, 
retail, 





“Breeve-. All” Floor. Fan 
2 


Durable, mottled-mahogany plastic 
cover. Chromium-plated legs and grille. 
Safe for toddlers and pets. Doubles as 
extra seat or table. Delivers more air per 
dollar than any other fan of similar type. 
Rubber-mounted motor is quiet. Twelve- 
inch, 2 speeds. $47.95, retail. 
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«Htome Cooter”’’ 


It’s portable, sets into open 
window. Appealing to home- 
renters and owners alike. Ultra- 
quiet, no belts, no pulleys. 
Clean ivory finish. Only 614” 
deep. In 24- and 30-inch blades. 
Adjustable stand available for 
24-inch model. Guaranteed 
one full year. Three speeds. 
From $97.50, retail. 





“Quiel”’ 


Wide-blade, high-price design 
at a popular price. Handsome 
bronze-enamel finish. Sturdy 
die-cast body and base. En- 
closed oscillating mechanism. 
Guaranteed one full year. In 
10-, 12-, and 16-inch blades. 
Two speeds on 12- and 16-inch. 
With wall bracket. From 
$19.95, retail. 


Large, ultra-quiet, overlapping 
blades. New gunmetal-enamel 
finish. Distinctive cadmium- 
plated guard. Die-cast body 
and base. Oscillating mecha- 
nism totally enclosed. Guaran- 
teed five full years. In 12- and 
16-inch sizes. Three speeds. 
Wall bracket included. From 
$44.95, retail. 














STEP RIGHT UP SEE THE 
R&M LINE FOR '49/ 





Beautiful new styles, smart new colors, priced for Pec 
high-unit, trade-up sales. Yes, new name mer- 

chandise backed by hard-punching promotion 

with a real pay-off—dealer profits. Imagine! Ten | 

ads in The Saturday Evening Post for a total of 


40,000,000 messages. That’s 4 million messages 
each and every week for ten solid weeks begin- 
ning May 28! 

And that’s not all! Colorful consumer folders, 
window and shelf strips, complete newspaper ad 
mats, fan cuts—all at no cost to you. And all this 
selling support topped off with a co-operative 
advertising program that works! 


So get all the facts... today... now. Write for 
“Fan Promotion Kit.” Robbins & Myers, Inc., Fan 
Sales Div., Springfield 99, Obio. be 


ROBBINS « MYERS, INC. 


SPRINGFIELD 99, OHIO «© BRANTFORD, ONTARIO 
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Just list all of the features you'll find in so-called 
de-luxe ranges and see if this amazing new Preway 
model doesn’t have them too. Here are Tuttle and Kift 
burners, Robertshaw oven controls, fully porcelained, 
large 18-inch oven, roomy broiler, ample compartment 
space for utensils, Underwriters’ approval, etc... . all 
combined in a range of modern design that looks like the 
others, that performs like the others — but it doesn’t cost 
like the others. Yes, Mr. Dealer, the price is drastically, 
substantially less. 

If you know Prentiss Wabers at all, this develop- 
ment won’t surprise you, for here is a big, re- 
sponsible maker of home appliances — 
kerosene, L. P., city main gas ranges and 
oil burning space heaters — that has al- 
ways been identified with alert engineer- 
ing and mass production methods that 
have continually meant lower and 

lower costs. 
Be the first to promote this great new 
Preway electric range in your community, 
and take the sales, profits and public cred- 
it that go to the dealer who can bring 
prices down, People everywhere are wait- 
ing for this. Cash in—write today for full 
information on this power-packed story. 

















PRENTISS WABERS 
EZZ@] SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) a 320) 0) Oey ue Co. 
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De Luxe Triple-Action 
Hoover, Model 61, the 
finest Hoover ever 
Many de luxe 


Cleaning tools, $19.95. 


$94.95. 


Triple-Action Hoover, 


Model 28, with Hoover's 


exclusive cleaning prin- 


ciple—it beats, as it 


sweeps, as it cleans. 
$74.95. Cleaning tools, 
$19.95. 


New Hoover, Jr., Model 
115, newest, lowest-priced, 
lightest Hoover ever built. 
Ideal for small homes... 
handy for all homes. Only 
$59.95. Cleaning tools 


extra. 


Hoover Cylinder Cleaner, 
Model 50. Cleans by pow- 
erful suction. Complete 
withcleaning tools, $79.50 






Cylinder... Triple Action ... Choice of models .. . Wide 
price range . . . Best advertising .. . Most complete line... 
Biggest name, 


Hoover dealers have them all. That’s why they are happier 
with their Hoover franchise. 


Take price. Hoover dealers now offer Hoover, Jr., the 
newest, lowest-priced Hoover. At $59.95 this cleaner means 
more sales because it brings Hoover cleaning within the 
price range of a brand-new group of buyers. 


Take the woman who won't have any cleaner except the 
Triple-Action type. Or the woman who insists on the cyl- 
inder. Hoover dealers have both—and both are Hoovers, 
the name women prefer 2 to 1 over any other make of cleaner. 

Talk about dealer profit. Every sale is made by or through 
a Hoover dealer. And 8 million Hoover Cleaners have been 
made and sold. 

Then there’s Hoover advertising. It’s consistent, yeat 
after year. There’s plenty of it—Hoover is the best-adver- 
tised cleaner in America. It’s effective, continually building 
up Hoover preference with the best prospects in every deal- 
er’s home town. 


Why shouldn't Hoover dealers be happier with their 
Hoover franchise! 


THE HOOVER COMPANY 
North Canton, Ohio « Hamilton, Ontario, Canada « Perivale, England 
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EL =the HONEYWELL TIME-0-SWITCH 
. 
Use it t lab d Il 
* eo e e 
time-interval applications 
°e e ¢ & @ e 
ttic Kans ... store window lighting 
a) 
..... On the farm 
— 
= lit 
7 | | : 
NTT ot 
| i | | ea) 
| | | v 
| | ze 
hid | 
| | Left:—The Honeywell Time-O- 
| Switch. Above:—The L477A 
| Cutout Switch which automatic- 
| ally shuts off fan in case of fire. 
le | 
|} 
a | | 
ef 
The Honeywell Time-O-Switch is the finest in- its electrical rating. It is low priced, silent in oper- 
strument of its kind available. Designed primarily ation, and the ideal instrument for use whenever a 
1e for attic fan operation, the Time-O-Switch permits time-interval switch is involved. It’s a switch that’s 
1S operation of the fan for any given period from one- used everywhere for turning off store window and 
, half hour to eleven hours. A simple turn of the wrist display lights and signs—on the farm, for such jobs 
ae | | mr ie om porte tose ter —— to shut it as barn ventilators and lights. Also, the Time-O- 
For additional safety and protection in case of fire, pons ence phe —— Nemeth errs ager wd 
1e the Honeywell Cutout switch automatically shuts ; P P Sepp" Ske ay 
d .o . . it has manually been turned off. This is desirable in 
|. | own the fan or blower. This is a highly desirable h f alienate imal thie Sieeel 
protective feature. When used on gas-fired unit heat- eS es a See a 
S, ers, this Cutout switch not only cuts off the heat ations which require heat-up periods. P : 
. supply on excessive temperature rise, but may save Stock and sell the Time-O-Switch. You'll find it 
_ | | a stalled motor from serious damage. has the necessary widespread appeal to boost your 
rh | | The Time-O-Switch is completely self-contained profits... Minneapolis-Honeywell, Minneapolis 8, 
. | and requires no other operating mechanism within Minnesota. In Canada: Leaside, Toronto 17, Canada. 
. | ° 
| | 
| 
| | 
ar bit yd 
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A MESSAGE TO AMERICAN 


3? 


“Give us the tools... 


INDUSTRY *© 73rd OF A 


SERIES 


Now is the time to 


FIGHT SOCIALISM 
in Washington 


De we want to follow Britain down the economic 
skids? 


We Americans face that question today. For we 
are being advised by Administration economists 
in Washington to take the course which destroyed 
Britain industrially. It is the temporarily easy 
course of cutting down expenditures for tools in 
order to have more things to consume right away. 


The President's Council of Economic Advisers 
tells us we are spending too large a part of our 
national income on new tools and equipment. A 
larger share, they say, should go for goods and 
services used directly by consumers. 

Before we take that advice, let us look at Bri- 
tain. When the British once allowed their indus- 
trial plants and equipment to run down — they 
started down a dreary road to industrial stagna- 
tion and decay. 

British industry once ruled the world. Low pro- 
duction costs enabled it to undersell all competi- 
tors. Efficiency gave British workers the highest 
living standards anywhere. 

Now all that Britain has between it and eco- 
nomic disaster is pluck and American aid through 
the Marshall Plan. 


The British people are living poorly — still on 
rations and in austerity. With practically everyone 
working, and working longer hours than we do in 
the United States, they cannot produce enough to 
pay for the raw materials and food they must 
import. 

How did Britain get in this fix? 

The story is complicated. British sacrifices in 
two wars play a tragic part in it. But another fact 
also stands out: 

Britain began to go downhill even before World 
War I — when British industries allowed their 
plants and equipment to grow obsolete. 

Once that process started, it grew steadily 
worse. By 1929 the share of Britain’s national 
income being plowed back into capital invest- 
ment had shrunk to less than two-thirds of what 
it had been twenty years earlier. We were putting 
twice as big a share of our national income into 
capital goods at this same time. 


Skimping on capital equipment — on new plants 
and new tools—put the skids under industrial 
Britain. 


World War II only speeded up a process already 
well under way. 
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British industry today shows the results of its 
failure to keep up to date. Here are three examples 
found by Dr. Laci Rostas, Britain’s leading au- 
thority on measuring workers’ productivity: 

An American produces four times as much pig 
iron as his British counterpart. 

He produces more than four times as many 
tires. 

In all industry, on the average, an American 
produces almost three times as much. 

The real reason is the American’s better tools. 
The British are struggling with equipment that is, 
on the average, forty years old. 

Britain once had a big head start in industrial 
equipment. But she let it slip away. And as it went, 
Britain’s industrial and political leadership slipped 
with it. 

How could British leaders have slept while all 
this happened? 

This, too, is a complicated story. But parts of 
it stand out clearly: 

1. British business men put in more time per- 
fecting cartels to avoid competition than they 
did in improving their plants and equipment to 
meet it. 

2. British labor leaders concentrated on sharing 
the work and sharing the wealth—rather than do- 
ing the job necessary to have enough wealth to 
make the sharing worthwhile. 

3. British governments taxed away the means 
to buy new equipment. By steadily increasing per- 
sonal taxes, they undercut the ability of individuals 
to invest in new equipment. Finally, they took 
away the incentive to get new equipment by pro- 
gressively taxing away any returns on it. 

4,: Farseeing socialists smiled all the while, 
knowing that as private industry more and more 
lacked the tools to do a progressive job, they would 
have their chance to run the country. 

Now, with Britain’s fate in their hands, the so- 
cialists are trying desperately to stem the nation’s 
economic decline by rebuilding its industrial plants 
and equipment. 





A complete report on our national survey, “Business’ Needs 
for New Plants and Equipment,” may be obtained by writ- 
ing McGraw-Hill Publishing Co., 330 West 42nd St., New 
York 18, N. Y. This is the fifth editorial of a special series 
on industry’s needs for new plants and equipment. 








They are making a little headway, but not 
enough. There are several reasons. One is that 
Britain must export most of the new equipment 
she can make. Another major reason—increasingly 
important for her future—is that money needed to 
renovate Britain’s run-down industry is taxed 
away to support welfare programs. The (London) 
Economist grimly puts it this way: . 

“The importance of the function of saving has 
only been discovered now that the means of saving 
have largely been destroyed.” 

Our own Federal and State governments, too, 
have dangerously whittled away incentives. They 
have more than tripled tax rates on personal and 
corporation incomes in the last twenty years. Now, 
the President proposes to do more whittling. 


If the United States is not to go Britain’s way, 
we must preserve our incentives to save and to 
invest in industry. 


If the United States is to progress, we must con- 
tinue to build up our industries. 


The President’s Economic Advisers say we can 
slow down. But the McGraw-Hill survey of “Busi- 
ness’ Needs for New Plants and Equipment,” re- 
ported in the previous editorial in this series, pro- 
duced facts to the contrary. It showed that indus- 
try now plans—if it can get the money—to spend 
$55 billion in the next five years for new plants 
and new tools. Moreover, it showed industry’s 
needs for new facilities are large. 

By cutting down the incentives to save, by giving 
soothing advice that we do not need to save so 
much, Washington is pushing us toward Britain’s 
way—the route via industrial stagnation to social- 
ization. 

Before we skid too far, we should pull up short 
and ask ourselves: Do we want to go Britain’s so- 
cialistic way? 

There still is time to say, “No.” 





President, McGraw-Hill Publishing Company, Inc. 

















\ 





ee 

















ELECTRICAL MERCHANDISING—APRIL, 1949 


PAGE 51 

















PACKARD 


ee 


S= SUNLIGHT 
MOTORS 


Packard Sunlight Motors are now produced in 
greater quantity to satisfy the growing demand 
for top quality power units in the appliance field. 
Increased production facilities in our new plant 
enable us to ofter additional customers the oppor- 
tunity to build trade acceptance and consumer 
good will with the efficiency and dependability of 
Packard Sunlight Fractional Horsepower Motors. 
Now you, too, can increase the quality and pres- 
tige of your products by using this great name in 
appliance motors to power them. 


Stk 


Packard Electric Division, General Motors Corporation, Warren, Ohio 


DEPENDABLE APPLIANCE MOTORS FOR THIRTY-TWO YEARS 
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GIVES YOUR CUSTOMERS 
LOTS OF HOT WATER — auto- 
matically — for dishes, laundry, 
showers and every other use. Saves 
money by operating economically, 
too. Feature the upright model to 
conserve floor space, or the table 
top model which provides an extra 
work area. 





1S RECOMMENDED BY LEAD- 
ING ARCHITECTS AND 
BUILDERS — and many homes 


throughout the country are now 
being served efficiently and de- 
pendably by DWW Automatic Elec- 
tric Water Heaters. 


WW 


IS SCIENTIFICALLY CON- 
STRUCTED ~— with extra-thick 
Fiberglas insulation to prevent heat 
loss, cathodic protection by mag- 
nesium rod extending tank life up 
to 70 times (optional), beautiful 
enamel jackets for clean, gleaming 
appearance, exclusive baffle to pre- 
vent mixing of hot and cold water 
and built-in junction box. 

















ae are invited to inquire 
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about DWW "fri dly f 4.2, 





available in certain territories. 
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EXTRA Selling Features: Underwriters’ approved heavy wiring for 
safety. Inlet and drain located to offer greatest convenience in 
plumbing installation. Easily removable port hole cover. Chroma- 


= lox immersion heating unit. 






















1S GUARANTEED with a liberal 


10-year policy covering both cop- 
per and extra-heavy copper-bear- 
ing galvanized steel tanks when 
ordered with cathodic protection. 





























Nationally Advertised 
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ALL-STAR 
FEATURES 
THAT CLOSE 
SALES... 














KING-SIZE 16” x 16” x 20”— preheats 
in 6 minutes, bakes and roasts every- 
thing to perfection. AUXILIARY 
OVEN —9 x 16” x 20” with movable 
unit for baking, broiling or roasting. 


Sine OS 


Telechron Automatic Control with 4- 
Way Selector Switch Control temper- 
ature and timing for either King-Size 
or Auxiliary oven, Well-E-Vator and 


Appliance Outlet. 
» | 
" 
SS 


2 giant units plus 2 regular units for 
fast, economical Flavor-Saver Cook- 
ing. Positive control from slow sim- 
mer to quick high heat. 

\S7 


- 


» ‘ 
a at VJ 


Mounted on control panei flashes a 
warning signal to save current if units 
are accidentally left on. 


Forces steam and gases to pass through 
surface unit where they may be 
instantly consumed. Helps eliminate 
cooking odors and smoke stains. 





Duplicates char- 
coal broiling. Smokeless broiler pan 
instantly adjustable for low or high 
speed broiling. 


6% quart capacity with 

Flavor-saving tight-fitting lid. Extra 
big 2100 Watt Unit for browning or 
braising meats, deep fat frying and a 
host of other kitchen duties. 


9 HB-43—The 
Budget 


a sound value— 
low priced to ad- 
vertise asa 
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IN FEATURES 
PROSPECTS 

CAN SEE AND 
UNDERSTAND 


Features mean sales—when they’re the kind that 
prospects instantly recognize as advantages. Cool- 
erator’s new Imperial is packed with advantages 
that save time, effort and money—and get action 
on the dealer’s floor. It offers double ovens for 
simultaneous broiling, baking and roasting—the 
magic Well-E-Vator which increases surface cook- 
ing capacity by nearly 50% and offers unequalled 
flexibility automatic control of either oven, the 
Well-E-Vator—and the Handy Appliance Outlet. 
Then there’s the waist-high broiler—the concealed 
oven vent for new odorless, smokeless electric 
cookery and many other new features. Each of 
these Coolerator advantages and a score of others 
make for hard-hitting demonstrations with a 
higher ratio of profitable top-of-the line sales. See 
the complete line of Flavor-Saver Electric Ranges 
at your Coolerator Distributor’s today. 


THE COOLERATOR COMPANY 
DULUTH 1, MINNESOTA 


\ 





\ 





9 HB-42— Minute 
Sentry andattrac- 


bly makes this other features. 


rangea big seller. 


anumber of extra 
convenience fea- 
tures over the 





Oven, Warmer 
tive Light assem- Drawer and many 





ALSO OFFERS A COMPLETE LINE OF FREEZER- 
LOCKER REFRIGERATORS AND THE FAMOUS 








9 HD-81—A top- 
incorporating 
every feature for 
convenience— 


economy and 
lifetime beauty. 
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“FAMILY-SIZE" FREEZER 


From the low-priced leader up 
to the double oven fully auto- 
matic Imperial each of these 
five Coolerator ranges has a 
sound reason for being on your 
salesroom floor. Each is fea- 
tured and priced to appeal to 
a particular market with the 
proper ratio between features 
and price to assure a smooth, 
easy step-up for more top 
model sales. 


Copyright 1949, The Coolerator Co. 
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it’s an extra 2100 Watt surfece 
unit with 7 lightning fast speeds. 


—it's a thrifty deepwell cooker with a giant unit for browning 
or braising meat, deep-fat frying and a host of other cooking jobs. 
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A SALESMAN-PREPARED MEAL is served to a group of guests as proof that cooking is a cinch with an all-electric kitchen. It takes 45 minutes from freezer to fork. 


HIS is the way to sell electric 

kitchens,” said George E. Har- 

rison, manager of the appliance 
department of the uptown Aaron 
Schultz furniture store in Long Beach, 
Calif. “Put on a real demonstration— 
actual meals cooked right in front of 
the ladies. And cooked by a salesman, 
amere man. The selling power of this 
kind of demonstration is terrific.” 

The store not only has two complete 
model kitchens but, as Harrison puts 
It, “Everything works. You can’t 
demonstrate an electric range if it is 
cold. And you can’t demonstrate a 
relrigerator or a freezing unit if it is 
hot. Every up-to-date appliance dealer 
has a model kitchen, of course. But 
# you'll never hear one of our salesmen 
say, ‘This one isn’t connected. Now, 
if you'll step over here, we have one 
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Salesmen for the Aaron Schultz store in Long 
Beach, Calif., don’t claim to be cooks, but 
they sell all-electric kitchens by preparing 
whole meals, from the freezer to the fork, for 
groups of invited prospects in model kitchens 
where everything works 


By W. R. HARRISON 


all hooked up for demonstration.’ ” 
No Aaron Schultz prospect is given 
a chance to cool off. 
Hot and cold water runs in the sink, 


1949 


the range cooks and bakes, the perco- 
lator perks, the garbage disposal unit 
disposes, and the dishwasher washes. 
Every unit in each of the store’s model 


Anll 


kitchens is connected, and springs into 
operation at the touch of a button or 
the flip of a switch. 

Presiding over each mass demon- 
stration is a salesman. Wearing a 
white coat and a chef’s hat—which al- 
ways bring a smile from the women— 
he actually cooks a meal right from 
the refrigerator or freezer to the range. 
He whips up some cream for the salad 
on the mixer, toast for the grilled 
lamb chops pops from the electric 
toaster, the percolator bubbles with 
coffee—all right in the model kitchen 
which is complete even to scrim cur- 
tains on the window and a simulated 
garden scene on a painted back drop 
behind the glass. 

The guests at the demonstration are 
entertained by the novel idea of a man 


(Continued on next page) 
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OUT OF THIS range came the delicious lamb chops which these women have just finished eating. 
If a mere salesman, who admits that he’s no cook, can do it, they say, the range must be a 
marvel of efficiency. The Schultz psychology has proved accurate. 


doing kitchen work. They listen with 
interest to his initial sales talk and 
smile indulgently at his “chatter” as 
he prepares the meal, scarcely realizing 
that they are absorbing one of the most 
potent of sales talks. The “informal” 
demonstration is carefully pre-planned 
to bring out—in action—all of the 
selling points of each piece of equip- 
ment in the kitchen. 

In planning the “everything works” 
model kitchens and the mass demon- 
stration method now in use, Aaron 
Schultz realized that such comprehen- 
sive set-ups would be a bit expensive 
if the store were to depend solely upon 
casual drop-ins for demonstrations, 
particularly so since the new store is 
located at 4321 Atlantic Ave., in Bixby 
Knolls, almost at the city. limits of 
Long Beach where there is very little 
foot traffic. Demonstrations could be 
made to groups of women just as easily 
as to one person, and at a much lower 
cost per individual. 

Each of the department’s two sales- 
men, William DuCoing and P. Stevens, 
endeavors to arrange for at least one 
group demonstration each week. These, 
plus a group sponsored by Harrison 
himself, result in from two to three 
such demonstrations weekly. Sizes of 
the groups range from a dozen to fifty 
women. 

Originally, the groups were solicited 
from various women’s clubs in the city, 
from churches, auxiliaries, and from 
home economics classes in high schools 
and colleges. Since the plan has been 
put in operation, the store seldom finds 
it necessary to solicit demonstration 
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They Sell Kitchens by Throwing PROSPECT PARTIES (continues) 


groups. The women who attended the 
first half dozen or so mass demonstra- 
tions have spread the word around so 
that other interested women now 
’phone the store to ask if they “can get 
in” at an early demonstration. 


Put on Real Show 


Instead of the usual methodical, 
efficient and sometimes dull demonstra- 
tions of a home economist with a talk 
about vitamins, meal planning, food 
conservation, and the like, the store 
puts on a real show. 

“Well, girls,” announces the sales- 
man in charge of the demonstration, 
“you’re going to see what happens 
when a mere man is turned loose in 
an electric super-kitchen. I’m not go- 
ing to lecture you on calories or vita- 
mins: you probably know more about 
them than I do. I just want to show 
you how to use your new electric 
super-kitchen. 

“When yours is installed, you'll find 
that menu planning and food prepara- 
tion and cooking is as easy as one, 
two, three. Even your own husband 
will probably want to cook a meal now 
and then just for the fun of it.” 

The salesman explains that the 
“menu for this evening’s luncheon was 
planned by our home economist, who 
will be happy to help you with your 
own meal planning. She may shudder 
at the way I cook, but she knows that 
even a man can’t ruin a meal in an 
electric super-kitchen.” 

Reading the items from the menu, 
he then starts selecting food from the 
freezer and refrigerator. At the demon- 


WHEN THE MEAL IS FINISHED, curious homemakers have to be 
satisfied on all the points of kitchen operation, from freezer to 


range to dishwasher—which is just another opportunity for the 


stration photographed, the following 
luncheon was served: 

Fruit salad on crisp lettuce 

Split pea soup 

Grilled lamb chops 

Peas and carrots 

Baked potatoes 

Pie 

Coffee 

The potatoes, of course, had been 

pre-baked and kept in the freezer. The 
foods used in the demonstrations cost 
the store nothing at all. Arrangements 
were made with a frozen food locker 
company to furnish the food free in 
exchange for a mention of the com- 
pany’s name during each demonstra- 
tion. The same is true of the pies: a 
local pie manufacturer cooperates. As 
a result, the actual cost to the store, 
according to Harrison, averages about 
$3 per demonstration. 


Running Sales Story 


While the salesman selects food from 
the freezer and refrigerator he explains 
the merits of each in terms of con- 
venience and food economy. He is 
careful to explain that the home freezer 
does not supplant the public food locker 
but supplements it. The method of 
talking while he works puts over the 
actual sales talk smoothly and pain- 
lessly. 

As he prepares each item for cook- 
ing, using the mixer or other appli- 
ances, he interpolates his sales talk. 
After a bit, he has the mixer going 
full blast, the pereolator perking, the 
oven baking biscuits, lamb chops siz- 
zling on the broiler, and everything 
else going that he can get going. 
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He is busier than three housewives 
over a church dinner. And the women 
love it. 

In the forty-five-minute demonstra 
tion, a goodly proportion of which is 
devoted to explanatory selling, he obvi- 
ously cannot prepare a full course din- 
ner. But the light luncheon is adequate 
for the demonstration since it is dé 
signed to make maximum use of each 
electrical unit. 

Each salesman does the cooking for 
the group he originated or which has 
been assigned to him, assisted by the 
other salesman and by Harrison. Whe 
the luncheon is ready, the salesmen 
take dishes from the kitchen cupboards, 
silverware from the drawers, and ar- 
range everything on tables in the de 
partment. The “centerpiece” at each 
table is a utility appliance such as elec 
tric clock, iron, waffle maker or other 
small appliance. All serving is dont 
by the salesmen, who make a poitt 
of commenting on the quality of the 
food, how quickly it has been prepared, 
and so on. 

When the luncheon has been eatet, 
the salesman informs his guests thi 
there will be a drawing for a priz 
Cards are distributed to each womat 
present and she is asked for her name, 
street address, and telephone numbet. 
The winner of the drawing is give 
her choice of any appliance shown 0 
the luncheon tables. 


Dishwasher Demo 


Following the prize drawing, th 
ladies are invited to witness how ¢45J 
it is to clean up the kitchen. 
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“No more dishwater hands,” an- 
nounces the salesman as he puts plates, 
saucers, cups, mixer bowl, and the 
silverware into the dishwasher. “No 
more drying dishes. And if your hus- 
band is the dish dryer in your family, 
let him read his evening paper. That 
will eliminate broken dishes all over 
your kitchen floor.” As he works, he 
scrapes the scraps from the plates into 
the garbage disposal unit. “When you 
have this unit, your kitchen will be 
forever free of flies and ants. (The 
reference to ants is the Argentine ant 
which is a pest in California kitchens). 
Watch!” He starts the unit, which 
greedily gobbles the scraps. 

Finally, the salesman takes a few 
tags and mops up the drainboards just 
as every housewife does after meals. 
The rags are then placed in the clothes 
washer which promptly goes into ac- 
tion. The washer is equipped with glass 
front so that the women can see what 
goes on inside. 

The demonstration is concluded with 
definite figures on costs, terms, meth- 
ods of payment, and so on. A card 
bearing this information is given to 
tach woman participating in the dem- 
onstration, and Harrison offers to have 
the equipment manufacturer design a 
kitchen specifically for her. 





No actual pressure is exerted at the 
demonstration, but it has been the ex- 
perience of the store that many women 
make an appointment for the salesman 
to call at their homes and work out a 
building or remodeling plan. However, 
the cards signed by the guests at the 
Prize drawing are used for follow up. 
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salesmen to tell their product and sales stories. They talk all during 
the preparation of the meal and during the short clean-up period 
following, answering questions and more questions. 














Several days after the demonstration, 
educational literature is sent by mail, 
followed by a ’phone call by the sales- 
man within two weeks. 

“The follow through must not be too 
quick as it gives the impression that 
the store is too anxious. But too long 
a time must not be permitted to elapse 
else the prospect may cool off. The 
real selling is done in the prospect’s 
own home. But instead of having to 


explain the advantages of the all-elec- 
tric kitchen, the salesman can concen- 
trate on prices, terms, deliveries, and 
so on—the demonstration does all the 
advance work and puts the woman in 
the market for the appliances.” 

When the drainboards have been 
mopped, the demonstration is over. 
But experience has shown that the 
women are not ready to go home, In- 
stead, they move about through the 





THE ONLY appliances which are not actually hooked up and running in the 
Aaron Schultz store are these on the open display floor. All of the appliances 
under the low ceiling at left are working. 
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HAVING EATEN foods from the freezer, the guests know they are good and their interest in 
home freezing takes a sudden upward jump. They also know that if it saves the salesman’s food 
preparation time it can also save theirs. 


appliance department and carefully ex- 
amine each piece of equipment, ask 
questions, and discuss with each other 
what they have seen, heard and eaten. 

The demonstrations start at 7.30 in 
the evening and the luncheon is ready 
to be served at 8.15—forty five minutes 
from freezer to fork. But the interest 
is so great that the women rarely leave 
the store before 9.30. 

“Selling complete kitchens,” says 
George E. Harrison, “is just as easy, 
and far more profitable—both to us 
and to the housewife—than just selling 
individual units. At one demonstration, 
I asked for a showing of hands. of 
those ladies who had a freezer. Not 
a single hand showed. When those 
ladies are visited by the salesman he 
will know in advance that each is a 
prospect for a freezer: when he sees 
the woman’s kitchen he will try to sell 
at least a freezer, plus whatever other 
units may be necessary to electrify it 
completely.” 


Salesman Credit 


Where the group is not more than 
ten or twelve women, the salesman 
who arranged the demonstration puts 
on the show and handles the follow- 
through, and receives full credit for all 
sales. In the case of larger groups, an 
equitable division of the prospect cards 
has been arranged between the sales- 
men themselves. 

In the Aaron Schultz complete 
kitchen set-ups not only does “every- 
thing work” but the set-ups are ar- 
ranged like real kitchens. The cup- 

(Continued on page 86) 
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SALESMAN McGOWAN built his business from nothing into three meals a day by 


in all kinds of weathe 





diligent outside selling— 


r. He makes as many as 40 calls in a day, finds that it takes an average of three calls on one 


Prospect to close a water heater sale, which would mean about 300 calls to make his 1948 total of 100 water heater 


sales. Sales of othe 


r appliances usually result from his water heater campaigning. 


DEALER McGOWAN makes 


few sales off the floor of his attractive 


HUT UN 


By 
ROBERT W. ARMSTRONG 


URING the year 1948 Marvin 
D McGowan, operating from the 

little town of Bloomfield, Conn, 
sold 100 electric water heaters—not of 
the floor of his Park Ave. store, but 
by the diligent and gruelling process of 
ringing hundreds of doorbells. 

He also sold about 15 electric ranges, 
35 refrigerators, 25 washers and ur 
counted cleaners and small appliances, 
but most of these sales were just by- 
products of the main effort—electric 
storage water heaters. 

Since he first opened his store it 
March of 1947, McGowan’s sales have 
been built around water heaters, not, 
originally, by choice, but because he 
couldn’t get much other merchandise 
to sell. A young man who had spent 
14 years of his life learning to be? 
toolmaker, McGowan went into the 
appliance business after the war bt 
cause he had decided that he didn’ 
want to spend the rest of his life work 
ing for someone else and he did watt 
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store, but many people see it and when he makes his outside calls ‘’They know 


I'm not operating out of a hole.” 


WATEH HEATEH 


Marvin McGowan had to be hot on water heaters if he 


wanted to eat, because when he opened his Bloomfield, 


Conn., store in early 1947 he could get little else to sell 


and was further handicapped by a lack of experience and 
cash. But in 1948 alone he sold 100 door-to-door—and 


now is eating regularly 


to work with mechanical objects. With 
more optimism than logic he named his 
firm McGowan & Sons. The sons in 
the title are at this writing five and 
three years old, respectively. But by 
the time they are old enough to have 
to earn a living, McGowan plans to 
have a business that can absorb and 
Support them. 


A Thin Shoestring 


He opened his business on less than 
the proverbial shoestring. He was able 
to rent good space in a fairly new 
building, but he wasn’t able to find 
anything to put in it. Appliance pro- 
duction at that date was still making 
little impression on the tremendous 
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war-built backlog of demand. Finally, 
with his shoestring wearing thinner, 
McGowan, in desperation, appealed to 
the Hartford Electric Light Co. for 
help. What, he wanted to know, could 
he sell? 

The answer was water heaters. Pro- 
duction was good and established deal- 
ers were too busy taking orders on 
other appliances in higher demand to 
push it. 

Says Tom Mazzuchi, manager of 
dealer development for the utility, 
“Mac didn’t know that electric water 
heaters were supposed to be hard to 
sell. So he went out and sold them.” 

When he got his first water heaters, 

(Continued on page 168) 
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MECHANIC McGOWAN puts his 14 years of experience as a tool- 


maker to good use in making his own display equipment, in this case a turn- 
table which will be used to show off a new line of oil burners. 





DELIVERYMAN McGOWAN won't let anybody else touch deliveries. 


With the dolly-cradle he made himself he can take a big water heater from 
his own stock room, load it on the truck and slide it into the customer's cellar 
with no one to help him. 
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TOURISTS ACCOUNT FOR MUCH of the brisk trade in small appliances enjoyed by the St. Petersburg firm. 
show room are carefully worked out to appeal to a variety of customers. 


Traffic and Comparative Selling 





The first problem is to get the customer into the store, 
says Dick Wanner of St. Petersburg, Fla. From there 


on, it’s a question of knowing your product and being 


able to meet competition 


By A. B. WINDHAM 


“NOR the past several months, radio 
listeners down in St. Petersburg, 
Fla., have been hearing some un- 
usual stuff. Several times a day, the 
drawling voice of Glen Dill, WTSP 
disc jockey, comes on with a commer- 
cial which causes the uninitiated to do 
a quick double-take and to cock their 
ears to make sure they’ve heard right. 
These commercials usually run some- 
thing like this: 

“Have you been to the Awful House- 
keeping Shop? They have toasters 
that won’t toast; irons that won’t iron, 
and refrigerators that won’t refrig- 
erate. Just go in and look around. Dick 
Wanner will insult you if you can find 
him.” 

The listeners get a laugh, of course— 
and Dick Wanner reaps the profits of 
his unusual publicity stunt. Mr. Wan- 
ner, who owns and operates the Good 
Housekeeping Shop at 665 Central 
Avenue in downtown St. Petersburg, 
is a shrewd business man who has 
learned to fit the tone of his merchan- 
dising to the whims of his customers. 

Such announcements—a la Henry 
Morgan—over the radio are typical of 
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Mr. Wanner’s insight into the buying 
reflexes of St. Petersburg residents, 
because the West Coast Florida city is 
an easy-going and fun-loving place. 
Its residents are even more leisure 
minded than the usual resort city, be- 
cause it attracts hundreds of elderly 
and retired persons who flock to soak 
up its year-round sunshine. 


Comparative Selling Important 


“With such a leisurely way of life, 
you can see that comparative selling is 
one of the most important aspects of 
our business,” Mr. Wanner explains. 
“People in our trade area take time to 
shop around. They like to compare 
prices, demonstrations and all around 
service. They can’t be pressured into 
buying an appliance and they can’t be 
hurried into it. We learned long ago 
that we had to do two things—first, get 
them into the store and second, sell 
them on the product by straight com- 
parison,” 

That first step explains Mr. Wan- 
ner’s use of unusual advertising. When 
the radio gives out with a derogatory 

(Continued on page 100) 


Displays in the small but compact 




















WITH A DRAWL AND A LEER, Glen Dill, WTSP disc jockey, surveys 9 AT 
Good Housekeeping. advertisement which he will deliberately burlesque !" are 
his commercials. The stunt has won much attention for the store. for 

LEC 
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A THOROUGH KNOWLEDGE of the product and ability to meet competition YOUNG COUPLES INTERESTED in washing machines are invited to bring 
are the factors listed by Dick Wanner, here demonstrating a new range, clothes in for a practical demonstration. Smiling service is rendered by 
for successful comparative selling. Mrs. Tomlinson, who doubles as the firm’s secretary. 
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DECLARES GLENN E. WELD, ice cream manufacturer; “Sell 4% gal. quantities 


and you save money for the customer.’ 











THE IDEA of buying a whole lamb startles housewives—but once they do it and 
pocket the savings the plan seems pretty good. 


Duluth merchants support economy sales point by mak- 


ing special efforts to obtain foods in bulk—and at a 


saving—for their customers 


OT so long ago, a distributor’s 
salesman said to a crowd, “You 
should own a home freezer— 

you can save money with it.” 
“F’rinstance?” asked a housewife. 
What followed proved that it is not 
bright to tell housekeepers that they 
can trundle to the grocery store and 
bring home nice packages of frozen 
peas. There is no money saving here 
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in loading up one’s home freezer. Nor 
with many other items to be found on 
the city markets. What is needed today 
are sources of frozen food in quantity 
packages at prices which enable home 
freezer owners to make substantial 
savings. There should be one near 
every dealer selling home freezers. 
Just as the automobile makers had to 
root for better roads, so has the home 








RED JOHNSON of Duluth displays a 30 Ib. can of frozen cherries which are a 


bargain at 23¢ a pound. 





GET FROZEN WHITEFISH in season and you have a delicacy that the family can 
enjoy throughout the year, and very cheaply, too. 


freezer industry got to hustle the frozen 
food packers into providing economy 
packages for the home freezer. 

Agreeable to this thought is Glenn 
E. Weld, sales and advertising man- 
ager of Bridgman & Russell, a large 
Duluth manufacturer of ice cream. He 
points out that the economics of manu- 
facture will not permit any considerable 
saving on ice cream when it is pur- 
chased by the gallon. 

“It is when you get to the 2} gallon 
size that there is a money saving pos- 
sible for the customer,” he said. “In 
some cities where ice cream sells for 
60¢ a quart, 24 gallons in quarts would 
cost $6. It is possible to sell a single 
paper container containing this amount 
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for around $4.50 and everybody wil 
make money.” 

With a mixer in the home a very 
good malted milk can be turned out at 
a cost of around 14¢. A malted mik 
contains about one scoop of ice creall, 
six ounces of milk, chocolate syrup and 
one tablespoon of malted milk. 

An educational job needs to be dont, 
and Mr. Weld thinks that it will b 
fairly easy to get manufacturers at 
frozen food products to cooperate with 
home freezer dealers. 

Down on Lake St., John (Red) 
Johnson has a locker plant that is be 
ginning to promulgate this idea to the 
good people of Duluth. The Johnsons 

(Continued on page 180) 
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included this radio-phonograph, a 


cut-price sales are nothing new 
under the merchandising sun. 
Sometimes they work and sometimes 
they half work and sometimes the radio 
inventory just collects another layer of 
dust. 
When the Home Appliance Division 
of Steiger’s department store in 
Springfield, Mass., wanted to sell some 
radios recently, they sold ’em—with a 
promotion that not only got rid of the 
stock, but also made a profit and set the 
store’s identity in concrete in consum- 
ers’ minds. 
A special merchandising event, called 
the “161 Sale” for the 161 Bridge St. 
address of the outlet, moved an appreci- 


.X a means of moving radio stocks, 


sable number of radio-phonographs, 


records and other items. 

_ Steiger’s Home Appliance Division 
is still comparatively young in Spring- 
field merchandising. The store is well 
planned, well-lighted and attractive— 
but it is located on a side street, a fact 
Which has kept manager Theodore 
Bedell awake nights (EM, Sept. ’47, 
PM8—Suggestive Selling Builds Side 
Street Traffic), 


Pick a Number 


“We had a good stock of AM radio- 
Phonographs which we wanted to 
Move, as so many of us do these days,” 


ONE COMBINATION offered by Steiger’s in its “161 Sale’’ 
table model FM 
radio, and $25 worth of records—all for $161, a figure 
chosen because it is the same as Steiger’s street address, 161 
Bridge St. Ted Bedell, store manager (above), dreamed it up. 


TRICK PROMOTION... 
..»>Moves SURPLUS RADIOS 





A CUSTOMER who has made her selection of a radio-phono- 
graph combination and FM table set chooses her $25 worth 
of records with manager Bedell’s help. The promotion not 
only sold slow-moving radios, but also emptied shelves of 
reluctant records and made a profit for the store. 


Problem: You are a fairly new dealer in town, not 


too well known and located on a side street. You 


have a surplus stock of radios that you want to 


move. 


How do you do it? Steiger’s Home Appli- 


ance Division, Springfield, Mass., has an answer 


explains Bedell. “And at the same 
time, we’re conscious of the fact that 
we are not too well known in Spring- 
field as yet. 

“So we worked it out this way: we 
took the store street number, 161 
(Bridge St.) and connected it with a 
sales price. We took a sizable mark- 
down on sets selling ordinarily for 
$169 to $179, say, and proposed to in- 
clude these sets in a ‘bargain offer,’ of 
$161, along with a table model set and 
$25 worth of records.” 

The interest in the sale was height- 
ened by offering an FM table set, in- 
stead of an AM, thus giving the for- 
tunate customer a large, living room 
set with good, standard reception, a 
smaller set with the newer, desirable 
FM, and the records. 

In the record department, a pre- 
selected list was made up, to include 
many records which it also was de- 
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sirable to move. Thus another bird 
was killed with this selling stone. The 
customer was not forced to select from 
this list of ‘“dodos’, but the list was 
strongly recommended and, since all the 
records were fairly modern and new, 
buyers had a good incentive. 


Attract New Customers 


“We sought to liquidate a bad in- 
ventory, and make a profit out of it, 
too,” says Bedell. “It worked out fine. 
And don’t forget the education of the 
public to our location and our very 
adequate home appliance division. As 
it turned out, some 50 percent of the 
items sold during this ‘161 Sale’ were 
sold to new customers !” 

The sale was staged as follows: 

A full-page length advertisement was 
taken in a local daily, announcing the 
unusual offer. Copy ran: 

(Continued at bottom of page 172) 








AT 
161 BRIDGE STREET 


Cheice of 3 Name-Rrand Radio-Phonographs 





STEW ART-® ABNER * WARTON * BENDIX 
j 





* FAMOUS CONSOLE RADIO-PHONOGRAPH 


* PLUS A FAMOUS BRAND F-M TABLE RADIO 
® PLUS $25 WORTH OF RECORDS OR ALBUMS 


AM > for s16] 


ped eam 


germ of backed by Steiger's 


& UMITED QUANTITIES © NO HOLDS OF C.0.Ds 
} 


& CONVENIENT PATMENT PLAN ARRANGEO 





ROURE S48 fe Hae Danae 


| OPEN THURSDAYS ‘TIL 9 P.M 
Prmressiors | 
|STEIGER'S, 7) | 

J bom r es 
| | 





RUN SEVERAL TIMES, this advertisement 
brought throngs of value-conscious New 
Englanders to Steiger’s. 
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Building Reports 
Help Locate 


KITCHEN 
PROSPECTS 


ELLING electric kitchens by the 
S most direct method—knocking on 

the door—keeps Sherman At- 
wood and his associates busy all the 
year around. 

Mr. Atwood is president of the Ap- 
pliance & Music Center at 444 Las Olas 
Blvd., in Fort Lauderdale, Fla., a pro- 
gressive firm which is getting its share 
of business from the 12-million dollar 
a year building program under way in 
the famed South Florida city. Approx- 
imately 65 percent of the firm’s sales is 
in American Central steel kitchens, a 
specialty which the company has pur- 
sued since its establishment in July 
1947. Other major lines include Ad- 
miral, Thor and Easy washers, Mert- 
land heaters and Vornadofans. 

“The basis of our salesmanship is 
the business report,” says Mr. Atwood 
in explaining his success in kitchen 
sales. “A report such as the Dodge 
report, which lists new construction 
permits, awards, purchases and plans, 
provides all the information we need 
to set the machinery in motion for 
selling kitchens. Beginning with the 
business report and winding up with 
the complete kitchen installation, we 
pursue a definite system which has 
proved very successful in getting new 
customers.” 


Capital Limited At First 


The first step in Mr. Atwood’s sell- 
ing system is the careful perusal and 
expert utilization of the building re- 
port. There was a time, he says, when 
he and his partner, both former radio 
engineers at NBC, could not afford to 
subscribe to the Dodge report; the 
limitations of their capital in establish- 
ing the new firm simply wouldn’t allow 
it. But they had an idea even then that 
new construction meant plenty of new 
business. The trick would be in getting 
to the builder and in getting him in- 
terested in the firm’s line of kitchen 
equipment. New to the appliance sell- 
ing business, the partners figured that 
cordiality was just about as good an 
approach as any other. 

“We stopped at every new house we 
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came to,” Mr. Atwood recalls. “We 
would talk a while and offer our serv- 
ices in kitchen planning. It worked in 
some cases but not to our full satisfac- 
tion. We saw that we would have to 
use a new approach—which in most 
cases meant to get there earlier and 
with a better proposition. We decided 
the Dodge report was the answer and 
luckily, we had a friend who lent us his 
copy until we were able to subscribe to 
it ourselves.” 

Time and repeated plugging took 
care of the needed experience and to- 
day, the firm owners look forward to 
tackling a new selling job as a matter 
of course. The merchandising system 
which they have developed has com- 
pacted itself into a routine which has 
spelled success and profits in kitchen 
selling. 


Report Studied Closely 


As soon as the building report comes 
into the office, it is studied, clipped and 
filed in index fashion, providing a 
working list of prospects on which the 
firm’s sales force can get busy. Litera- 
ture is then sent out to the new builder 
and this is followed up by a personal 
call. If the prospect is not interested, 
such information is noted on the index 
card and the card is returned to the file. 
If, however, the prospect shows inter- 
est, that is when Mr. Atwood and his 
associates go into real action, aided by 
the Plan-A-Kit, to sell a complete all- 
electric kitchen. 

“Selling kitchens is a cinch once 
you’re in on the ground floor,” says 
Mr. Atwood confidently, “and it’s the 
business report that gets you in on the 
ground floor. We like to get the hus- 
band and wife at home together, if we 
can. That’s when we bring the Plan- 
A-Kit into use. Plans can be drawn 
on the spot, changes suggested, im- 
provements arranged, the customer’s 
ideas dramatized and estimates of the 
complete cost submitted at one time. 

“It is an easy matter to show the 
prospect the kind of kitchen his grand- 
mother didn’t have. Necessity caused 
her to spend long hours in that kitchen 


THE ATWOOD METHOD OF SELLING electric kitchens begins with the 
building report which lists new construction. The report is clipped, mounted 
on index cards and filed. Literature is then sent to the builder. 


THE SECOND STEP COMES WITH a personal call on the new homeowner 
by Mr. Atwood (below), or one of his salesmen, carrying the Plan-A-Kit. 
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To get its share 





of business from a 
multi-million dollar 
building program, the 
Appliance & Music 
Center, of Fort Lau- 
derdale, Fla., utilizes 
a systematic campaign 


of merchandising 





and we work to show that nowadays 
FINDING THE HUSBAND AND wife together, Mr. Atwood explains his plan for a new all-electric kitchen, lays it ge — ay Sa a ym 
out on the spot and if the couple is interested, submits a complete estimate of cost and time needed for installation. ° SP a 

choice. We stress such features as the 

ease of keeping the new kitchen clean, 


its simplicity of line, its multiple work- 
ownet 4 THE PROSPECT IS THEN INVITED to the firm’s display room, where he may see a model kitchen in operation and 





ing spaces, its efficiency in operation, 
A-Kit. examine all sizes and models of kitchen equipment. its economy of effort in preparing 
meals and the many features that bring 
joy and pleasure to the housewife.” 
The conference in the customer’s 
home is followed by an invitation to 
visit the shop, where all models and 
sizes of kitchen appliances are on dis- 
play and where the prospect may see 
the actual equipment in operation. In 
many cases, Mr. Atwood points out, 
the building arrangements are in the 
hands of an architect and a different 
procedure is necessary. 














Major Problem Overcome 








“A major problem we had to over- 
come in this area was the fact that most 
architects here seemed to favor wood 
construction,” he says. “Since our 
kitchens are made of steel, we found it 
necessary to get right down to com- 
parative selling in developing sales 
pointers to prove the superior benefits 
of steel. If the possibility of rust was 
the question, we simply pointed to the 
rustlessness of refrigerators, home 
freezers and washers. If design was 
the question, we pointed to the styling 
and natty appearance of our faucets, 
door pulls, one-piece counter, etc. We 
had to convert many an architect and 
we did it. 

“Tf the new construction we are con- 
centrating on is to be handled by a 
contractor, the building report tells us 
who the low bidder is, or who gets the 
contract, and we go to work on him 
immediately, since he must be sold as 
well as the owner of the house.” 

A complete cost estimate of the new 
kitchen may be submitted by Mr. At- 
wood and his associates because instal- 
lation work is done by the firm and 
outside help is unnecessary. A favor- 
able city ordinance permits appliance 
dealers to make their own installations 

(Continued on page 166) 
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SCHOOL 


televised 













COOKING SCHOOLS will be conducted regularly in this complete kitchen wher 
everything works and there is everything to work with, including china and food 


TELEVISION HELPS 
A GRAND OPENING 


Entertainment, celebrities, food, and flowers 





are used by Manhattan Commodities, Inc., to 


é dramatize and publicize opening of new Floral 








ENTERTAINMENT, such as that provided by singing star Joan Merrill, kept the ° . 
television audience happy and also showed them the firm’s brand-new kitchen. Park, L. ® appliance store 
CERE 
Bundr 
By WILLIAM J. HOFFMANN, JR. and ROBERT W. ARMSTRONG fev 
, sieieteledtebits = ; ;, ; : ,— FASC 
‘NOMPETITORS, suppliers, the vision receivers on the floor are con- will occasionally be televised on paid- grandeur, pushed against the platt® miro 
press, and the privileged public nected to 226 outlets. Also contrib- for programs. glass windows, eager for a look at atl of th 
got an eyeful of the promotional outing to Del Colle’s expected sales The details of setting up and run- part of the proceedings. For harass! 
possibilities of television when Man- increase will be his unusual require- ning the opening were infinite. employees a large bottle of aspirin aml 


hattan Commodities, Inc., Floral Park, ments for salesmen, “I will fire,” he Flowers arrived all during the open- a pitcher of water became the mos 
L. I., appliance firm, recently opened says, “any salesman I catch lifting or ing, had to be arranged and listed for important things in the store, whik 










its new $50,000 building with fanfare, moving appliances. That’s not their thank-you notes. Late arrivals had guests found more sustaining fare @ 

food, and a 20-minute telecast. job.” He insists that they be superla- to be greeted. The lavish but small  well-laden buffets squeezed in among 
\ big retail business even before its tively well-groomed, take a shower executive offices doubled as private television displays. 

move, Manhattan Commodities last at least once a day in store-provided conference rooms and dressing rooms For Del Colle and company it wi 

year did close to a million dollar facilities, and munch continually from for the television actors and had to be important, but not always easy, to kee 

volume in rented quarters, is used to peppermint supplies at each counter. kept cleared of the just curious. Tele- smiling. Weeks of labor had gone int 

placing orders for appliances in car- vision men fought a losing battle to preparations for what they were dé 


More Video to Come 










load lots. Now, in its new home at 229 keep goggle-eyed vistors from becom- termined would be a “grand” openitig 
Jericho Ave., President Donald Del Heart of the new store is a com-_ ing entangled in their webs of cables. The occasion itself was almost amt 
Colle expects to double the business, plete kitchen and laundry where in- Uninvited small boys slipped in the climactic. Whether it would be worth 
primarily by the use of overwhelming  vited groups of women will be students back door—only to be relentlessly the effort depended entirely on wht 
display and constant demonstration. at a series of cooking schools. Like hustled out again. More inhibited would happen to sales in the — 


Nearly all appliances, radios and tele- the store opening itself, these schools citizens, awed by the obvious pomp and months. 
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SCHOOLS, like the opening itself, will be 


televised occasionally. hattan Commodities’ line of table 


CEREMONY had its important part in the opening. Floral Park’s Mayor Raymond 


Bundrick cut the tape under the eyes of owner Del Colle (left) and members of 
the uninvited younger generation. 


FASCINATING TO OTHER DEALERS as a unique administrative detail was this 


mirror over the kitchen sink, really a one-way window providing a sweeping view 
of the sales floor from President Del Colle’s office. 


ye Laundry 





PEOPLE WITH TELEVISION SETS saw the whole show, right from this opening announcement and commercial on Man- 
telesets, even better than invited guests. 


SURROUNDED BY MERCHANDISE and flowers, Donald Del Colle (right), presi- 


dent; John Vogel, secretary treasurer; and Mildred McNeill, vice-president, 
forgot preparatory hard work long enough to welcome their guests. 


END RESULT of all the fanfare and festivities should be more demonstrations 


and more sales—and the party wasn’t over when John Vogel was hard at work 
explaining the features of an electric range. 








NEARLY EVERYTHING is hooked up to run and demonstrate. 








THERE’S NO DUCKING demonstration-demanding items such as the freezer. 


HILIP WELBER leaned against 
Pp the door waving a cigar and 
explained what was new at the 
Robertson Brothers department store 
in South Bend, Ind. (Pop. 120,000). 

“First of all,” he said, “We wish to 
combine a specialty operation with a 
department store. It is felt that such 
an organization might enjoy the nor- 
mal take of a department store plus the 
lagniappe of a specialty house, with 
outside men working on a cold can- 
vass basis, where necessary. 

His was a family that had had 30 
years merchandising experience, eight 
of it with the Allied department store 
chain (Hahn’s). Into it was going 
all the skill and know-how the family 
had picked up in a lifetime of mer- 
chandising. 

When opened in 1946 the appliance 
division was honored by the firm’s sec- 
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ond best location—the sixth floor. Here 
women come from the tea room, from 
the beauty parlor, from the greeting 
card department, from the women’s 
rest rooms. “Any one of these things 
helps to put them in good humor,” ex- 
plains Milo (Mike) Cool, a South 
Bend specialty man who heads the de- 
partment. “And we get a lot of traffic 
past our place.” 

Looking like a luscious kitchen, the 
appliance department has approximate- 
ly 50x50 ft. in space and its walls are 
in cool pastels. There are two com- 
plete kitchens ready to operate in the 
background, and one laundry. Appli- 
ances in operating condition are also 
on the floor. 

While most department stores prefer 
to stock only quick-moving, self-selling 
appliances, Robertson’s took on, when 
the division was opened in 1946, lines 











PHILIP WELBER, vice-president, says the appliance divi- 
sion is permitted to “run with the ball.’’ 


TWO 


-WAY 


ELLING 


that had to be demonstrated and sold. 
A complete kitchen planning bureau 
was set up; home freezers, ironers, 
automatic washers, and all the things 
that have to have effort behind them 
were stocked. There are three sec- 
tions in the operation: 

1. Kitchen planning and _installa- 
tion. 

2. Appliance sales. 

3. Service. 

The kitchen remodeling end of the 
business works from a show case dis- 
play and miniatures. David Carpenter, 
who heads it, is able to refer his cus- 
tomers to certain carpenters, elec- 
tricians and plumbers, and is able to 
do any size job. 


Men Work Outside 
In the appliance sales, there are 


seven men, each taking two days on. 


the floor and four off on the outside 
following up leads in an area that 
reaches out 50 miles from South Bend. 
They are not promoted from other 
parts of the store, but are specialty 
men, working on a draw and commis- 
sion, 

To promote a volume of business to 
keep this crew busy, the store does 
several things: 

1. Mike Cool has been constantly 
given 1.5 percent of sales for adver- 
tising. 

2. Advantage is taken of all demon- 
strations. Any kind of movement is 
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thought to help in the sale of appli 
ances. Demos wanted are those tha 
tie in with appliances. To date the 
ironer exhibit has been the best. 

3. Users are followed up for pros 
pects. A plan has been put in opera 
tion that rewards any employee of the 
store who turns in tips that work out 

4. The firm has a home economist, 
Mrs, Rita Beatty, an ex-school teacher. 
She carries the ball for the appliance 
division in a promotion that is very 
successful in getting in groups. By 
arrangement, various women’s groupi 
come in as guests of the store. Follow- 
ing a speech on home decoration 
which they hear in the furniture dé 
partment—lunch in the tea room 4 
guests of the store—the women listet 
to Mrs. Beatty talk on and demon 
strate what’s new in home appliances 
Some 25 folding chairs can be set 
and the wives take delight in seeing 
items being put through their paces 
Pictures with this story illustrate 4 
group from New Carlisle, Ind. a 
farm women. After the informal tab 
a census is made of their opinions d 
the equipment, which reveals what the 
themselves own. Of the New Carlisk 
farm group, all rented lockers, tw 
had ironers and two possessed dryets 
but none owned an automatic washe. 

Mrs. Beatty works with the count) 
home economics clubs, of which thet 
are 31 in the county, all linked up ® 
the demonstration agent. 
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MILO (MIKE) COOL, a veteran specialty operator, was 
chosen to head the division. 








Robertson’s of South Bend combines a 


department store showroom with outside 


selling to boost appliance sales to five 


per cent of store’s volume 


By TOM F. BLACKBURN 


Lines carried in stock are Hotpoint, 
Speed Queen, Bendix, Ironrite, Philco, 
Deepireeze, Youngstown steel cabinets 
and Geneva cabinets. No private label 
merchandise is carried, although the 
Welbers had much experience with it 
while with the Allied department store. 

Deliveries are made within a radius 
of 50 miles from South Bend. The 
store does not feel that it has the situa- 
tion licked. Before the war a crew 
could handle 16 deliveries a day where- 
as at the present moment six to twelve 
daily seems to be the limit. 

Repair and service are handled in 
another building, a warehouse. The 
store takes care of everything except 
automatic washers or other items 
where service is centralized. Mike 
Cool starts his day with a visit to the 
Service department, where trade-ins 
will accumulate in the future. At the 
present moment there is about one 
trade in ten sales. Sales of these trades 
will be made from the warehouse also. 

Like most department stores, Rob- 
ertson’s prizes the good will of the 
customer more than it does the profit 
from a deal. One of the reasons the 
store feels that it cannot farm out 
repairs is due to the fact that somebody 
may leave grease marks on the prem- 
ises, something may be broken, or a 
maid may be insulted. The house tried 
it on radio and gave up. 

“Farming out service is the biggest 
mistake a department store can make,” 
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declares Philip Welber. “It is beau- 
tiful in theory, but by being beyond the 
control of the store it can cause all 
sorts of trouble and ill feeling.” 

Robertson’s attempts to take care of 
service the day the call comes in, but 
naturally has to use judgment as to its 
urgency. The department is not self- 
sustaining. It is estimated to run at 
about a two percent loss. Fully 95 per- 
cent of the service is free. 

Customer buying at the present mo- 
ment is estimated as being about 80 
percent desperation cases, i.e., the 
iamily has had a breakdown of the old 
appliance, or something has happened 
they consider urgent. 

Fully 85 percent of the sales are on 
a time basis, with cash buying now a 
rarity. On cash transactions, about ten 
percent are layaways, the balance 
money on the barrel head. Robertsons 
handles its own finance paper, shooting 
for 15 percent or more down as the 
customer may decide. 

There is a price psychology in the 
air that affects the public. While the 
price of everything is up, nevertheless, 
due probably to Washington propa- 
ganda, customers often have the idea 
that someday prices are going back to 
pre-war levels. 


Manufacturer Relations 


New in its relations with appliance 
manufacturers, the store feels that 
many of them are living in an ivory 
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COMPLETE KITCHENS are sold and planned over the counter. 


tower. Some manufacturers don’t rea- 
lize that there is no clamor to buy any 
more. The firm also feels that manu- 
facturers are not service conscious. 
It is difficult to get sales and service 
literature. In a number of cases the 
distributor cannot obtain parts. <A 
lot of merchandise comes through in 
faulty condition and the house thinks 
it is out of pocket two to three percent 
on the average item to get it in salable 
condition. 

Help is needed from the manufac- 
turer in developing sound selling 
methods. Today’s manufacturers have 
pretty well educated the salesman on 
the product story, but in many cases 
have failed to show them how to create 
basic desire. 

The appliance industry should rea- 
lize, says Mr. Welber, that there is 
no real shortage of merchandise today, 


with the exception of refrigerators. 
There is no shortage of customers. The 
real shortage is in merchandising 
methods. Retail salesmen find it dif- 
ficult to make money on the inflated 
dollar, and the customer has to be sold 
on the idea of putting that dollar into 
an appliance instead of for new shingles 
for the garage. 


Half Million a Year 


With their Allied chain background, 
the Welbers have a much broader 
background than most department store 
operators. Starting from scratch in 
1946, the appliance division is reputed 
to have built up a volume of a half 
million a year in appliances, although 
the Welbers do not release sales figures. 
Contrast this with the fact that the 
average department store in the U. S. 

(Continued on page 96) 
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By ARTHUR ROBERTS 


Public Accountant 


“ROM all sides appliance dealers 

k have been beset with prophecies 

that this year will see the return 

of keen competition and a_ buyers’ 

market. The only way to stay in busi- 

ness, say these prophets, is to “do a 
real selling job.” 

Of course, But it is going to take 
more than that. Success will also 
depend in great measure upon account- 
ing procedure. 

How many dealers have you en- 
countered who thought they had done 
everything necessary when they in- 
creased their volume, only to be 
shocked by the discovery that they 
hadn’t realized a commensurate in- 
crease in profit? In many such in- 
stances the dealer doesn’t know how to 
compute the cost of doing business, 
department by department. 

A typical example of the danger that 
lurks for management when books are 
kept for the business as a whole is 
illustrated by the case history of “Bill 
Miller,” a dealer of electrical appli- 
ances, kitchen cabinets, radios, record 
players, and other lines. Not long ago 
he called in a public accountant. 

“IT made only four percent net profit 
on sales last year,” he said. “I can’t 
figure it out. I watch my overhead 
closely, price profitably, have a good 
bookkeeping system and have been 
promoting sales with satisfactory in- 
creases in volume, yet my net profit 
on sales is too small. I’ve checked my 
profit and loss statement figures care- 
fully and they seem to be correct.” 


Some Profits Hide Losses 


After analyzing Miller’s figures, 
the accountant found that they were 
correct in total, and so he decided to 
break them down for the various lines 
handled and the service department. 
that although 
Miller was losing money on two lines, 
the satisfactory profits earned on the 
other lines obscured this fact. In one 
of the low-profit departments Miller 
was aggressively pushing for volume 
and had gotten results, but because he 
was lumping the figures for the busi- 
ness as a whole, he did not realize that 
the increased volume brought very lit- 
tle return, When an appliance dealer 
does not break down his figures to 
show the sales, cost of sales, overhead 
expense and net profit for each depart- 
ment or line carried, he may be boost- 
ing volume on profitless merchandise 
or service, increasing losses or de- 
creasing total profit. 

Many dealers, like Miller, lump their 
sales, cost of sales and overhead ex- 
pense for the business as a whole, 
which prevents the isolation of de- 
partmental gains or losses and they 
lose money through this business mis- 
demeanor. A fair profit on a composite 


The analysis showed 
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DEPARTMENTALIZE YOUR COSTS 


Are some appliances actually cutting down your total net profits even though the 
books show a good margin? You can’t tell unless you know each department's share 


of overhead costs as well 


profit and loss statement does not mean 
that all the lines or services sold are 
holding their own—nor is a loss an 
indication that all lines are in the red. 
Because of unstable conditions today, 
the dealer is obligated more than ever 
before to break down his sales and the 
cost of doing business so that he can 
trace profit and loss to source and put 
the spotlight on losses that would be 
invisible otherwise. This breakdown 
will differ with the business set-up, the 
lines and services handled or the way 
the dealer groups his salables into de- 
partments. Here are some fundament- 
als for procedure. The reader can 
adjust this formula to his business and 
make his own breakdown, Miller’s 
profit and loss statement for the busi- 
ness as a whole showed these totals: 


as its share of sales 


Notice that the percentages at the right 
agree with the percentage showing the 
breakdown on sales and that, in this 
instance, they are computed on the basis 
of total overhead expense, $28,000. 

Next, Miller's accountant computed 
the breakdown on the cost of sales, 
taking the figures on purchases from 
the supplier’s invoices and the labor 
cost on service from the available job 
tickets that costed the jobs or from 
the regular payroll vouchers. 








TABLE 1 


PROFIT AND LOSS STATEMENT, 
ENTIRE BUSINESS 





Sales a war aras'y ae atin 
< -  Sran 48,800 
Margin earned on sales..... $31,200 
Overhead expense ......... 28,000 
Net profit on sales......... $3,200 4% 





Going back over his sales figures for 
the year we broke them down thus: 





TABLE 2 
SALES BY DEPARTMENTS 
Motor-driven appliances ... $22,400 28% 
Small appliances . 7,200 9 
Radios, phonographs, etc.. 16,000 20 
Ranges and heaters. 8800 11 
Lighting equipment 11,200 14 
Planned kitchen cabinets... 6,400 8 
Service department ...... 8,000 10 
,. Fee $80,000 100% 





The percentages shown at the right of 
Table 2 are computed on the basis of 
total sales volume, $80,000. 

The overhead for each department 
is approximately equal percentagewise 
to each department’s share of the total 
sales for the firm. Thus, if motor- 
driven appliances account for 28 per- 
cent of total sales they should also 
account for 28 percent of total over- 
head, or $7,840. 


TABLE 4 
SALES COSTS BY DEPARTMENTS 
Motor-driven appliances .......... $14,260 
Small appliances ................ 4,700 
Radios, phonographs, etc......... 9,500 
Ranges and heaters............... 5,380 
Lighting equipment .............. 6,120 
PI d kitchen cabinets.......... 3,540 
Service department .............. 5,300 
Total cost of sales............... $48,800 





From the foregoing figures a depart- 
mental statement was prepared show- 
ing the profit and loss for each group- 
ing of products. This statement may 
not be accurate to the penny; never- 
theless, it gives Miller a good idea of 
where to look to trace profit or loss to 
source. The following table shows 
the foregoing figures arranged in 
profit and loss statement sequence: 
cost of sales, overhead expense and net 
profit, also the percentage of net to 
sales (see table 5 below): 

This breakdown shows a wide vari- 
ance in profits on lines sold from the 
same showroom. The reason behind 
this variance is lack of departmental- 
ization. In a buyers’ market, each line 
must be watched closely, not only from 
the standpoint of sales volume, but 
from the cost of selling it. Two lines 
earned more than 10 percent net profit, 
one line earned more than five percent, 
two lines were below five percent and 
two lines lost money. That is why the 
over-all net disappointed Miller. The 
“weak sisters’ were drains on the 
profit producers. Had he department- 
alized, Miller’s books would have high- 
lighted this condition and he could have 
taken steps to make a profit on all 
lines, giving him a better net profit. 


The variance in net may be due to 
many things. He lost on small appli- 
ances because sales went into a tail- 
spin. He had a big display of these 
items and the overhead chargeable 
against sales was too heavy. Small 
appliances need good sales promotion 
to move them in sufficient quantity for 
profit today. Miller lost money on 
them because he passively accepted 
whatever business came in the front 
door instead of aggressively promoting 
small appliance sales. 

He lost on radio and appliance serv- 
ice because he kept no job cost records 
on appliance repairs. On radio service, 
he recorded the cost of labor and mate- 
rials on costing forms, but did not allo- 
cate overhead expense chargeable to 
each radio job. When the job over- 
head was computed on a labor-hour 
basis many jobs showed a loss. No 
doubt he also lost money on appliance 
repairs, but, lacking cost records, his 
accountant could not check this. Deal- 
ers should keep special costing forms 
on radio and appliance repairs and 
service; otherwise, they have no way 
of spotting job losses. 


Lighting Made a Profit 


He did well with lighting equipment 
because he carried a wide assortment 
on this line, from bulbs to flashlights, 
fluorescent lamps, wiring assemblies 
for shop, office and home, using out- 
side sales work to get business from 
offices and factories. He did better 
than average in the radio department 
because he pushed record-players and 
radio-phonographs vigorously. Al- 
though he carried a good assortment 
of heating equipment, floor condition- 
ers, home humidifiers, ranges and 
electric heaters, he earned below par 
on profits. He should have sold more 
of this line. Ignorance of its true 
accounting status prevented him from 
realizing this before it was too late. 
Departmentalization would have dis- 
closed the weakness in his managerial 
effort and enabled him to increase 
profit because this line is a good seller 
when promoted. 

He had a planned kitchen in the 
rear of his showroom with an electric 

(Continued at bottom of page 180) 




















TABLE 3 TABLE 5 PROFIT AND LOSS BY DEPARTMENTS 
Cost 
OVERHEAD BY DEPARTMENTS Sales ofsales Margin Overhead Net profit % Net profit 

Motor-driven appliances ... $7,840 28% Motor-driven appliances . $22,400 $14,260 $8,140 $7,840 $300 1.4% 
Small appliances ......... 2,520 9 Small appliances ...... 7,200 4,700 2,500 2,520 20—Loss rye 
Radios, phonographs, etc.... 5,600 20 Radios, phonographs, etc.. 16,000 9,500 6500 5,600 900 5.6 
Ranges and heaters........ 3,080 ll Ranges and heaters..... 8,800 5,380 3,420 3,080 340 3.9 
Lighting equipment ....... 3,920 14 Lighting equipment .... 11,200 6,120 5,080 3,920 1,160 10.0 
Planned kitchen equipment... 2,240 8 Planned kitchen equipment 6,400 3,540 2,860 2,240 620 10.0 
Service department ....... 2,800 10 Service department ..... 8,000 5,300 2,700 2,800 100—Loss 

Total overhead expenses... $28,000 100% Peer ee ere ere $80,000 $48,800 $31,200 $28,000 $3,200 
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PROSPECTS fought for the chance to visit Ferrara’s Appliance store in San 


Francisco on New Year’s Day to witness telecasting of the East-West football 


— | 


| 4 ~a 


game. 


TV in San Francisco 


BRINGS RETAILERS $1,000,000 GROSS IN FIRST MONTH 


T long last, more than 1,000 appli- 
ance and radio dealers in the 
northern California area around 

San Francisco were able to join their 
business brothers in 29 other cities in 
the active promotion and sale of tele- 
vision receivers. With the arrival of 
irregular programs from San Francis- 
co’s KPIX on Dec. 23, and the begin- 
ning of a regular five-day a week 
telecasting on Jan. 1, these dealers and 
their distributors set their sales sights 
on the area’s 758,104 homes with their 
2,597,500 people as the potential in a 
new business that would bring them 
at least $10,000,000 extra volume dur- 
ing 1949, 

By New Year’s Day, when the first 
scheduled, sponsored program—the 
telecasting of the East-West football 
game—went on the air, television had 
begun to establish itself as a new and 
profitable part of the appliance dealer’s 
business, and in the homes of northern 
Californians it was edging into the 
established social order as a revolu- 
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tionary form of entertainment. By 
that date, dealers had sold 2,000 tele- 
sets, with 500 going into bars and 
commercial establishments and 1,500 
into homes, for a four weeks’ gross of 
$1,000,000 plus installation and service 
charges. More than 50,000 potential 
teleset buyers plus the 1,500 owners 
had spent their New Year’s Day after- 
noon in dry, warm comfort watching 
the East-West game while the spec- 
tators at Kezar Stadium braved cold 
and constant rain. Of these television 
viewers on New Year’s Day, 12,500 
were in bars, etc., 15,000 viewed the 
game over telesets in private homes, 
and approximately 25,000 more pros- 
pects witnessed the football game as 
guests of Bay Area appliance dealers 
in the latter’s stores. 


Gloom to Optimism 


No cloud ever had a more silver 
lining than the one that shrouded tele- 
vision during its pre-natal life in San 
Francisco. Practically everyone in the 


1949 


industry, including technicians and en- 
gineers, expected TV to meet its big- 
gest challenge in San Francisco. Built 
on a series of hills, with three mountain 
ranges within 30 miles, the city was 
expected to present more problems than 
all previous television centers put to- 
gether. Said one nationally-famous TV 
engineer, “San Francisco will become 
a testing ground for ‘mountain televi- 
sion’”. In distributors’ and dealers’ 
merchandising plans, certain towns and 
areas were eliminated as dead areas 
and much deader markets long before 
a signal went on the air. The industry 
envisioned people from cities nearby 
coming to San Francisco on excursions 
to eat fish and watch television. It 
was thought that each of San Fran- 
cisco’s six allotted channels would have 
to be beamed to separate localities to 
improve the market. 

Everyone was wrong. Everyone was 
pleased, except the FCC. Everyone 
took a new lease on television, once 
the KPIX test pattern radiated from 


Ferrara cleared all appliances from main floor, issued invitations in 
form of football ticket, had 500 guests, 85 percent of them interested in buying. 


the tower atop the Mark Hopkins Ho- 
tel on Nob Hill. The first three hours 
of programming on Dec. 23 proved 
that there were no dead areas within 
the city of San Francisco, very few in 
the nine-counties that*make up the 
primary area for KPIX. The station’s 
signal, with a video power of 29.9 and 
audio power of 15.4, sneaked into 20 
counties of northern California, reach- 
ing 125 miles east to Sonora on the 
Sierra foothills, south to Gilroy at the 
foot of the heavily populated Sdnta 
Clara Valley, went straight up the 
river to high spots in the Sacramento 
area, jumped small mountains to regis- 
ter on test receivers in Pacific Grove 
on the Monterey Penninsula. The 
signal pierced the store walls of dealers 
who had neglected or hesitated to put 
up their antennas. And the thousands 
of ghosts scheduled to haunt telesets 
in the hilly city by the Golden Gate 
failed to put in their appearance, send- 
ing only a few, not-too-difficult-to- 
manage representatives to double-im- 
age telesets in the poorer locations. 


Dealers Were Ready 


Often in the gloom of pessimistic 
forecasts, sometimes with hard-to-raise 
capital, dealers in the San Francisco- 
Oakland Bay Area had tried hard to 
prepare themselves and their organiza- 
tions for the arrival of television. With 
franchises as easy to get as a line of 
conventional washers, very few re- 
tailers took the “I’ll wait and see what 

(Continued on page 176) 
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SCIENTISTS of the Food Research Laboratories gingerly ONE BY ONE, 20 of the deadly squares of cloth were 

infected squares of cloth with up to 200 million disease- fastened to each load of clothes to be washed. Loads 
carrying bacteria prior to shortening their life span in an were standard nine pounds, included sheets, shirts, pillow- 
automatic washer. cases, towels. 


DEATH CHAMBER for BACTERIA 




















AT REGULAR INTERVALS during the washing cycles, FINAL CHECK of the bacteria showed that 99 percent 
bacteriologists stopped the machines to take samples of the billions used were killed in the first three minutes 
of the water and test to discover how far the bacteria had and 100 percent were killed at the end of 20 minutes using 


proceeded on their last mile. 140 degree water and synthetic detergent or soap. 











A year of tests conducted for 
Westinghouse provides evi- 
dence that automatic wash- 
ers used in apartment houses 
and half-hour laundries not 
only get the clothes clean, 
but also kill all disease- 
carrying bacteria 


TUFF an average nine pounds of 
clothes into an automatic washer. 
Then add something else—some 4 

billion disease-carrying bacteria. Turn 
on the washer. What happens? . 
The clothes get clean and the bugs get 
killed. 

This ammunition against accusa- 
tions that community-used washers are 
potential disease spreaders has been 
provided by a long series of tests con- 
ducted for Westinghouse Electric 
Corp. by the Food Research Labora- 
tories, Inc., New York. 

In all tests, the organization re- 
ported, more than 99 percent of dis- 
ease-carrying bacteria were killed in 
three minutes and 100 percent were 
killed after 20 minutes of the normal 
36-minute crcle of a Westinghouse 
Laundromat. The research firm went 
further. It said its findings “establish 
quite definitely the safety of these 
laundering machines in the light of 
sanitary or public health considera- 
tions.” 

Frank I. Brownson, former head of 
Westinghouse’s laundry division and 
now manager of major appliances, who 
made the tests public, said that more 
than 21,000 of the company’s Laundro- 
mats are now in use in 700 half-hour 
laundries and apartment houses where 
about 11,340,000 pounds of laundry are 
washed every week. The laboratory 
tests, he said, confirm the results of 
Westinghouse’s own tests prior to in- 
stalling any Laundromats in commun- 
ity laundries. 


Billions of Bugs 


In water of 140 degrees temperature, 
researchers of the laboratories put 
standard nine-pound loads of shirts, 
towels, sheets and pillowcases infected 
with billions of disease carrying bac- 
teria of the type that might possibly 
be carried on soiled laundry. They in- 
cluded Staphylococcus aureus, which 
produces various types of infections; 
Streptococcus pyogenes, which may 
cause septic sore throat, scarlet fever, 
or other respiratory tract ailments ; and 
Escherichia coli, which is non-patho- 
genic, but serves as an index of con- 
tamination by the colon-typhoid-dy- 
sentery group of bacteria. 

Using understandable caution, labor- 
atory technicians infected each bundle 
of clothes by attaching 20 two-inch 
squares of cloth, each impregnated 
with 150 to 200 million bugs. Either 
synthetic detergents or soap were 

(Continued at bottom of page 86) 
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HERBERT SPINDLER is more at 
home on a pickup truck than in his 
store. Most of his life he sold trucks 
to farmers before opening his Farm 
‘n Home store. 


ON’T let anybody kid you into 

D believing that there has been 

any grand strategy in selling 

since the war. The trick has been to 

get the merchandise and the location. 

Up at Duluth, Herbert Spindler 
knows that perfectly well. 

For a quarter of a century he sold 
trucks and many’s the time he followed 
down a farmer with a couple of crates 
of eggs in the back of his car and 
argued on the virtues and economy of 
owning a pickup truck. Even today he 





THIS MAY LOOK like a mess to you, but it’s farm equipment jam packed on the 
floor. Farmers don’t require display the way city customers do. 





occasionally sells a $15,000 job to some 
big outfit. 

Knocked out of the truck business 
by the war, Herbert Spindler, who 
comes from a long line of Spindlers 
around Duluth, saw that farmers were 
dripping with money. He knew that 
they had a heck of a time getting down- 
town and parking their cars when they 
wanted to go shopping. He knew that 
on the outskirts of town there was the 
big Patrick Duluth woolen mill build- 
ing standing vacant. It was the handi- 
est thing you ever saw to park around 
as cars come boiling in from the South- 
west. Here were 8,400 sq. ft. of floor 
space waiting to be decorated and 
picked up. 


A “Done Over” Factory 


“We used jack pine and wallpaper 
to give the store a rustic appearance,” 
he relates. “The jack pine was cut like 
knotty: pine and varnished. We put in 
wallpaper around the appliances.” 

By beating at the doors of all the 
wholesale hardware firms, Mr. Spindler 
got a stock of wares of the type that 


PAINT IS A BIG TICKET item and fits right into the appliance business. Here, as 
in other departments, all available space is utilized. 
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FRANK S. SINDEL head of the appliance department, has his wares up in front 





where the rural trade gets its first peep at them. 


FARM n HOME STORE... 


A house catering to one stop buying for rural people nets $300,000 a year 


farm people use—pumps, galvanized 
milk pails, tubs, ash cans, paints, farm 
machinery, tools. 

He put in plumbing supplies, bath- 
tubs, shower stalls. 

In the appliance line he put in 
Westinghouse, Admiral, Speed Queen, 

Duotherm, Bowman, and_ Shirley 
kitchens. 

By way of promotion he lined up a 
radio program with a deal that origi- 
‘nates from his floor. Famous Lashua 
,is a local celebrity and popular singer. 
Sets in cow barns all over the North- 
west are tuned into KDAL and Mr. 
Lashua interspaces his songs with crisp 
announcements as to what is on sale at 
the Farm ’n Home store. 

The operation started in 1943 and 
Herbert Spindler reports that his vol- 
ume will hit $300,000 this year. He 
charges himself rent of $350 a month 
for the 8,400 sq. ft. of floor space, plus 
warehouse. 


Product Knowledge Needed 


“With 75 percent of our business 
going to farmers, all the selling it takes 











is product knowledge,” says Mr. Spind- 
ler. “We have a one-stop farm store 
that country people like because they 
can come in and buy everything they 
want. Our salesmen trail around with 
them, totting up their purchases. The 
important thing for the salesmen is to 
know all about the products.” 

Head of the appliance department is 
Frank S. Sindel, who learned the busi- 
ness in Austin, Minn., and in Iowa, 
and with the Siegel Hardware store in 
Duluth. 

Appliance salesmen get a 10 per- 
cent commission and seem to make a 
good living from it. About .one-tenth 
of the volume of the store is on appli- 
ances. No outside soliciting has been 
done up to this writing. 

The moral of the Spindler operation 
seems to be, get a place where farmers 
can park, carry the lines they use on 
their farms, and it’s easy to do business 
with them. Where any financing is 
necessary, local banks will handle the 
situation. Where installation calls for 
plumbers and electricians, there’s no 
problem in Duluth. End 





RADIO BROADCASTS from the floor reach the farmers and get over the choice 
items by short announcements inserted between songs. 
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CREATIVE ADVERTISING and promotion originated by owner 
Jack Miller, right, builds productive leads for the eight outside 
salesmen managed by Ken Smith, left. 





FULL LINES of name brand appliances back up the Miller salesmen. 
versity neighborhood, from which he gets those prospects who brave the traffic to visit this 











His store serves the Uni- 


display room, but most of his expanded volume has been through outside selling. 


SET-UP 


For Salesmen 


Outside salesmen are the backbone of Jack 


Miller’s Seattle appliance business. 


He spends 


$2,500 a month to promote leads for them, and 


pays them above-scale 


By HOWARD 


HERE’S a fast turnover in ap- 
pliance salesmen most every- 
where these days—most every- 
where, that is, except in a Seattle, 
Wash., appliance store owned by Jack 
“Ma” Miller. The eight salesmen in 
Miller’s organization are averaging 
$500 a month income, and they love it. 
And Jack Miller loves it, too, for he 
operates a profitable retail appliance 
business with outside salesmen as the 
kingpins of his organization, with 
practically all the store’s activity di- 
rected toward producing sales for these 
men who say “Good Morning” as the 
Seattle housewives open their doors. 
Just because he may be known 
around Seattle this week as Jack “Call 
Me Chris Columbus” Miller, don’t get 
the idea that he’s operating one of 
these fast shuffle appliance deals in 
which a crew of salesmen, working out 
of a loft, open doors with discounts. 
Miller is a long-established merchan- 
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commissions 


J. EMERSON 


diser who believes he can compete 
successfully with the big downtown 
stores by establishing himself as a 
personality, and he is a retailer who 
depends for volume on the effect of 
intensive newspaper advertising and a 
crew of experienced, well-paid specialty 
salesmen handling brand name mer- 
chandise at list prices. 


Not a Matter of Choice 


As a matter of fact, Jack “This is 
Mother’s Day” Miller didn’t have much 
choice when it came to choosing a 
method of stepping up the volume of 
his attractive appliance store on Roose- 
velt Way in the University district of 
Seattle. The need for concentrating 
on advertising and outside selling was 
thrust upon him because of the loca- 
tion of his store and his desire for big- 
volume operation with his lines of 
Kelvinator, Crosley, Bendix, Thor, 
Philco and other brands of appliances. 











ATTRACTIVE, but located on an arterial highway in a neighborhood section 
of Seattle, Wash., Jack Miller’s appliance store has to rely on business pro- 
cured through advertising, promotion and a crew of outside salesmen to get 
high volume. 


Like many other appliance dealers 
today, the store where Miller could 
enjoy low rent (in his own building) 
was not in a location that would pro- 
duce sufficient traffic to maintain more 
than a one-man, neighborhood electric 
shop. And that is not Miller’s idea of 
an appliance business. He could expect 
neighborhood business, plus some vol- 
ume from the people who patronize his 
Goodyear auto supplies store next 
door, and his Kaiser-Frazer auto 
agency that uses the rest of the build- 
ing. But, for real volume, he would 
have to look to a fair share of the rest 
of Seattle, and that would mean news- 
paper advertising and other forms of 
promotion in order to compete with 
such local and nationally famous con- 
cerns as Seattle’s Bon Marche, Fred- 
erick & Nelson’s, Prottas & Levitt, and 
centrally-located specialty appliance 
stores like Poole’s. 

But this advertising and promotion 
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in itself wouldn’t solve Miller’s prob- 
lem. Although he was able to offer 
limited parking space in a lot next 
door, his store’s location on a two-lane, 
arterial highway, was not a place pros- 
pects would like to come to twice. It 
was obvious to him that outside sales- 
men must be used to handle the leads 
that could be produced by advertising 
and promotion, so when he was ready 
to build extra volume he turned his 
efforts toward this combination. 


Personality Advertising 


Jack “Don’t Labor on Labor Day” 
Miller has a knack of creating adver- 
tising copy and selecting media that 
has helped immeasureably in calling 
Seattle’s attention to his neighborhood 
appliance store. Knowing that his ad- 
vertising copy would have to compete 
some of the time with that of the large 
stores and their full-page displays, 

(Continued on page 182) 
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Teaching Salesmen to 


SELL SEWING MACHINES 


Oldest appliance is a must to 
families in their effort to 
stretch salaries and prolong 
the life of their clothes 


sewing machine should be inter- 

esting to the appliance industry 
because of its long life and experiences. 
Fully 24 million homes in the United 
States own one, it has been estimated. 
It has been around nearly a hundred 
years. 

Yet today, as the sewing machine 
is again being manufactured in quan- 
tity, it looms as one of the money mak- 
ing appliances for the dealer. A new 
machine carries around 42 percent 
margin, and the owner of an old ma- 
chine is good for about $1 a year on 
parts or supplies. 

The high number of machines oc- 
cupying space in American homes is 
no deterrent at all to the aggressive 
salesman. Many are old, run down or 
jammed up. Any man on the job can 
get enough repair business to pay his 
way with the new sales forming the 
gravy. 

Operated by a motor, light in weight 
and easy to handle by one man, it is 
a surprise to sewing machine manu- 
facturers that so many dealers hang 
back from the idea of stocking them as 
an appliance item. 

In fact, declares one manufacturer, 
the stumbling block in the business 


I IKE the Galapagos turtle, the 





NINE STEPS will reveal whether a man is adapted to this business says Charles V. Blish of Sampson, Chicago 


is this apparent taboo on the subject of 
men demonstrating sewing machines. 
The specter of lace on panties, inti- 
mate female graments and dainty un- 
derthings seems to cause a blush to 
spread over manly brows and a feeling 
that one shouldn’t be caught dead be- 
side such a device. 








Farms in the South have Few Electric Sewing Machines 
Refrige- Washing Water Water Sewing Vacuum 
retor Range Machine System Heater Machine Cleaner 

% % % A ‘0 % % 

Alabama.......... 27 8 15 16 5 2 4 
IRS os ccanten 17 3 21 y 3 4 5 
ae 31 14 23 30 13 7 13 
ee 26 6 16 22 10 6 5 
ee: 26 6 35 17 4 3 20 
Kentucky.......... 22 5 26 5 4 2 9 
Louisiana.......... 16 2 12 17 4 3 3 
Md. and Del....... 63 13 65 43 Y 9 36 
Mississippi......... 16 2 7 10 2 2 2 
re 33 8 37 22 2 7 23 
North Carolina... . . 27 4 23 18 5 2 6 
Oklahoma......... 24 1 15 3 5 18 
South Carolina...... 28 7 12 17 3 3 6 
Tennessee......... 24 11 24 10 6 3 8 
ee ae 95 2 25 16 2 6 9 
ae 32 3 33 19 3 3 10 
West Virginia. ..... 23 4 40 9 7 3 21 
seis cis ieictiecs 38 12 43 27 10 7 25 

From a questionnaire released by the Bureau of Agricultural Economics, 
U. S. Department of Agriculture. 
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The same taboo hung over the idea 
of men cooking on electric ranges. 
Salesmen at one time thought that to 
be seen cooking was to be publicly 
branded as a sissy, with a flutey voice 
and rolling eyes. It took women like 
Val Thorsen and Frances Weedman 
to apply psychology by labeling the 
whole thing, “camp cookery,” which 
of course was he-man and masculine 
even though it was exactly the same 
thing. 

Actually, the business of selling sew- 
ing machines involves no quiverings 
over the temptations of black lace 
lingerie. It comes closer to demon- 
strating how to put a patch on the 
bottom of a kid’s overalls. Because 
most salesmen have to try it before 
they can make up their mind, one 
manufacturer is planning to come out 
with adaptability tests for sales crews 
in the near future. 

The adaptability test is something 
like the manual dexterity test in which 
you plug so many little wooden pegs 
into so many holes in a given number 
of minutes. In a meeting you seat as 
many of your salesmen before as many 
sewing machines as you can line up, 
beg or borrow. Then you start your 
aptitude examination, as follows: 


1. Show the men how to thread the machine 
and have them do it with their own hands. 
2. Show them how to adjust the tension of 
the machine and let them do it themselves. 
3. How to remove the shuttle of the sewing 


machine, again letting them do the job. 

4. Do a straight stitch. 

5. Reverse the operation. 

6. Learn to set different stitch lengths. 

7. Learn how to do darning, preferably using 


‘a piece of blue denim. 


8. Monogramming. 
9. Use of attachments. 


Last Steps Reveal Talent 


In the last two steps the colored 
gentleman will come out from the 
woodpile, and you will begin to notice 
whether or not the salesman is hope- 
lessly tangled up with his thumbs, and 
if he shows an adaptability to handle 
fabrics. There are just as many men 
as women who like clothes and have 
a feel for them, and this type of man 
can be a success as a sewing machine 
salesman. 

In fact, women prospects do not ex- 
pect male salesmen to be expert 
seamstresses. They always sit back and 
feel that if the man can do as well as 
he does, they, the experts, can do a 
great deal better. No talk of peplums, 
hems or decolletage need clutter up 
the conversation in presenting a sew- 
ing machine. Women do not expect 
sewing instructions with their pur- 
chases. 

In fact, there are so many sewing 
machines in use that a salesman can 
almost adopt the vacuum cleaner man’s 
approach, “How’s your sewing ma- 
chine working?” when he calls on a 

(Continued on page 172) 
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NEW MIXER PROFITS 
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Retail Price 
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THE NEW ALL-PURPOSE, ELECTRIC, TWO-BEATER, 
PORTABLE MIXER THAT DOES EVERY FOOD MIXING 
JOB WITH UNSURPASSED EFFICIENCY AND CONVENIENCE 


The Osterett is an honest-to-goodness portable food mixer that easily does all food 
mixing jobs. It is MADE BY OSTER, of Racine, Wisconsin, one of America’s largest 
and oldest electrical appliance manufacturers. Already Osterett is used in thousands 


of homemakers’ kitchens and there is not one unhappy purchaser. 


Most leading electrical appliance distributors throughout the United States now 
have, Osterett in stock. They can supply you immediately and also provide you 


with merchandising aids. 


JOHN OSTER MANUFACTURING COMPANY 


Racine, Wisconsin 
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NEW LOW COST ELECTRIC TWO-BEATER 


ortable miver 


DOES EVERY FOOD MIXING JOB 


wanted one ... but until OSTERETT came on the 
'market she couldn’t get an all-purpose, two-beater 
food mixer at a price she could afford to pay. MADE BY OSTER 


‘Mrs. B. can afford any electric mixer . . . but she lives 
in an apartment, and her kitchen is too small for a 
big mixer. Now, she can put the OSTERETT in her 
cutlery drawer or hang it in its handy wall bracket. 


Mrs. C. wants a handy, lightweight, portable two- 
beater mixer that she can use anywhere in the kitchen, 
with any container, for any food mixing job... but 
until OSTERETT was introduced she had never 
found one with all these features. 










Osterett is the perfect food mixer for 
only mixer for me,” say millions of homemakers with limited budgets. It’s the 
an Te being a by answer, too, for those who live in apartments 


. space cdeertionments or have small kitchens without room for big 
mixers. The Osterett can be used so quickly, 


' 4 ese , , ' so easily! It’s ideal for the woman who has 


: : long wanted a lightweight, portable mixer 
tional m Le Reler 4st a that she can use anywhere in her kitchen, 


with any container, for any food mixing job. 


Tok Cl 


‘E...Good Housekeeping FT 


True Story... McCall's Sa 





MASH POTATOES MIX BATTERS IN ANY KEEP OSTERETT 
RIGHT ON YOUR STOVE HANDY CONTAINER IN CUTLERY DRAWER 


PLUS ALL THESE SPECIAL ADVANTAGES 


@ COMPACT SIZE Tokes so little @ POWERFUL Small and light- @ ATTRACTIVE Beautiful and 
space. No extra bow!s needed. weight but very powerful. Eas- streamlined plastic finish hor- 
Use with any container. ily mixes heavy batters. AC or monizes with modern kitchen. 

R DC, 110-120 volts. Cool run- 

© ECONOMICAL Cetesett gives ning, no lubricating necessary. @ QUICK TO USE Comes equipped 
you big mixer performance at with wall bracket. Hong it 
low cost. @ DOUBLE BEATERS Finest on wall, in easy reach, or keep 

@ EASY TO HANDLE Comfort- stainless steel. Easy to attach in cutlery drawer. So handy 
able in hand... easy to hold. or detach. Easy to clean. Use you il use your mixer many 
Switch placed for instant, one beater or both, according times more often. 
thumb-tip control. to mixing needs. 


Ask Your Appliance Dealer, Hardware or Department Store for Osterelt. 


* ay a ee ud A JOHN OSTER MANUFACTURING COMPANY e RACINE > WISCONSIN 


nes packed in an attractive, individual display box. 





































Top S Cro 


today, on an investment basis, is sweet clover... 
As little as 10 lbs. seed produces 20 tons of natural 
fertilizer...restores nitrogen, increases organic os 
tilth and granulation of soil... , 
As a forage crop, the clover gives herds lush, ™ | 
midsummer pasturage when the bluegrass is brawny 
makes excellent ensilage ... meanwhile protecting “| 


soil against rain and surface erosion, improvin 


page 36, SuccessruL Farminc for March... 


will help advertisers understand better why Nt 


farming today is a better business, and better b ‘ AV y 
o% <& ‘ p> 
farmers their best customers! ‘\ » al/ a 
I Wie 
WH 
Yf 
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ry 
lop S market today 
for the national advertiser is the 1,200,000 
subscribers to SuccEssFUL FARMING .. . of 
which a round million farm families in the 
Heart states average some $10,000 in income— 
$4,000 above US farm average... Eight good 
years, reduced debts, huge savings, make 
this farm group a major market for industry. 
And with a larger spendable surplus out of 
income, these farm families are one of the 
best electric goods markets...a market barely 
skimmed by general media, covered only by 
SuccessFUL Farminc. Get the facts from any 
SF office!...SuccessruL Farminc, Des Moines, 
New York, Chicago, Cleveland, Detroit, 


Atlanta, San Francisco, Los Angeles. in 


Also worth reading... 


Pre-steaks at peak... Feeder cattleon & 
Jan. 1, highest on record... page 6. > 

i 
. ... Sugar beet pest, 3% 
controlled by new fumigant...page 10. 


wi toad i 





intangible implement . . . Good credit 3 
worth more than $20,000 gift... page 49. 


Chicken cafeteria... Endless chain 
feeder cuts labor... page 66. 
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NE of Napoleon’s best lines was, 
O “I make circumstances,” Down 

in New Orleans, he has a fol- 
lower. O. G. H. Rasch, who heads the 
big wholesaling: firm of United Dis- 
tributors, Inc., has a reputation for 
promoting the equipment he sells, right 
up to the hilt and in a number of ways 
which have gained him national recog- 
nition from the manufacturers he 
serves. 

Take the case of the “Proof and 
Profits” plan which he worked out him- 
self and through which he made the 
name of Frigid-Freeze a by-word 
among his dealers. Last spring, Mr. 
Rasch figured that the balmy months 
preceding a sweltering Louisiana sum- 
mer ought to be just the time to make 
a big splash with frozen food cabinets. 
His problem was to get storekeepers to 
try out the cabinets—he knew what the 
results would be himself, but he had to 
convince the dealers that heavy profits 
and high sales were theirs for the tak- 
ing. So he decided to prove it. 























Foolproof Proposition 


His first step was to reach an agree- 
ment with a frozen food distributor 
which would guarantee that cabinets 
placed in local stores would be filled at 
all times with the best selection of 
frozen foods. His next step was to ap- 
proach certain selected storekeepers 
with a proposition which combined 
proof and profits at the same time. 
United Distributors simply offered the 
storekeeper a first hand experience to 
find out for himself the direct and in- 
direct advantages of offering a popular 
selection of frozen foods. 

“We prepared a form letter,” says 
Mr. Rasch, “in which we told the mer- 


& 
chant that without any cost to him 
whatever, we would install a Frigid- 
Freeze ‘Spot Special’ cabinet, stock it 


and keep it stocked with frozen food 
and ice cream for a 10 day period. At 
the end of that period, the letter told 








SALESMEN FOR THE DISTRIBUTING FIRM stayed in dealers’ stores day after day to demonstrate the ‘family sized’’ washer 
and to show the dealer how to sell it during the washer campaign. Sometimes sales resulted on the spot as the distributor’s 
salesmen gathered crowds. More than 1100 washers were sold in five weeks. 


Mapping out new and effective promotion campaigns is the specialty him, he would have facts instead of 
2 . . guesses, profits and proof instead of 
of O. G. H. Rasch, head of United Distributors, Inc., New Orleans (Continued on page 174) 
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0. G. H. RASCH, president of United Distributors, Inc., SALESMEN LISTEN enthusiastically as a ‘Proof and Profits’’ promotional campaign on freezer cabinets is 
emerged from a college professor into a first class outlined by the firm’s president. Each salesman got special instructions in the part he would play in the 
appliance distributor with a fine promotional sense. selling program, knowing he would be backed up by plenty of promotional material. 
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EASY VISIBILITY AND IDENTIFICATION are made possible by a novel arrange- 
ment of tuners, amplifiers, changers and speakers at the new studio of Sun Radio & 
Electronics Co., Inc., New York, N. Y. Recording and television sections are also 
part of the firm’s electronics center which, according to Irving Greene, sound and 
television manager, is the largest and most complete studio of its kind in the 


country. 


Self-Service Demonstration Sells 
High Fidelity Reproduction 


HAT’S the best way of educat- 

ing the public to high fidelity 
reproduction? How do you go about 
demonstrating it? How does it com- 
pare with ordinary methods? What’s 
the cost? Sun Radio and Electronics 
Co., Inc., New York, N. Y., believe 
they have the correct way of answering 
these and other questions in their new 
sound and television demonstration 
studio. Designed by Irving Greene, 





ONE CONTROL PANEL enables the cus- 
tomer to select the proper equipment for 
her listening tastes at Sun Radio and 
Electronic’s new studio. More than 2,600 
combinations of audio components are 
possible with instant comparison between 
ordinary and high fidelity sound repro- 
duction. The board permits the young 
lady to hear for herself the contrasting 
effects of various combinations by merely 
pressing a button. 


PAGE 80 


sound and television manager, the 
studio has been constructed to serve 
as a complete demonstration salon 
which will properly demonstrate and 
sell both conventional and frequency 
modulation equipment in addition to 
television products. The theme of the 
studio is “self-service demonstration”, 
This, according to the firm, is a new 
concept in sound equipment merchan- 
dising, and permits the customer to 
hear the instant comparison between 
ordinary sound and high frequency 
reproduction. By means of a demon- 
stration panel designed and created by 
Mr. Greene, the consumer can select 
for himself from 2,600 possible com- 
binations of sound equipment includ- 
ing radio tuners, amplifiers, record 
changers, microphones and speakers, 
the proper balance which is pleasing 
to him and meets his requirements. 
Operation of the panel is so simple that 
the customer needs no assistance in 
making the selection, and is left to 
concentrate completely on the equip- 
ment he wants to buy. As he presses 
the button, the corresponding com- 
ponents selected light up, enabling him 
to identify the equipment he is operat- 
ing. 

The studio is 1,000 sq.ft., and was 
built to furnish the utmost in consumer 
comfort and relaxation. There is 
plenty of room for a sizable amount of 
equipment display as well as permitting 
the customer to browse around for 
himself. It has been designed not to be 
acoustically perfect since the firm be- 
lieves the buyer should hear the sound 
in conditions similar to those in the 
average home. 








A Dealer Flies South—Catches Trade 


Interest in electrical appliances has spread so rapidly in the 
area of Lake Tahoe, Calif. that the Sierra Pacific Power Com- 
pany reports its winter load there is now higher than the sum- 
mer load used to be. A number of year-round stores have been 
opened in this district, as well as several which are active dur- 
ing the summer only. One dealer has found it profitable to have 
two shops, one in Tahoe in the summer to catch the vacation 
trade. In the winter he transfers stock and personnel to Palm 
Springs where he catches the winter visitors to that desert win- 
ter resort. 
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STORE to door service is offered in 
Chicago by the Tempco Supply Co., a 
refrigeration and appliance parts sup- 
ply house. The traveling truck (above) 
with interior shelving carries ample 
stocks for sales and deliveries. 


Service on Wheels 


ITEMS used and needed most fre- 
quently are supplied by the unit which 
soon will run on a regular schedule for 
customers. Company emphasizes great 
saving in buyer time and effort 
through shopping right from the truck. 





es 


Clean Money 


There’s nothing contaminated about the money that comes from 
an automatic washing machine—and that doesn’t mean just the 
profit. 

Jack Tooill, St. Louis salesman for Westinghouse Electric 
Supply Co., makes it a point to borrow a dollar bill from a washer 
prospect during group or individual demonstrations. He drops 
the bill into the washer during the wash cycle and leaves it there 
until the wash is complete. Then he takes it out and returns it, 
clean as a whistle and completely unharmed, to its worrying 
owner. 

“I then point out.” says Tooill, “that even though we have 
washed a piece of paper, so to speak, in the Laundromat, it has 
come out unharmed and that if a piece of paper can go through 
the entire cycle, certainly no harm will come to clothing. This 
little gag creates a lot of interest and holds that interest through- 
out the demonstration.” 
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(MORE IDEAS ON PAGE 84) 
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Hunter Profit Makers 


Easily Installed Hunter Package Attic Fan 
Opens A Great, New Residential Market 


When you sell Hunter’s new Package Fan, you reach the great 
number of homeowners who want home-cooling without 
spending a lot of money on complicated installation. Only a 
simple ceiling opening and attic exhaust vent is needed for the 
Package Fan . . . no suction-box or ceiling grille. No time 

or labor to mount separate ceiling shutter, trim or switch 
because they’re built-in! You make more sales . . . easier and 
more profitably . . . because Hunter’s Package Fan is designed 
for low-cost installation. 


Easy Operation 


Gentle pull on chain locks shutter 
open and starts fan. Another pull 
closes shutter and stops fan. Shutter 
and trim handsomely finished in light- 
ivory enamel, oven-baked. Harmonizes 
with every style of interior decoration. 





HUNTER DEALERS HAVE A FAN FOR EVERY CUSTOMER 





AIRSPREAD 
FANS 


Open up your com- 
mercial and indus- 
trial markets. Ped- 
estal, ceiling and 
counter type Air- 
spreads give your 
customers a com- 
plete cooling system 
for the least cost. 
Guaranteed 5 years. 


is 





BELT-DRIVEN FANS 


Sell this famous cooling unit 
wherever air movement is 
needed — homes, factories, 
stores, shops. 6 models with 
certified air deliveries up to 
22,500 CFM. Fan guaranteed 5 
years, motor 1 year. 











OSCILLATING FANS 


10”, 12”, 16” models. Handsome- 
ly finished in black-satin lacquer 
and bright udylite guard. Wide, 
quiet-type aluminum blades. 
There’s no finer oscillating fan on 
the market. Guaranteed 5 years. 


WINDOW FANS 


Hit the rental market with the 
most beautiful fan ever made. 
Just the thing for apartments, 
duplexes and small houses. Guar- 
anteed 1 year. 





CEILING 
FANS 


10 different models in 36” and 
52” sizes for any customer need. 
3 speed switch. 52” fan has pat- 
ented Hunter adjustable blades. 
Guaranteed 5 years. 


EXHAUST FANS 


3 models for any require- 
ments from 1100 to 2800 
CFM. Enclosed, capacitor 
type motors. Rugged con- 
struction. Available with 
automatic shutters. Guaran- 
teed 1 year, 


eee eeeeeeeeeeee ee eeeeeeeeeeeeee eee 
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HUNTER 
FANS 


Write for the complete sales story 
on Hunter’s 7 Profit Makers. 





Hunter Fan & Ventilating Co., Inc. 
Exclusive Fan Makers Since 1886 
398 SOUTH FRONT STREET © MEMPHIS, TENNESSEE 
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MODEL 806—Here is a television dollar 
stretcher that puts sensational G-E Daylight Tele- 
vision within the easy reach of your customers at 
a surprisingly low price. It has everything to win 
friends and quick sales! 10-inch direct-view tube 
—all U. S. Channels—handsome mahogany fin- 
ish cabinet. $279.95* 


*Tax and installation extra, all models. Prices 
slightly higher West and South, subject to change 
without notice. 
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MODEL 807—Some prefer blonds —cabinets, 
that is—and here is a beauty that is styled and 
priced for instant favor of smart television buyers! 
G-E Daylight Television. 10-inch direct-view tube 
—all U.S. channels. Distinctive cabinet in genuine 
native American oak veneer. $289.95* 


AT LEAST 


80% BRIGHTER 


than ordinary television under the 
Same conditions. The new kind 
of television bright enough to 
provide peak picture enjoy- 
ment under the ideal see- 

ing condition of normal 

room lighting! 


MODEL 809—Now your customers can 
enjoy the thrill of owning a G-E Daylight 
Television Console at littie more than table 
model cost! 10-inch direct-view tube—all 
U. S. channels. Stunning cabinet, paneled 
in genuine mahogany veneer. $329.95* 
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LOWER PRICES—UNMATCHED FEATURES FOR THE 
BIGGEST VOLUME MARKET IN HISTORY! 


| yom one of these value-packed models is a 

high-powered sales maker! Each one carries 
a price tag that calls for immediate and vigorous 
sales action! No more waiting for lower priced 
television—it’s here! No more waiting for 
clearer, better, brighter television—it’s here!... 


here in a range of low-priced G-E models that 
will enable you to cash in on television’s great- 
est year. It’s the Bright Line for king size profits 
in ’49. Call your General Electric Television 
distributor today or write to General Electric 
Company, Electronics Park, Syracuse, New York. 


VALUES FROM 239° 


GENERAL @@ ELECTRIC 










MODEL 805—Generol Electric Televi- [ountaat vane 
sion at an amazing new low price! A 
quality performer with a dollar sign that 
will direct traffic to your store! 10-inch 
picture tube—all U. S. channels—compact 
cabinet of moulded rich rosewood plastic 
styled in the modern manner. $239.95* 


PERFORMANCE-ENGINEERED 
at the World Center 
of Electronic Progress 














a : 
“ 
| 
erat wipeetics ~ 


8 
x. 4 





ELECTRICAL MERCHANDISING—APRIL, 1949 PAGE 83 








AN AMAZING VALUE AT A PRICE 
YOUR CUSTOMERS CAN AFFORD! 


"Ploating ron” | 
only $3295 her 


Originally Designed to sell 
for $39.95 


The Modern Flow-Air with its Patented 
“Floating Air’ control places Cool 
Comfort within the reach of everyone. 
You need only compare the features of the Flow-Air with similar 
units selling for considerably more to be convinced of the out- 
standing value: 





Safe—Fully Enclosed—Rugged All-Steel Construction—Over- 
size Motor—12-in. Vairified Blade—Three Speeds—Fully Guar- 
anteed—Listed by U. L.—Finished in Rich Mahogany or Satin 
Grey—Immediate Delivery. 


The Flow-Air is the Hottest item on the market today. Write 
for your sample and convince yourself. Liberal Distributor and 
Dealer Discounts. 


MODERN UTILITIES COMPANY 



































TERMAN TELEVISION, Winnetka, Ill., 
adds a schedule of forthcoming athletic 
contests to each of its salesmen’s cards. 


Dual Purpose Calling Cards 


To make the name of the firm stick 
in the prospect’s memory is the object 
of leaving a calling card. Two firms 
recently have scored with ideas that 
make their cardboards a plus proposi- 
tion. The Westgate Electric Co. in 
Columbus, Ohio, has the salesman’s 
name printed on the reverse side of a 
small, glossy photograph of the front 


AN ACTUAL PHOTOGRAPH of the store 
front graces the calling card of the West- 
gate Electric Co., Columbus, Ohio. 


of their store building. Its snapshot- 
like appearance commands immediate 
attention. 

In Winnetka, IIl., the Terman Tele- 
vision Sales carries a schedule of the 
current athletic contests on each sales- 
man’s handouts. The dates of forth- 
coming football, basketball, or baseball 
events insure its being saved. 





3733 LA SALLE STREET — 


— ST. LOUIS 10, MO. 





FLOATING 
P\Ciiy Wie): 


Gentle top-suds 
washing safe 
for finest fabrics 


wOSSs 


Time TESTED 
Since 1876 


VOSS BROS. 


Davenport, 


a 
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Free Frozen Foods Boost Freezer Sales 


The offer of $50 worth of frozen foods given free with the 
purchase of every home freezer recently brought a large num- 
ber of interested prospects to Jack’s Appliance & Sporting Good 
Store of Cheyenne, Wyoming. The offer permitted the customer 
to make his own selection of foods, from chickens and meats to 
desserts. The privilege of making his own selection was what 
attracted the customer, as there is a wide divergency of tastes 
in frozen foods among housewives. As a result of this intro- 
ductory offer, sales are reported to have been heavy. 
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COLA helps a lot. A Coca Cola machine in the Toronto (lowa) Appll- 
ahce Co. store owned.by Mr. and Mrs. Fred Horstmann pays dividends on sales, 
yattracts traffic and enables a salesman to get a prospect off his foot by means: 


of a free treat. It was just an idea, but it is staying. 
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HERE’S WHAT WE MEAN BY 


LYON QUALITY 








store 


Vest- 

shot- 

diate 

Tele- Phase 
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ales- 3 4” Quality in the Lyon line of sinks and cabinets 

orth- ; oS is a matter of basically sound construction, plus 

eball | ie features of lasting convenience; value that can 
; : = = be demonstrated. Look at the quality features 

of this 66” porcelain sink unit. 
mn 


1 Sink of extra heavy pressed steel, made in one 

piece; finished in acid-resisting white porcelain 

enamel. 

2 Fixtures triple-plated chrome. Swing type faucet 

with spring flow aerator. Trigger type spray with 

metal.reinforced head. 

3 Drawers— 2 deep and 2 shallow, all with roller 
i Upper right hand drawer lined with 


sound-deadening linoleum and equipped with 3 ad- 

justable cutlery partitions. 

ee Compete with ———_ 

shelf; center wire basket — swinging tow P 
METAL PRODUCTS, INC © Doors jnnlehed Coane eee Wie a 
clusive Lyon Tap-O-M&tic handles. 


6 Styling—modern and permanently beautiful. 
oD Sleek, rounded corners. Recessed black base. 





7 Louver for ventilation and water guard. 


The Most Complete Line of Sinks and Cabinets 
The Lyon line of sinks includes models with porcelain 
linoleum or stainless steel tops—14 different models, 
| from 42” to 96’. The cabinet line includes base, wall and 
utility cabinets in a wide range of sizes to enable you to 
offer practically “custom-built” kitchens. 
General Offices. 421 Monroe Avenue, Aurora, Ill. A few dealerships are now available. Get in touch with 
Branches and Dealers in All Principal Cities the nearest LYon representative or write direct to Aurora. 











a A PARTIAL LIST OF LYON PRODUCTS — 
@ Shelving © Kitchen Cabinets @ Filing Cabinets © Storage Cabinets © Conveyors © Tool Stands ¢ Flat Drawer Files 

@ Lockers Display Equipment ¢ Cabinet Benches © Bench Drawers © Shop Boxes ® Service Carts ¢ Tool Trays ¢ Tool Boxes 

© Wood Working Benches ¢ Hanging Cabinets ¢ Folding Chairs © Work Benches © Bar Racks © Hopper Bins © Desks © Sorting Files 
© Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases ¢ Stools @ Ironing Tables 





\ppli- + 
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4. 


= and that’s why Sepco is 
..90 MUCH MORE EFFICIENT 
..90 MUCH EASIER TO SELL 


No need to split hairs when you explain Sepco Electric Water Heater 
advantages ... No need to depend on ordinary features found in any 
one of several dozen other heaters 


..».9epco has what it takes to sell! 


Sepco has all the conventional water heater AND, IN ADDITION, Sepco gives you 
features from magnesium rod tank protec- these three exclusive features that prospects 
tion to good insulation, fine appearance and will quickly recognize as spelling greater 
10-year guarantee. heating efficiency, lower electric costs— 
7 MORE FOR THEIR MONEY. 

Cash in on the big electric water heater 
market . . . with the unit that goes farthest 
toward selling itself! 


BIG 4-FOOT HOT- 7 
CENTER CONVECTOR | 


extends entire length of tank. 
Scientifically designed for con- 
vection action. Heats water con- 
tinuously as it swings upward 
along full length of HOT- 
CENTER CONVECTOR. De- 
livers more 150° water faster! 
Reduces liming and scale for- 
mation. Increases tank life! 





5 so UNIQUE 
HELICAL DIFFUSER 


breaks up surge of incoming 
cold water, spirals it gently 
to proper heating position. 
Avoids premature mixing. 
Guarantees maximum with- 
drawal of hot water. 


designed and made by SEPCO 
specifically for water heater use. 
Immersed in water for instant, 
positive reaction to tempera- 
ture change. Assure plenty of 
hot water at the right tempera- 
ture at all times. 








AUTOMATIC ELECTRIC HEATER COMPANY .- 





































Pottstown, Pa. 
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Death Chamber 


for Bacteria 





CONTINUED FROM PAGE 72=e=mmy 


in the tests. At regular intervals sam. 
ples of water were removed from the 
testing machines and tested for bac. 
teria. By the time 20 minutes of the 
machines’ normal cycle was completed 
every pathogen had been destroyed. 


No Return to Life 


Not satisfied with this, the scientists 
then tried to bring the bacteria back 
to life by incubation. Unable to wake 
the microbes from their lethal sleep, 
the laboratory reported in typical 
medical language that “the pathogenic 
contaminants were destroyed and not 
merely inhibited.” 

That still wasn’t enough, apparently, 
because the same tests were made with- 
out using any soap or detergent. The 
hot water and the mechanical action of 
the washer were still enough to destroy 
the bacteria before the cycle was com- 
pleted. End 


Prospect Parties 
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boards are stocked with dishes as well 
as packaged foods. The refrigerators 
and freezers are food loaded. Instead 
of the usual straight line arrangement, 
the kitchens are built around three 
sides of the specially constructed rooms 
just as if they were three walls of the 
housewife’s own kitchen. 

“The idea here,” says Harrison, “is 
to help the prospect visualize how a 
complete kitchen will look in her own 
home. If she is thinking about buying 
just one or two units, then our set-up 
enables her to visualize where the 
additional equipment might be advan- 
tageously placed in her own kitchen. 
If her kitchen is still non-electric, she 
can see how an ideal super-kitchen will 
look when installed in her home. Best 
of all, she visualizes it on a functional 
basis, not merely as a store display.” 

The appliance department of the 
Aaron Schultz store occupies one ¢t- 
tire wing of the building. Entrance to 
the department is through a wide arch 
from the main floor furniture depart 
ment. The “everything works” kitchens 
are arranged along the right wall of the 
department while the opposite is de 
voted to the display of various makes 
of radios and television sets. The wide 
area between the walls is used to dis- 
play the several makes of refrigerators, 
ranges, freezers and other electrical 
units handled by the store. 

The store uses newspaper and bill 
board advertising but the main reliance 
for appliance sales is upon the group 
demonstrations. The Aaron Schultz 
company has a total of eight furniture 
stores but the new method of selling 
appliances by group demonstrations 
was originated in the new store 0 
Atlantic Avenue. This selling syste@ 
is being extended to the other Schultz 
stores. E 
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GUARANTEED 





SOLD AND 


7PHILCO 


Here’s front-page news for every appliance dealer— 
the entry of Philco into the electric range field—with 
the finest value line in the industry—AND A GREAT 
NEW PROFIT OPPORTUNITY FOR YOU! 


We’ve joined hands to back Electromaster ‘‘quality”’ 
with Philco’s vast manufacturing, merchandising 
and promotional activities. The meaning for you is 
clear and pointed: MORE ALL YEAR ’ROUND 
PROFITS! 


You’ve been offered many range lines—but there’s 
only one Electromaster!—produced in one of Amer- 
ica’s finest and most modern plants—produced by 
electric range craftsmen famed for an impressive 
number of “‘firsts’”’ for over 20 years—and OFFER- 
ING MORE OF THE FEATURES WOMEN 
WANT MOST TODAY! And remember—it’s sold 
and guaranteed by Philco! 


Electromaster includes such wanted features as: 
1. Giant 5500 cu. in. Oven (holds a 40-lb. turkey!) 
—2. Super-speed monotube surface units—3. Her- 
metically-sealed twin-lens Pyrex glass Oven window 
—4. Automatic pre-heat oven temperature control 
—5. “Jiffy-Lift’’ Deep Well Cooker—6. Bearing 
roller drawers—7. Beautiful modern styling—8. All 
surfaces are finished with stainless porcelain enamel. 
There are many other quality features—see your 
Philco distributor now! 














IN ELECTRIC COOKING FOR 20 YEARS! 


@ First glass-wool insulated oven e@ First high speed 
Deep Well cooking unit e First table-top electric 
range ® First with silver contact switches @ First 
super-speed surface units @ First twin-lens Pyrex 


oven window e and many more “firsts”! 


Tell Your Prospects the OGtuomasler Story! 


ELECTROMASTER DIVISION OF PHILCO CORPORATION, PHILADELPHIA, PA. 
ELECTRICAL MERCHANDISING—APRIL, 1949 
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ON NEW RANGES AND FOR MODERNIZATION 


Here are only a few of the many reasons why 
CHROMALOX “Supreme” Units are first choice! 


CHROMALOX Units are scientifically de- 
signed for maximum contact heat and maximum 
radiant heat which make possible faster cooking 
speeds and utmost operating economy. The 
separately replaceable inner and outer coils, 
made with Inconel, are anchored by an exclu- 
sive method which permits free lateral expansion 
and contraction during heating and cooling 
cycles so that CHROMALOX Units stay flat 
permanently. 


CHROMALOX Adaptor Rings are superior too 
when it comes to fitting range-top openings. 
With a few Standard Units and a small 
supply of Adaptor Rings, you can quickly fit 
all electric ranges regardless of the diameter 
of the top openings . . . you need only a screw- 
driver and pliers, 


For the full story of the many 
superior points of tructi 











Exclusive Trienguler cross-sec- 
tion assures maximum flat con- 
tect cooking surface. 





CO) 











2 Units in 1 for versatile heat 
selection. Four separate cook- 
ing areas, from 4344" to 8” in 
diameter fit all pans and pots. 
Individual coils are seperately 
replaceable. 





= 














Free Lateral Expansion. Unit 
can't warp, stays flat and level 
for maximum contact with cook- 
ing utensil. 





and the many saleable features 
Chromalox “Supreme"’ Units 
give yousend for your copy 
of Catalog RU-147, 


TY mM AT AAW 
KK ©) NAVA O) A 
‘Loctuic Cooking at ite. Beat” 

















More Easily Cleaned. Unit lifts 
up end stays up, reflector pan 
comes out for thorough washing. 


Rc-33 


FSSCSCSCSsVssseses esses sessseessssssessssasseseaasagassage 

$ , 
e EDWIN L. WIEGAND COMPANY ; 
H 71525 Thomas Boulevard, Pittsburgh 8, Pe. ; 
ys Please send me my free copy of the new CHROMALOX RANGE UNIT 4 
¢ REPLACEMENT CATALOG RU- 147. ; 
° RSE AIT ARLES AE PITT a Tete ae Ree eR OE é 
é REE 9 Ree Seno ae £0 CET SR OLS, ee ¢ 
‘ I 0s Seiesealclninndiilllabbslaianniaasnimsibceinipiabteadiesctosiaataciciintiaanieabtiatbs ale aah 4 
6 SI iasisesiaii peas tocialicda na Se a arn Tt eS Saree eas 4 
¢ eS CONN Se eELTT Se Seen ans Lee SS ae $ 
: r 
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BOTH H. N. Light of South Bend and K. J. Daubert of Louisville have operated 
stores for years, and have definite ideas about franchises. 


Franchise Fracas 


Many dealers feel that manufacturers 
should take a hand in the problem 


HAT the appliance dealer is 

getting a much greater kicking 
around from distributors than most 
manufacturers suspect, was pointed out 
by a panel of three veteran dealers at 
the winter session of the National Ap- 
pliance and Radio Dealers Association 
in Chicago recently. 

Following are a few items: 

1. After ten years selling one brand 
of radio a dealer had his franchise can- 
celled just after spending $200 for large 
displays, literature, matches, etc. 
Dealer feels it was done because he did 
not accept one deal offered by the dis- 
tributor. 


What Gets in Their Hair 


2. A dealer who did $300,000 in 
business in 1948 had a major appliance 
franchise cancelled on a 30 day notice. 
Reason, he thinks, was his protest over 
the condition in which merchandise 
was coming through, and the fact he 
dared to state he didn’t like the short 
discount on the line. 

3. A distributor promised a dealer 
a certain amount of hot merchandise if 
he would go along on an elaborate co- 
operative campaign. The dealer went 
along, paid his part but didn’t get the 
merchandise. When he protested, he 
was cancelled out despite the fact that 
he had handled the line for years and 
had bought as much as $36,000 a year 
(wholesale) of the brand in previous 
years. 

4. A dealer got a distributor price 
list in and bought some merchandise. 
He sold one item and was surprised to 
see a distributor charged him $10 more 
than quoted. There had been a price 
change on that particular finish; the 
distributor had not notified the dealer 
but wanted him to take the loss. After 
interchange of a dozen letters, the 
dealer finally was credited with the 
$10. “Why is the dealer always 
wrong ?” he asked. 

5. A distributor of a well known line 


else.” This, despite the fact the deale 


walked into a dealer’s place of busines 
and told him what he had to do, “a 


had been successful for approximate) 
20 years. 

6. One well known line had for 
outlets in a town and has increasei 
them to seven. Now it wonders why 
none of the dealers get out and plug the 
way they did in the pre-war days. 

With the manufacturer and th 
wholesale trade well organized, & 
clares H. N. Light of South Beni 
Ind., the time has arrived when tk 
dealer must act for his own protectio: 
Today’s franchise gives him none, It 
says. And Mr. Light feels that dealers 
should do their negotiating with mam- 
facturers on a national basis. 

His formula for a franchise is « 
follows: 

1. It should be perpetual. 

2. A dealer should be appointed fx 
a certain amount of population, enougi 
to make it profitable. 

3. Distributors or manufactures 
should not put on or cancel out deales 
without three meetings where bo 
have the opportunity to discuss the! 
views. 


Dealers Help Build Acceptance 


4. When the cancellation is decide 
upon the dealer who has carried a lit! 
two years should have a 30-day write 
notice; when he has had it three ® 
five years, 90 days, and when he li 
carried the line five years or over, 
months. Mr. Light says that a ded 
who has carried a line for a long ti™ 
has helped to build acceptance a 
deserves consideration. 

Karl J. Daubert, Daubert Elect 
Co., Louisville, Ky., gave his opin 
to the effect that franchises at 
present moment are worthless. Th 
should in the future originate at * 
factory level and not at the distribu" 
level. In his opinion, distributor ™ 

(Continued on page 92) 
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Newest EASY 


with new 
EXTRA VALUE 


for 
EASIER SELLING 


This newest Easy Spindrier is value-packed for quick sales action 
...the kind of movement you need on top-end washers to take 
the pressure off today’s “pinched profits”. Built for the most de- 
manding customers. Backed by new selling programs...new 
Opportunities for making money with the most valuable washer 
franchise of all...that’s Easy! Easy Washing Machine Corporation, 
Syracuse 1, New York. 
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HANDY NEW SWING FAUCETS 
SAVE SUDS & EMPTY WASHER FILL TUB & RINSE 





utor me 
2) 


DISING 


| Every day 





> 
. 
J 


more women Say — : Wags A a an 
u a 
“It's EASY for me! 


of 


WITH 
AUTOMATIC SPIN-RINSE 





WASHES HERE SPIN-RINSES, DAMP-DRIES HERE 
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3 SELLS IN SUMMER! 


Wanted by parents and business executives 
alike! Circulates air at all levels quietly, effi- 
ciently with a powerful pumping action. Super- 


Super, Oi 


ollt ITSELF— Sel& YEAR ’ROUND! 








e SELLS IN WINTER! 


It eliminates dead inventories because it sells 
in every season. Distributes comforting heat 
from space heaters, radiators, hot air registers, 

















etc. Saves fuel. Brings ceiling heat to floor 


fan doesn’t “fan” the air—it blows it right 
level. Exhausts odors and stale air. 


where you want it at the rate of over 44 mile 
per minute. 


@ SELLS ALL THE TIME! 


Superfan dries clothes on bad weather days. Dries 
scrubbed, waxed or painted floors. Dries hair quickly 
and comfortably. Gives you positive selling punch! 









IT’S PORTABLE... IT’S POWERFUL 
IT’S SILENT 


Superfan is the NEW, SAFE, all-purpose, 
year around portable forced air blower 
that has proven through sales tests to be 
the most wanted development in the 
counter appliance field. It’s quiet and 
efficient. No disturbing whine or sudden 
blasts, yet air is kept in motion at all 
levels; floor, ceiling and living level. 


iT FRESHENS 


es 
Is 


IT’S PORTABLE 








Sell Superfan, the product that sells it- 


fh self! Get the facts. Write or wire today. 
ATi SRAtikae eter 








BE A SUPERFAN DEALER! 
GET READY FOR SUMMER SALES 
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for Superflame and other 
oil heaters. 
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ORDINARY FAN... TURBULENCE SUPERFAN . .. 100% CIRCULATION 


PAGE 90 APRIL 1949—ELECTRICAL MERCHANDISING 





TURNS “LOOKERS” 
INTO “BUYERS” 


GET THE FACTS TODAY! 


ELECTRICAL MERCHANDISING—APRIL, 


1949 


NO DANGEROUS 
FAN BLADES! 


me 


TO: QUEEN STOVE WORKS, INC. 
ALBERT LEA, MINNESOTA, Dept. E4 


Distributors 
Please send us full particulars on the NEW SUPERFAN and the SUPERFAN PROGRAM. 


Firm Name 


Det MN oo. 0:6. 646:60.0:9:0:9:9404.00 09844. 00 0s bRbt ESR EES 6 Se4Nebe ee eEEN ee beneess hsetneee 


DISTRIBUTORS: A few good territories are still available in some areas. Write for details. 
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LOSCOS NEW 


New Cosco Posture Back Ironer Chairs—two models—combine 
all the features your customers want and need in comfortable seat- 
ing for use with all makes of automatic ironers. In addition to 
laundry use, they are ideal for sewing room and many other work 
centers about the home. 


POSTURE BACK 


Posture back is adjustable to any height and has special rocking 
action to provide perfect fit for the back in all positions. Seat 
(13” x 15”) and back on both Models 9-B and 9-C are upholstered 
in all-plastic Boltaflex—black or red. 


Chair is of tubular steel construction, with all edges rounded or 
turned under. Each pair of legs is constructed as a single unit for 
greater strength. Model 9-B is finished in white, baked-on enamel; 
Model 9-C has chromium-plated legs and back support with tough 
baked-on enamel trim on seat and back. 


CHAIRS 


Order Cosco Posture Back Ironer Chairs now—both models, 
both colors. Display and sell them to every automatic ironer cus- 
tomer. And for com- ie 

plete information on “\} 

these Cosco “‘newcom- 
ers” —also nationally- 
advertised Cosco 
Household Stools and 
Utility Tables—see 
your distributor or 
write to: 








MODEL 9-B is 16%” high 
to top of seat; 302” 
overall. Finished in 
white, baked-on 
enamel. 








~~ 
a 

—— | 

ence ail 





MODEL 9-C is identical to the j \4 
9-B except for its chromium 
finish. 


HAMILTON MANUFACTURING CORPORATION | COLUMBUS, INDIANA Nt 


— 


By the makers of 
Household Stools | | ba 
and Utility Tables 
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Franchise Fracas 





have slipped badly in the postwar years. 
The NARDA should approach manu- 
facturers and sell them on the idea of 
working out equitable franchises. Mr. 
Daubert does not believe that present 
day distributors are qualified ‘to relay 
to the manufacturer what the picture 
really is. 

“In Louisville, there are more un- 
franchised dealers than franchised,” 
he says. Action by enlightened dis- 
tributors and dealers’ associations will 
do much to better the situation. It is 
not necessary for industry to wait for 
the inevitable weeding out of dealers, 
in Mr. Daubert’s opinion. 


Ask Dealer to Factory Meetings 


Julius Kovach of Paramount Good 
Housekeeping Shop, Racine, quoted 
the philosophy of Sears-Roebuck’s 
founder when he said the cost of the 
second sale was less than the first one. 
In the same sense, he said, this is true 
with the dealer. It costs a distributor 
or manufacturer more to take on a new 
dealer than it does to educate the old 
one. The dealer problem is a child of 
the industry and should be studied by 
top management. It is his opinion that 
in the future manufacturers should in- 
vite dealer representation to their 
factory-distributor meetings in order 
that all might discuss the proposition. 

The Kovach operation in Racine is 
cited as an example by its owner. The 
firm does around $150,000 a year, 70 
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JULIUS KOVACH of Racine, Wis., says 
manufacturers should consult with dealers, 


percent of which is in appliances. It 
employs three salesmen and three sery- 
ice men. Mr. Kovach firmly believes 
that people buy from him on account of 
the service that he renders. 

In Racine he has seen the Chevrolet 
and Buick franchises advance in worth 
to the retailers who hold them, whereas 
in the appliance field there has been 
turmoil. 

Julius Kovach believes that the 
manufacturer who will first recognize 
the situation and offer a remedy will 
put himself in a strategic position. End 


Salesmen’s Pay Tied To Gross Profit 


6 ie problem of how best to pay 
salesmen and how to adjust trade- 
in allowances has been solved by Bob 
Fifer, of Fifer’s, Boise, Idaho, by ty- 
ing in the salesman’s return to gross 
profit made by the store on all transac- 
tions. Before the war this arrange- 
ment called for one third of the gross 
profit on each outside sale to go to the 
man who made it, an arrangement 
which resulted in very satisfactory re- 
turns to the men—and made it possible 
to figure in advance exactly what pro- 
portion of income would have to go for 
selling cost. While appliances were 
scarce and most sales were store trans- 








“WHAT HAPPENS WHEN THE GUEST-ROOM 
BULB YOU USE IN THE HALL, THE BATHROOM 
AND YOUR READING LAMP, GOES OUT?” 





actions it was impossible to operate on 
this basis, but Mr. Fifer has always 
planned to return to this system as 
soon as feasible. 

The salesmen are allowed to take 
trade-ins as they see fit and to fix the 
price on them without reference to the 
store. However, the allowance must 
be such that they can be sold at a 40 
percent markup. If the figure is set too 
high, the 40 percent is nevertheless 
taken out of the eventual selling price 
as a store perquisite, and an additional 
compensating charge is made against 
the original transaction, lessening the 
gross profit on the sale and, inciden- 
tally, reducing the salesman’s return 
by just so much. 

In 1947 the business was able to 
show a 5.12 percent net profit. In this 
was included some small amount of 
wholesale business. Advertising allot- 
ment was 1.48 percent and salaries 
10.74 percent. In 1948 net profits 
were 7.217 percent, advertising allot- 
ment 2.65 percent and salaries 14.53 
percent. 

Advertising is mostly by newspapet. 
Mr. Fifer has tried out radio but states 
that he has been unable to measure any 
return from the expenditure for radio 
time. Boise papers, on the other hand, 
have state-wide circulation and bring 
in returns from all over the state. A 
truck carrying a stock of appliances 's 
sent out into the country from time to 
time to take advantage of this market, 
and does not return until its stock 1 
sold. End 
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| THE BIG 
| Yformmade BARGAIN — 


A bargain leader in every price class! Seven great 


models blanket the entire air circulator market .. . 
ORDER NOW from $22.95 to a top of $147.00! F 1) ? j t 4 © 
to assure : 


delivery 



















5 BIG REASONS 





Complete safety Moves 3 times more air 3 
2 for children with times farther than ordinary 
Vornado’s revolu- “buzz” fans 
es. It 
. Sery- 
slieves 
unt of 


tionary construc- 


tion. 4 Superb beauty —the first 


complete change in fan 
More comfort engineered design in 35 years 
into Vornado with swirling 


vrolet Vortex-Tornado air action 5 Air where you want it with 


worth 
hereas 
; been 


— no pulsation or vibration Vornado’s feather-touch tilt- 
of the airstream ing feature 


100% DEALER SUPPORT National advertising in 
LIFE and other dominant magazines reaches MILLIONS OF 
PROSPECTS. Strong dealer helps, stunning displays, and coop- 
erative local advertising boost your sales and profits on all models 
of VORNADO .. . World’s Finest Air Circulators. 
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t the 
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27 MILLION 
NEED THIS NEW 








Wives want to buy it .. . so do men! Both 
see the sense of using the Paragon “‘de-frost-it” 
for automatic defrosting of refrigerators. What 
be has in mind is the relief ‘‘de-frost-it” 
brings to wife or mother . . . plus greater 
refrigerator efficiency. What she has in 
mind are these advantages: 


FREEDOM FROM MESSY DEFROSTING: 
She knows what a mess it is to defrost a re- 
frigerator 52 times a year . . . those weekly 
tussles with thick accumulations of frost and 


- st 
——— 





Pe 


ging trays of water that spill over on floor 
and clothes . . . emptying, cleaning, re-filling 
ice cube trays! “De-frost-it’” frees her from 
this disagreeable job . . . does the defrosting 
for her, automatically, every night! 
IMPROVES REFRIGERATOR EFFICIENCY: 
Thick frost chokes off refrigeration. The 
thicker the frost, the more the motor and 
condenser work “‘overtime’’. De-frost-it auto- 
matic nightly defrosting prevents heavy frost 
accumulations . . . keeps refrigerator colder 
. . makes it more efficient . . . ice cubes 


YOUR TRADE WANTS IT 


SAVES FOOD, ELECTRICITY AND UP-KEEP: 
Thick frost robs freshness from foods . . 

dries out vegetables and meats . . . causes 
needless spoilage. De-frost-it nightly defrost- 
ing improves refrigerator humidity . . . helps 
keep foods fresh longer, helps retain their 
natural moisture and flavor. THAT SAVES 
FOOD! The refrigerator runs less to main- 
tain proper cold. THAT SAVES ELECTRI- 
CITY! Automatic nightly defrosting by “‘de- 
frost-it” is gentle, so ‘‘de-frost-it’” puts less 
strain on refrigerator mechanism’. . . and 












THAT SAVES UP-KEEP! 
Both men and women want “‘de-frost-it” ... sell BOTH! 


Why IT’S A WINNER FOR YOU 


| IT’S GUARANTEED FOR 12 MONTHS 
. » « it’s dependable. 


ice . . . melting and chopping it off ...lug- freeze faster, never get “‘frost-bound”. 




















THE MARKET IS BIG ... Thousands 


in your trading area want “de-frost-it”. 


LOW PRICE ($9.95) .. . Every re- 
frigerator home can afford it. 


IT’S A GOOD “TRAFFIC ITEM”... 
SELLS ON “IMPULSE”. Display it in 
your best “traffic lanes”. 


IT’S A GREAT GIFT ITEM... ALL 
YEAR ‘ROUND. Feature it for Mother's 
Day . .. Weddings . . . Birthdays... 
Anniversaries. 


Paragon 
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_ THOUSANDS TESTED and AP- 
PROVED IN ACTUAL SERVICE... 
carries Good Housekeeping and Under- 


writers’ Laboratories seals. 


. oo luggrnm EVERY SALE ATTRACTS MORE 
SALES . . . housewives are proud to 


show “de-frost-it” to their friends. 





AMERICA’S LARGEST EXCLUSIVE MANUFACTURER OF TIME CONTROLS, 
including nationally-known TIME AIDS ... WINDOW and ATTIC FAN 
TIMERS . . . “de-frost-it’ AND OTHER PRECISION TIMERS. 
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MAKING CUSTOMERS FOR YOU! 


Over 30,000,000 sales messages will be working for you 

. . . telling the “de-frost-it” story in LIFE and GOOD 

HOUSEKEEPING. Tie in with this important pro- 

gram. It’s a real opportunity for you, in a year when 

you'll need good promotional items . . . like “de-frost-it” 
. . involving so little dollar-inventory. 














Free Sales Aids 


Sales building displays, point-of-sale material, folders for 
mailing and handouts, are packed free with every carton 
of six “‘de-frost-its”. Newspaper mats and other sales 
aids available without charge, on request. 


Get the whole story... 
MAIL THIS COUPON 
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ELECTRIC 
COMPANY 
1638 -12th Street o Two Rivers, Wisconsin 
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‘Pominion’s New Pop.Up Toaster 





THE DEPARTMENT STORE is the beg 
showcase a manufacturer can have, soy 
Philip Welber. 


Two-Way Selling 


CONTINUED FROM PAGE 69—=mmmmmy 





does only 2.3 percent of its total vol. 
ume in appliances. Robertson's js 
doing five percent of its volume here 

Even in their concept of an appli. 
ance department the Welbers have gon 
farther than most. Says Philip We. 
ber: “Back in the mind of the house. 
wife is a dream of having a kitchen a 
lovely as anything shown in the pags 
of a woman’s magazine. She may no 
admit it, but that is what she is shoot. 
ing at. It has been our idea to hel 
her put together the component parts 
of that dream.” 


Short Margins 





The Welbers feel they have give 
their appliance department everythin 
it needs to succeed. The first year they 
took orders for non-existent merchar- 
dise and took a loss in delivering it a 
fixed prices. Their feeling in account. 
—— ;, ing is much like a theater’s—so muci 
to meet the “nut” or cost of operating 
Today the trouble with appliances i 
the department store is the short mar- 
gin, says Mr. Welber. Robertson’s get: 
margins from 30 to 39.5 percent, with 
an average of 34. With the cost a 
operating over 30, the only way th 
firm can make money is on volume 
The future of the department hinges [ 





ANOTHER “FAMILY Fayopitt” 





Among the spring beauties this year blossoms 
a handsome, all new pop-up toaster by Dominion. 
Gracefully styled throughout, it is truly a 


on whether this volume can be had. 
“Of course we remember,” says Mr. 
Welber, “that the reason we openti 


tip-top pop-up! an appliance division is that we wantei 


Nor are the superior qualities only “skin | 2 Tunded out ee a ae 
deep” on this newest Dominion appliance. Be- | Wi could get everything from 
hind the lustrous durable chrome finish are con- | ‘ttS0"’s, instead of having to g 
struction features that simplify time and color | ‘sewhere. But don’t forget — 
control. It means a lot of toaster satisfaction | like also to make a profit out a 





“4 ivi 


’ L rable with minimum attention. | department.” 
arr? gh Reps qtiot _Dealers will hail it as the pop-up toaster for 
le Thr ss the quick turnover. Its lower price and modern ap- 
availa? iors Act peal are surefire volume builders! 
pist™ 
DOMINION ELECTRIC CORPORATION, MANSFIELD 1, OHIO 
SALES OFFICES: Atlanta: S. C. Stockdale, 688 Highland Ave., N. E.; Boston: Boudrot & Garside, 157 Federal St.; Chicago: Stein- 


metz & Kelly, 1422 Merchandise Mart; Cleveland: Maurice J. Lagkritz, 709 Union Bldg., 1836 Euclid Ave.; Kansas City: (Mo.) Lou S. 
Gershon & Son, 504 Merchandise Mart, 2201 Grand Ave.; Miami: Jules J. Dreyfuss, 68 N. W. 7th St.; New York: Charles Martin Co., 
200 Fifth Ave.; Norfolk: Goodman Bros., 823 W. 32nd St.; Philadelphia: Louis M. Harmelin, 6661 Wayne Ave.; Dallas; Les Angeles. 









ALL EMPLOYEES can be bird dogs a 
share in commissions by handing in ti 
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TELECHRON FOUR-ALARM ADVERTISING 
a IS HOT APTER GIFT SALES 
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Telechron is going to provide the spec- 
tacle, a thrilling blaze of 4-alarm adver- 
tising during May . . . a double spread in 
Life .. . a page in The Saturday Evening 
Post . : . and half pages in Ladies’ Home 
Journal and Country Gentleman. You’re 
invited to add the noise . . . a good old 
cash register clang. You'll get more out 
of this hot advertising idea . . . in gift 
sales for graduations, weddings, and 
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showers ... if you tie in. Make sure you 
have plenty of Telechron electric clocks; 
feature them in your window and store 
displays and in your own advertising! 
Telechron Inc., Ashland, Massachusetts. 
A General Electric Affiliate. 

Telechron . . . the first and favorite 

electric clock . . . provides right time for 
every room. Smart styles in alarms, 


occasional and kitchen clocks, and awakening 
devices make profits for you. 
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HELPS YOU MAKE UP TO TWICE | A‘: 
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CHALLENGER MODEL NO. 3010 CHALLENGER MODEL NO. 3013 
FROM 30% TO 40% MORE PROFIT WITH OPTIONAL PROFIT BOOSTERS 
Only QUAKER offers this optional equipment to step-up your volume and profits! 
«x 





HERE ARE YOUR 
PROFIT BOOSTERS! 


Automatic Heat Circulator and Auto- 
matic Draft Booster. Easily installed on 
the above heaters in 5 minutes with just 
a screw driver. They increase your dol- 
lar profit on each sale by 30% to 40%! 





CHALLENGER MODEL NO. 3008 


Competitive in price with unusual opportunities 
to step-up profits with this low-ticket beauty. 
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line for “49 


oo * 
ae EYE APPEAL! STYLE APPEAL! 
BUY APPEAL! 


NOW ... more than ever . . . QUAKER dealers are 
Heating Headquarters for their communities! Con. 
sumer acceptance backed by Quaker’s 60 years of 
leadership is made even stronger by an entirely new 











































line of moderately priced heaters that scoops the : 
market in appearance. 60 years of engineering * 
“firsts” keep QUAKER far ahead in performance. 

That's why the 60 years of QUAKER “know-how” ra 
makes QUAKER the profit line for YOU! + 


SCOOPS THE POPULAR PRICE FIELD! : 


Unbeatable values in their price range! That's the 
story of the new QUAKER Challenger heaters. 
They’re completely redesigned . . . inside and out 
. .. to offer more heater per dollar than anything 
you’ve ever seen. What’s more, only the QUAKER 
Challengers are engineered for the quick addition 
of automatic air circulators and automatic draft 
boosters. Your inventory is cut to the bone because 
the three basic models convert almost instantly into 
the customer’s choice of 12 different combinations! 
Folks can’t resist the additional comfort and econ- 
omy these accessories make possible. You can 
feature a sensational low price . . . and still step-up 
your sales for extra profit. Contact QUAKER or your 
distributor today for full information. 





WRITE TODAY FOR THE NAME OF YOUR 
The Most Sensational Heater In America Today... DISTRIBUTOR AND FULL INFORMATION 


XK THE QUAKER “3210 ABOUT "THE PROFIT LINE FOR 49”... 


e * 


Here is the heater that has the highest selling price in the industry, yet 
it costs less than any heater made because 1t pays for itself in the fuel oil 
K it saves. The famous heater is currently producing a per dollar 
volume for dealers than any other model in production. It is one of the 
largest selling heaters on the market regardless of price. The a 
% new device ... QUAKERTROL ... is available only on the QUAKE 
3210. It automatically synchronizes the flow of air and oil . . . assures 
perfect combustion in any weather .. . with any chimney. That’s wh 
the QUAKER 3210 out-performs any natural draft heater made. And, 
you make twice the average profit . .. between $80 and $90 on every 
sale. Investigate the amazing potential of the QUAKER 3210. Tear out 
and mail the coupon today for full details. 





QUAKER MANUFACTURING COMPANY 
223 W. Erie Street © Chicago 10, Illinois 
Export Agents: A. J. Alsdorf Corp., Chicago, Illinois 
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HIDDEN 
TREASURE 


Your prospects... 
the Homemakers. . 
are again shopping | 
around. They’re | 
comparing. They’re 
looking for better 
values . for the 
“hidden treasure” 
that gives them 
more for their 
money! 











The Chinook 


What's more, Home- 

makers’ purchasing 

of stoves and ranges are now largely in the 
medium price class. 


To meet these growing demands, Anchor 
offers its new line of medium-priced Round 
Oak stoves and ranges... all with “under- 
the-skin” features that mean plus-values. 
For example, compare the heavier-gauge 
steel used in the Anchor Round Oak line. 
Theyre designed to last 
= == and give years of superior 
service. 





ed et he oO. 
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Get the facts about this 
and the nine other excellent 
features of Round Oak 
Ranges. Write Anchor Divi- 

Stratton & Terstegge 
Co., Inc., P. O. Box 311, New 
Albany, Indiana. 





The Kitchenette 


ROUND OGAK RANGE 
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Traffic and Comparative Selling 





CONTINUED FROM PAGE 61 


statement about the appliance firm, it 
holds the listener’s attention and he 
hears it through. He also remembers 
Mr. Wanner and the firm which isn’t 
afraid to kid itself. 

“Most important of all, it draws 
customers,” says the genial St. Peters- 
burg dealer. “Why, just yesterday a 
woman came in and bought a radio for 
her daughter off at college and told us 
the young lady would be tickled pink 
when she learned it came from ‘The 
Awful Housekeeping Shop’. Many 
people drop in just to see what kind 
of store we operate.” 

The Wanner newspaper ads are dif- 
ferent, too. Instead of running long 
winded quarter-page or half-page ads, 
the firm scatters several small display 
ads throughout the paper, thus catching 
the reader’s eye several times as he 
thumbs through the paper, rather than 
only once. While these ads usually are 
brief and to the point, each one men- 
tioning a different appliance, some- 
times Mr. Wanner will tie in with cur- 
rent events or timely happenings. 


Vote For Appliances 


Just before the election last year, he 
was advising his readers to “vote for 
Dick Wanner for approved electrical 
appliances. His platform—immediate 
delivery of Kalamazoo refrigerators 
and ranges, Coolerator refrigerators, 
Thor washers and ironers, Mertland 
water heaters and 75 different model 
radios. His record—veteran of 20 
years appliance experience; consistent 
exponent of liberal terms; kissing 
babies a specialty; not endorsed by 
Glen Dill; respectfully ignored by most 
competitors. Guaranteed and endorsed 
by the Good Housekeeping Shop. This 
ad paid for by thousands of satisfied 
customers.” 

When radio sales lagged in early 
December of last year, Mr. Wanner 
went into print with an ad which said 
frankly, “We can’t eat ‘em. We 
thought these would go like hot cakes 
but we were wrong.” And there fol- 
lowed a list of table radios with sharp 
reductions in price. Business picked up 
immediately, according to Mr. Wanner. 

Florida had an unfortunate experi- 
enee with television. With everything 
in readiness for installation of the new 
medium in Miami and other areas, 
plans for the deal fell through at the 
last moment. But Mr. Wanner wasn’t 
going to be left behind as long as there 
was a possibility of television broad- 
casts in the nearby areas. He ordered 
an Admiral television set, installed it 
where the curious could examine it 
plainly and advertised it as “the first 
and only television set in St. Peters- 
burg.” Just the novelty of the idea 
alone, according to Mr. Wanner, was 
worth a mint of publicity and a heavy 
increase in store traffic. 

By such ads and publicity methods, 
Mr. Wanner gets customers into the 
bright little shop on the city’s main 
street. It is then up to him and his 
small but efficient staff to sell the cus- 
tomer on his product. He works hard 
to achieve this end by straight com- 
parative selling. 
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“We know that almost all our cus- 
tomers are going shopping around be- 
fore they buy anything,” he points out. 
“The man who sells them is the one 
who knows his product and knows 
how to meet competition.” 

Mr. Wanner and his salesmen, 
through long experience, have learned 
to size up a customer almost as soon 
as he enters the door and to “adjust” 
themselves to him. After a few minutes 
of conversation they know almost in- 
stinctively what line of selling tech- 
nique is needed. As pointed out, in 
the majority of cases the customer 
wants to know just how a refrigerator, 
washing machine, ironer or radio 
which the firm sells, will compare with 
a different model he has seen up the 
street. In other words, Mr. Wanner 
says, he is on a shopping tour of com- 
parison before he invests his money in 
the equipment he desires. Then the 
salesman must bring into play all his 
knowledge of his product. 

“A second factor in our selling pro- 
gram which counts heavily in com- 
parison selling is the ‘personal touch’ 
which we work into our merchandis- 
ing. For example, we make a flat guar- 
antee to the customer that if he isn’t 
satisfied with his purchase, he can have 
his money back. No conditions and no 
strings attached. That’s because we 
know we sell good merchandise and it 
will do what we say it will do. But we 
try to make the customer feel like he 
has iron-clad backing on everything 
we sell him. 


Service Angle Stressed 


“At the time of his purchase, we also 
stress to him the fact that we service 
only the machines which we sell. This 
gives him confidence in us as specialists 
who will be able to take care of any 
service problem which may confront 
him in the future.” 

Through this program of drawing 
traffic and of selling by comparison, 
Mr. Wanner has rung up a thoroughly 
satisfactory sales record. In 1948, for 
example, his sales exceeded the 
$100,000 mark, approximately 35 per- 

(Continued on page 104) 
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“THIS RECORD PLAYS SO LONG IT’S GOT A 


FIFTEEN-MINUTE INTERMISSION!” 
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CUSTOM MADE 
TECHNICAL CERAMICS 


Main Plant and Office 


Production experience and 
continuous research for 
almost half a century have made 
this building the headquarters 
for problems on 


Technical Ceramics 


47 i 2 A. 8 Oo F . @:- 8 F-: Fo L€ AS. 2S 3 eee 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5, TENNESSEE 


SALES OFFICES: ST. LOUIS, MO., 1123 Washington Ave., Tel: Garfield 4959 e NEWARK, N. J., 671 Broad St., Tel: Mitchell 2-8159 @ CAMBRIDGE, Mass., 38-B Brattle St., 
Tel; Kirkland 4498 @ CHICAGO, 9 S. Clinton St., Tel: Central 1721 © LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9079 @ PHILADELPHIA, 1649 N. Broad St. 
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SYLVANIA PUBLICITY TO MILLIONS 





















ERE are two featured residential fix- nation for larger interiors—kitchens, dens, 
tures from Sylvania’s fast-selling line. laundries, large bathrooms and sun porches 
They’re the outgrowth of months of mar- ... plus stores, reception rooms and various 
ket studies . . . the result of careful analy- areas in public buildings. The reflector is 
sis of your customers’ lighting wants and finished in easily cleaned Miracoat baked 
needs! enamel. End caps are of polished alumi- 
The Concord (above) is a beautifully num. Lamps and starters are easily re- 
designed quality fixture equipped with — placed by removing the end caps, which 
four 20-watt Sylvania fluorescent lamps. are assembled with only one thumb screw— 
This attractive unit provides ideal illumi- _ no tools are required! 





Iyer Quincy—similar to the Concord, With the Quincy R-222 fixture, the lamps 
with two 20-watt fluorescent lamps—is §_ may be easily replaced by simply remov- 


a smartly styled fixture made to meet the ing one end cap. As with the Concord, the 
demand of home owners, architects, build- reflector is finished with Sylvania’s exclu- 
ers and contractors for a unit that adds sive Miracoat enamel, having a reflection 
new charm to bedrooms, game rooms, small factor not less than 86%! Both fixtures 
kitchens, hallways, bathrooms ... small —_are extremely simple to install because of 
offices and stores. Sylvania’s exclusive mounting bracket. 
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M... and better means of using fluorescent illumination 
are devised by Sylvania lighting experts and engineers, 
actually built into the beautiful rooms at Sylvania’s Lighting 
Center, and then broadcast to millions of readers through 


newspapers, news syndicates, magazines, and radio in every 
part of the country. 


Thousands of your potential customers are thus being edu- 
cated to the advantages of Sylvania high quality “Fluores- 
cent at its Finest”. This means increased sales for you! 


Get behind these campaigns that are behind you! Feature 
the fine residential fluorescent fixtures made by Sylvania. 
Remember, they come to you as “complete packages of 
light”—fully. equipped with Sylvania lamps and starters. 
Now’s the time to get in touch with your Sylvania Electric 
distributor for a demonstration. 


Meanwhile write us for full information...send coupon 
today! 


SYLVANIA 


FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES; ELECTRIC LIGHT BULBS; 
PHOTOLAMPS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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Sylvania Electric Products Inc. 
Advertising Dept. L-6704 
500 Fifth Ave., New York 18, N. Y. 


Gentlemen: Send complete information on your Residential Fluo- 


rescent Fixture line. 
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These real selling advertisements 
are selling WOW far YOU! 


Here are samples of “Magic Touch” ad- 
vertising appearing in the Saturday Eve- 
ning Post and Good Housekeeping during 
the best 1949 selling season. See how they 
sell—really sell—the marvelous ice cube 
convenience possible only with Inland 
“Magic Touch” Ice Cube Trays. And re- 
member that this strong selling campaign 
is directed to your prospects in your terri- 
tory to bring you sales and profits. That's 
its one purpose! 

Cash in on this powerful sales force that’s 
working for you. Make sure that the new 
refrigerators you stock and display come to 
you factory - equipped, completely, with 
“Magic Touch” Trays. And then, with the 
“Magic Touch” to sell, demonstrate it to 
every prospect. “Magic Touch” conven- 
ience is so obvious that its demonstration is 
the strongest closing sales argument you 
can use. 


EASY REPLACEMENT SALES 
FOR QUICK PROFITS 


Sell “Magic Touch” Trays to refrigerator 
users who are now getting along with bat- 
tered, outmoded, inconvenient trays. That’s 
easy, with Inland’s national advertising 
doing a strong pre-selling job for you. Get 
these immediate sales and profits—this sea- 
son, this month, now! 







New refrigerators . 
with Inland “Magic Touc 
give your customers 


complete ice convenience 
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For a thirsty man in 
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ICE CuBESs INSTANTLY! susr 4urr 
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—— in a hurry » Enjoy this marvelous conven- 
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INLAND. MANUFACTURING DIVISION 


General Motors Corporation, Dayton, Obio 


Traffic and 
Comparative Selling 
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cent of which was in washers and 


| laundry equipment, and about 30 per- 











cent in ranges. The tourist trade, al- 
ways steady in St. Petersburg, accounts 
for the sale of many small appliances. 

Mrs. Wanner is the firm’s demon- 
stration expert. Her specialty is iron- 
ers but she applies herself in many 
other ways to meet home service mat- 
ters, such as advice and suggestions on 
cooking, washing and the care of an all- 
electric kitchen. By continually ex- 
perimenting with new cooking recipes, 
new ironing techniques and various 
washing accessory lines such as soaps 
and detergents, Mrs. Wanner is able 
to pass on much valable information 
through her demonstrations to Florida 
housewives. Thoroughly indoctrinated 
by her husband, she knows that demon- 
strations are just as comparative in 
method as are sales arguments. 

The service department, headed by 
Al Tomlinson, provides expert service 
and repair work on major types of ap- 
pliances which the firm sells. Installa- 
tions get special attention and Mr. 
Tomlinson follows up every sale with 
a thorough explanation of the use and 
care of the equipment after it is in- 
stalled. 

Here again, comparison is important, 
for many a firm has been judged by 
the service it renders. Consequently, 
Mr. Tomlinson, a veteran of several 
years in appliance repairing, strives for 
speed, accuracy and quality in work- 
manship. His work is not just another 
“fix it” job, but is done to withstand 
comparison in quality and service with 
any of his competitors, who are many. 
A complete service file record, main- 
tained by Mrs. Tomlinson, the firm’s 
secretary, helps him in checking on his 
work, 


Trade-ins A Specialty 


“Trade-ins have long been a Wanner 
specialty,” the proprietor of the shop 
says. “If they can’t be reconditioned 
to put on sale again, we retire them al- 
together, but if they are serviceable and 
can be resold, we put them in good 
condition with guaranteed workman- 
ship and place them on the floor for 
resale.” End 


McGINNIS- 
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“THINGS HAVE BEEN A LITTLE SLOW, BUT 
WHEN THIS TELEVISION FAD PETERS OUT, |! 
EXPECT QUITE A LITTLE BOOM.” 
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STEP OUT OF THE 
“VACUUM CLEANER 
SALES RUT with 


Here’s the vacuum cleaner that will revolutionize imp a AS 
your ideas on “how vacuum cleaners can be sold”... , = - 
give you a completely new-slant for your vacuum 
cleaner department! 


The same sales-techniques that have built dealer 
volume on refrigerators and washers, are now build- 
ing dealer-volume for Lewyt cleaners! 


ANY DEALER WHO SELLS REFRIGERATORS AND WASH- 
ERS IN VOLUME, CAN SELL LEWYT CLEANERS IN VOLUME! 
Here are merchandising ideas that are entirely 
new to the vacuum cleaner field! Here are sensational 


new sales features ...advertising support and promo- 
tions...sales-aids and dealer-helps! 






(Rhymes with ‘do it’) 


Here is a vacuum cleaner that is so radical an 
improvement... so great an advancement over con- 
ventional cleaners—it requires an entirely new kind 
of sales-thinking on the dealer’s part! 


STEP OUT OF THE “VACUUM CLEANER SALES RUT”! 
YOU CAN DO IT WITH LEWYT! 


LTC 
storater Gad) 


LEWYT CORPORATION, Vacuum Cleaner Division, 76 Broadway, Brooklyn 11, New York 
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GONE ARE THE DAYS when people bought a water heater 
on the basis of function alone. Now, they're just as inter- 
ested in how it looks as they are in what it does. Single- 
story homes—compact, completely equipped kitchens 
(including a water heater)—are on the increase. So set 
the smartly styled new “Toastmaster” De Luxe and 
Standard lines against that background and see what a 
pretty profit-picture you get! 


THESE NEW BEAUTIES are “living-area” water heaters—a far 
cry from the “‘basement-style” appliance. They blend 
perfectly with other modern equipment in the hinhen, 
rumpus, or utility room. 


YES, THE TRIM, elegant design of these new “Toastmaster” 
Water Heaters is an exclusive...it sells! And here are 
other exclusives that do, too. 


EXCLUSIVE “LIFE-BELT’* ELEMENT operates at gentle “black 
heat,” is practically burn-out proof. Reduces service ex- 
pense for you—saves your customers money. 


























EXCLUSIVE “IONODIC’* SYSTEM prevents rust, stops corro- 
sion, doubles tank life. Protects you against loss of 
customer good will. 


EXCLUSIVE 10-YEAR GUARANTEE—the only protection plan 
covering both tank and element. No other guarantee is 
nearly so liberal! 

STILL OTHER “Toastmaster” Water Heater features include: 
new sombrero-type cold-water baffle for high efficiency, 
new one-piece, more efficient heat trap, and heavier 
insulation. 

CASH IN ON the colorful full-page national advertising on 
“Toastmaster” Water Heaters breaking this month. 


Write for details on the profitable ‘‘Toastmaster’’* 
franchise. 


Built by the makers of the famous “Toastmaster” Toaster 


TOASTMASTER 
Ahitomatc Clectiic Walle Healey 


* Toastmaster,” “Life-Belt,”’ and “lIonodic’ are trademarks of McGraw Electric Company, makers of ‘“Toastmaster™ 
Toasters, ““Toastmaster™ Electric Water Heaters, and other ““Toastmaster"” Products. 
Copr. 1949, Clark Division, McGraw Electric Co., Chicago, Ill. 
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HE Federal Reserve Board re- 

cently cut the down payment re- 
quirements of Regulation “W” on 
electrical appliances from 20 percent 
to 15 percent and is allowing custom- 
ers to take 21 months to pay the bal- 
ance. Until the change effective 
March 7, time payments of appliances 
under $1,000 had to be completed in 
15 months. 


Appliances Listed 


Items on which the change in “W” 
is effective are: cooking stoves and 
ranges designed for household use; 
mechanical dishwashers and ironers 
for the home; mechanical refrigerators 
of less than 12 cu. ft. of rated storage 
space including home freezers; wash- 
ers designed for the household; com- 
bination units incorporating any listed 
article in the group; room unit air 
conditioners; radio and television sets ; 
phonographs or combinations; house- 
hold sewing machines; vacuum clean- 
ers for the home and lamps. 


Significant Move 


The board’s recent alteration of 
Regulation “W” is far more significant 
than the mere facts of the change 
might imply, not that the move is 
without . significance itself. Electrical 
appliance dealers have suffered sales 
reverses in recent months since many 
consumers evidently were unable to fi- 
nance the purchase of goods they 
needed and desired because of the 
credit restrictions. Although the re- 
laxation ordered by the FRB was not 
as great as many industry people de- 
sired, most key appliance figures feel 
it was a positive step in the right di- 
rection. They believe that the easing 
of terms may bring a_ substantial 
number of customers back into the 
appliance market or at least halt the 
downward course of sales during the 
past months. 


Further Easing Possible 


There is no doubt, appliance men 
feel, that the industry had reached a 
turn in the economic road. The 
amount of consumer installment credit 
outstanding dropped by $145 million 
during January, the first month since 
the postwar boom in which there was 
not a rise of at least $100 million. 
Should installment volume continue 
to drop, the FRB is likely to modify 
Regulation “W” still further. It is 
believed that the board, in the event 
of any future change, would move 
faster and alter restrictions more 
drastically than it did on the first 
change. 

The board’s slowness in changing 
the “W” is best understood by exam- 
ming its views on credit. The FRB 


Federal Reserve Board Modifies “w" 
Restrictions On Installment Buying 


Cuts down payment requirements on 
appliances five percent; customers 
can now pay balance in 21 months 


considers consumer installment buying 
the most volatile and dynamic of all 
types of credit subject to great fluctu- 
ations. Furthermore, in a period of 
recession, the board is of the opinion 
that this type of credit can shrink to 
practically nothing overnight, or, con- 
versely, it can lead the way for credit 
expansion and be largely responsible 
for another round of inflation. Thus, 
the board has been striving for sta- 
bility and the maintenance of a fairly 
constant volume of installment credit 
outstanding. Should any changes in 
either direction come, the FRB hopes 


that they can be made gradually. Al- 
though it is believed that the board 
wants Congress to make Regulation 
“W” a permanent part of its powers, 
it would be willing to suspend it com- 
pletely for any length of time should 
a general business downtrend continue, 
especially in installment sales. 

Most retailers,, wholesalers and 
manufacturers promptly registered ap- 
proval of the modification and gen- 
erally agreed that the major appliance 
business particularly should be im- 
proved. However, some sources were 
of the opinion that the relaxation of 





Robert W. Armstrong, who has 
served successively as news editor 
and associate editor of ELECTRICAL 
MERCHANDISING during the past 
three and a half years, has been 
appointed managing editor of the 
publication, effective March 1, The 
position has been vacant since 
Laurence Wray moved into the 
editor’s chair last April. 

Bob is well fitted through early 
training and experience to assume 
his new responsibilities. He ma- 
jored in English and economics at 
Dartmouth College and _ subse- 
quently went on to newspaper re- 
porting and free-lance writing. 
When the war broke out, he joined 
up and served five years in the 
U.S. Army, rising to the captaincy 
of a parachute infantry unit in the 
South Pacific. After being wound- 
ed, he returned to the United 
States where he commanded an 
Army Ground Forces public rela- 
tions team. 

Bob is an able reporter, a sound 
writer and a crack photographer. 
He has demonstrated his ability to 
exercise critical judgment in the 
development and choice of material 





Armstrong Named Managing Editor 
of ELECTRICAL MERCHANDISING 





ROBERT W. ARMSTRONG 


for the magazine. He has travelled 
extensively during the past three 
and one half years and has made 
hundreds of friends on the retail, 
wholesale and manufacturing levels 
of the electrical appliance industry. 
His feature articles will continue 
to highlight industry problems in 
the pages of the publication. 
—EDpIToR 
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credit terms was far from adequate. 
This group strongly desires that the 
government go much farther in free- 
ing the dealer of what they call para- 
lyzing controls. 


Price Cuts Reflect 
Competitive Market 


Some price reductions on appliances 
have been effected by manufacturers, 
according to several recent announce- 
ments. Considered to be factors in 
the price cuts are greater output, 
lessened production costs and the re- 
turn of the buyers’ market. Manu- 
facturer price slices have been made 
on the following lines: 

G-E has reduced prices on one 
household refrigerator, five electric 
ranges and two home freezers for sav- 
ings ranging from about $10-$20. Hot- 
point, Inc., G-E subsidiary, has re- 
duced prices on its refrigerators by 
$16-$30 and on electric ranges by 
$10-$20. Frigidaire has cut prices on 
its current refrigerators by five per- 
cent and ranges by slightly less. This 
action, it was reported, will help make 
way for the new 1949 lines. At the 
same time, Frigidaire announced a 
$15 cut on its automatic washer. 

Norge also made known price re- 
ductions on two of its 1948 refriger- 
ators, $20 and $30. However, no cuts 
on its 1949 line are presently being 
considered. Arvin cut $1 from the 
price on its model 2200 automatic 
iron, but not on the de luxe unit. 

Although one distributor felt that 
the G-E action was significant as a 
barometer of the appliance business 
weather, several manufacturers stated 
that they planned no immediate re- 
frigerator price reductions. Included 
in this group were Crosley, Admiral 
and Philco. However, all three said 
that should lessened operation costs 
place them in a position to make price 
revisions, lower retail prices might 
follow. Admiral stated that it had 
already cut refrigerator prices 15 per- 
cent as compared with 1948 and range 
prices by 20-25 percent. Crosley has 

cut the price of its 10 in. video set 
by $40. 

In California, Utility Appliance 
Corp., Los Angeles, made known price 
reductions of up to 10 percent on its 
evaporative air coolers. 
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PAK-A-WAY ''18"’ 


18 Cu. Ft. of 
usable display space 


PAK-A-WAY offers dealers and 
distributors a wonderful oppor- 
tunity for increased sales and 
profits. A complete line, made by a 
company with twenty years ex- 
perience in low temperature re- 
frigeration, Nationally advertised 
and with strong dealer 
support. 


selling 





Outstanding features such as auto- 
matic bell alarm, 5’ sealed Fiber- 
glas 


insulation, positive contact 


coiling, counterbalanced doors, etc. | 


PAK-A-WAYS are made in 6, 12 and 18 
cubic foot chest models. 





SINCE 1929 


Jel 


MINNEAPOLIS 1, MINN, 








PR ad 








Also manufacturers of Schaefer Ice Cream | 
| 


Cabinets, Clearview Ice Cream and Frozen 
Food Merchandising-Display Cabinets. 
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Hotpoint Finds Dealers 
Sell 739% of Disposers 


50% of purchases include dish- 
washers, 15% include ranges; 54% 
of sales go to $15,000-up homes. 


ALF of the consumers who pur- 

chased Hotpoint Disposalls dur- 
ing the last 12 months did so as a 
result of a kitchen remodeling pro- 
gram. Of those purchasing another 
appliance at the same time, 50 percent 
bought an automatic dishwasher. More 
than half of the consumers had not 
seen a disposer in operation in a home 
before making their purchase. 

These statements are projections 
based on first tabulations of returns 
from a continuing survey which is 
part of a market research study being 
conducted by Hotpoint, Inc. to com- 
pile new data on consumer buying 
habits as related to kitchen and home 
laundry appliances. 


Installation a Problem 


Leonard C. Truesdell, vice-presi- 
dent of marketing, said the data 
represent the first tabulated report 
on consumer-Disposall experience, and 
definitely tab this appliance as having 
cleared the first hurdle of public ac- 
ceptance among owners of homes in 
the $10,000-$15,000-and-up classes. 

The need for industry-wide progress 
in arriving at reasonably priced and 
standardized installations was reflected 
in tabulations showing that 47 percent 
of the dealers who sold Disposalls did 
not make arrangements to have the 
appliance installed. 

The type of dealer making the sale 
was primarily an electric appliance 
outlet (73 percent), while plumbing 
and heating dealers were next with 12 
percent of the sales. The latter figure 
is significant, Truesdell said, in view 
of the fact that franchised merchandis- 
ing plumbers represent only four per- 
cent of the company’s 10,000 retail 
outlets. 

Reasons for patronizing a particular 
dealer in the purchase of a Disposall 
centered around confidence in the 
dealer and in the merchandise he car- 
ried. The most conspicuous written-in 
comments in their order of importance 
were “a friend” (18 percent); “reli- 
able” (16 percent); “previous deal- 
ings” (12 percent). 


No Impulse Buying 


More than half of the consumer- 
purchasers waited up to six months 
before buying a Disposall. Reasons 
listed for the delay were “deciding on 
brand” (14 percent) ; “price” (12 per- 
cent); “remodeling” (12 percent) ; 
“availability” (11 percent); “not set- 
tled in home” (10 percent). As a 
logical companion piece to the Dispos- 
all, the automatic dishwasher was 
bought by 50 percent of the consum- 
ers as a related purchase. Simultane- 
ous purchases of electric ranges were 
made by 15 percent of the consumers ; 
sinks, 14 percent; and cabinets, 11 per- 
cent. 

The section of the survey dealing 
with the price bracket of consumers’ 
homes, indicated that most sales were 
made to relatively high income fami- 
lies. No sales were made to consum- 
ers with homes valued under $6,000, 
while 54 percent of the purchasers 
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valued their homes at $15,000 or more. 
The $6,000 to $10,000 home classifica- 
tion accounted for 20 percent; the 
$10,000 to $15,000, 25 percent. 

Most sales were made to consumers 
in metropolitan areas, 50 percent in 
cities of 50,000 or more persons. Con- 
sumers living in towns of 10,000 to 
50,000 population represented 20 per- 
cent, and 16 percent were in a popula- 
tion area of 2,500 to 10,000. Only one 
percent of the sales went to farm pur- 
chasers. The state of New York had 
the largest concentration of buyers, 
representing 24 percent of total sales. 

Truesdell interpreted the survey to 
indicate that: 

An industry-wide educational pro- 
gram on a national scale should be 
implemented to familiarize consumers 
with the advantages of disposers. Ap- 
pliance dealers should develop mutu- 
ally profitable arrangements with 
plumbers to standardize installation 
costs wherever possible. 


Wide-Open Farm Market 


The farm market for disposers has 
not been scratched, primarily because 
consumers do not understand that this 
appliance is readily adaptable to septic 
tank installations. 

Because relatively few disposers are 
in use in the nation’s homes, dealers 
should use dramatic demonstrations 
and displays in their stores. New 
home demonstrators also give dealers 
the opportunity to take disposer into 
the consumer’s home for an actual 
kitchen demonstration. 

Low initial cost, low cost of opera- 
tion, negligible maintenance expense, 
and time and labor saving character- 
istics are fundamental selling points 
which dealers should emphasize, 
Truesdell concluded. 


Bon Voyage to Philco 





FIRST exclusive post-war charter of the 
“Queen of Bermuda” is signed by J. J. 
Harris, general manager, Philco Distribu- 
tors, Inc., New York, as J. J. Walsh, gen- 
eral manager, Furness Bermuda Line, looks 
on. The ship will carry Philco distributors 
and dealers on a cruise to Havana, sail- 
ing May 27, and renews the pre-war prac- 
tice of arranging a West Indies cruise 
each year for company dealers. 
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EASIEST TO 


BECAUSE IT’S EASIEST 


TO USE! 


ca 
Mixguide puts speed control where your 
customers want it—under the thumb, under the 
eye. Here are ten simple-to-select speeds, magni- 
fied for flash reading, that cover every type of 
mixing. The latest of many Hamilton Beach 
easiest-to-use, easiest-to-sell features! 


ANY WOMAN WHO CONSIDERS buying a food mixer from you ex- 
pects it to make her work easier. If it looks complicated, tricky 
to operate, she’ll doubt that it’s worth while. 

BUT SHOW HER THE new Hamilton Beach. Tell her (as you can 
in all honesty) that it’s the easiest mixer in the world to use. 
WATCH HER TAKE TO its exclusive one-hand operation. The hand 
that holds the mixer sets the speed. Easiest to use, easiest 
to sell! 


SEE HOW EAGERLY she follows your demonstration of one-hand 
portability. Yés, Hamilton Beach is the only mixer that slides 
off the stand without help from triggers, catches, or latches. 
Easiest to use, easiest to sell! 

NOTICE HER SMILE of approval for still another Hamilton Beach 
exclusive—finger-tip bowl control. The only mixer that permits 
shifting the bowl while beaters are turning. Easiest to use, 
easiest to sell! , 

MANY OF YOUR CUSTOMERS are currently being told this “easiest- 
to-use” story in big, colorful Hamilton Beach national ads. 
Tell the same story yourself and see how it sells. Hamilton 
Beach Company, Division of Scovill Manufacturing Co., Racine, Wis. 


<3 re 
* 


Easiest to SELL because it’s easiest to USE! 
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MILTON BEACH 


if 


HA 


53 N00 


RETAIL 


($39.25 West of 
Rockies.) 





Feature these TOP-VALUE 
HAMILTON BEACH Cleaners! 


. The Hamilton Beach “Champion” is the top valve in upright 
syeuit cleaners today. It's the lowest-priced, lightest-weight, full-size, 
first-line cleaner on the market! $52.50 retail. 










Tests prove the Hamilton Beach 
“*Deep-Clean”’ Cleaner picks up 
37% more dirtthan previous models. 
it’s the one with more exclusive features than 
any other cleaner in its low-price class! $72.50 
retail, including attachments. 


HAMILTON BEACH 
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Back to Selling 


ls Western Market Theme 


TOT until the end of the Western 
Market Week, January 31 to Feb- 
ruary 4, at San Francisco’s Western 
Merchandise Mart, did discussion be- 
tween distributors, manufacturers’ repre- 
sentatives, trade press and newspaper 
representatives, analyze a puzzling mar- 
ket week situation in which the dealers 
and other buyers from outside California 
were ordering heavily for immediate de- 
livery in preparation for mid-winter and 
spring promotions, while dealers from 
inside California’s borders were cautious 
with orders, anxious for information on 
late spring and summer promotions, di- 
rectly in contrast to the market conditions 
prevailing in their normal climate. In- 
vestigation showed that each and every 
California dealer—in all the largest vol- 
ume market in the Pacific Basin—were 





unwilling in a buyers’ market to stock up 
heavily prior to the inventory tax assess- 
ment period. (California dealers pay a 
six percent inventory tax as of March 1.) 

However, there was little evidence of 
dealer problems except for the tax situ- 
ation. Attendance was good. Interest 
in obtaining product .knowledge, sales- 
man training, cooperative advertising, 
special promotions, was at a high not 
seen since before the war. Expected 
pessimism following low-volume months 
in November and January was not evi- 
dent. Industry experts predicted a stabil- 
ized market that wauld produce a large 
volume western market week in August. 
3ut they saw next winter’s market again 
out of balance unless California joined 
other states in making January 1 the bas- 
ing point for inventory taxing. 


COOPERATION between manufacturer, distributors and dealers was highlighted 
at market with presence of Thor president Raymond J. Hurley, right, who came 
from East for close-up view of market conditions. Center is dealer Earl Benedict 
of Houck & Houck, Napa, Calif., and left is Thor western manager, Don Leonard. 





INVESTIGATION was first on many dealers’ list. They wanted to get at the 
selling points, visual and mechanical, as is E. Buchanan, kneeling, of Buchanan 
& Hamilton, Rio Vista, Calif. Advising him, right, is Frank Parker of Blackstone 


distributor Pioneer Appliance Co. 
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STABILIZATION of the radio-television industry will be furthered and there will 
be a profitable market for ‘honest merchandise . . . properly sold’, H. C. Bonfig 
(right), vice-president of Zenith, told 1,000 dealers at Market dinner. Program 


chairman was O. R. Doerr (left), PG&E. 


eter as 


PRESENTATION of new products was at the practical, ‘this is how you sell it” 
level, such as distributor Meyberg’s use of home economists Michel Leitz, left, 
and Fay Brinig, right, to call attention to line of small appliances. It was first 
year since war that distributors gave Market Week attention to traffic items. 


“ef 


INSPIRATION for selling keynoted many distributor and manufacturer displays. 
Packard Bell’s idea for increasing radio-television sales in non-station areas was 
this Television Insert Plan. Getting inspiration are C. A. Duffy and N. C. Teakle 


of distributor Clyde Wallicks Co. 
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PINDRIcR 


There’s More “SELL” in the Product 
WITH avTon, WASHER et with G-E Components 


vill - = 
fig DEMONSTRATION as preparation for active selling in buyer’s market was preva- 
lent in all showrooms, as was the demand for more product information. Even 
Fred Fenton, right, western district manager for Easy, gives a pitch on the new 
model Spindrier, to department store buyer William Culver, Levy Bros., San Mateo. 
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The new, gleaming black General Electric Preen-X cord—that’s 


it | the bright picture to look for on this year’s up-to-the-minute 


eft, MEDITATION has its place, too, particularly when dealer prospects take over the | heating appliances. 

first display for themselves, as in the Graybar showroom where the new Hotpoint This new cord is catching on fast with sales-minded manu- 

ms. automatic washer received first West Coast showing. Doing the meditating are f + teal ete Mel te wanes re ball ale 1 
Don W. Rennewanz, facing camera, and V. E. Koch, both of Hotpoint. acturers. And you ind it catches on fast with the people 


you're trying to sell. Show them this new idea in heater cords. 
Show them that Preen-X cords have no braid—can't fray. Tell 
them these flexible cords have ten times the abrasion resistance 
of ordinary heater cords—resist water and oil. 





On every heating appliance you sell or buy, look for the new 
General Electric Preen-X 
cord with the colorful new 
**400"" plug. You'll find it 
a useful selling tool. For in- 
formation on this cord set, 
contact the General Electric 
Accessory Equipment repre- 
sentative in your area, or 


Coie icin Muterake De. | Preen-X Heater Cords 


partment, General’ Electric WITH THE 


Company, Bridgeport 2, 
new “400” plug 









Connecticut. 








lays. FRATERNIZATION of executives and dealers at western market week indicated 
was that suppliers again were realizing importance of retail outlets. Palo Alto 
sakle manufacturer's rep, E. B. Price, left, dealer Bill Silva, Oakland, and Ray Lynch, 








Salesman for distributor Meyberg, got together to study a freeze chest. 
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gives MORE VALUE 


"EXHAUST FANS and HOUSE COOLERS 
GETS 
~~ MORE VOLUME 






tlar-Clire 2’ PORTABLE WINDOW EXHAUST FAN, 


Model 1010. Patented expandable wings and crank adjustment 
for easy installation into any window 282" to 422” without nuts, 
bolts, hooks or screws. Moves 3400 cubic feet of air per minute — a 
enough to cool down average small home. 3 speed, direct shaft 


motor. Retails $69.95, tax included. 





Portable 


16” WINDOW EXHAUST FAN 


Model 1001. Moves 2100 cubic 
feet of air per minute. Patented 
crank and adjustable wings to 
fit any window 27” to 37”. 
Quiet 3 speed motor. Retails 
$59.95, tax included 


24” HOUSE COOLER 


Model 1011. Moves 5100 cubic 
feet of air per minute. Fits 
ony window 25” to 43” with- 
out costly installation. Does 
work of attic fan. 2 speeds 
forword. 2 reverse. Retails 
$99.50, tax included. 













— 
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10” KITCHEN WINDOW 
EXHAUST FAN 


Model 1005. Adjustable to any 
window 23” to 33”. Moves 
650 cubic feet of air per min- 
ute. Quiet. Retails $18.95, tax 
included. 


18” PEDESTAL 
FANS 


Low or high adjustable 
standard. Moves 2200 
cubic feet of air per min- 
ute. Quiet 3 speed motor. 
Model 1007 — low pedes- 
tal — $44.95. Model 1006 
—high pedestal— 
$59.95, both tax included. 





for 
profitable 

summer sales 
write or wire 
for dealership 
details... 





ATLAS-AIRE DIVISION 


ATLAS TOOL & MFG. CO. 
5147 NATURAL BRIDGE, ST.LOUIS 15, MO 
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MAGNET LABELS, describing every feature of Deepfreeze home freezers, were plas- 
tered all over by Advertising Manager R. V. Newbell, who described point-of-sale aids 
and the company’s 1949 record-breaking ad campaign. 


Deepfreeze Show a School 
For Postwar Distributors 


Freezer schools, credit plan, 
Big advertising campaign 
Feature ‘49 sales program. 


NEBRASKA dealer, who had 

never gone further than his front 
door for business, sold out a few weeks 
ago. Said he couldn’t understand to- 
day’s market. 

He would have received a lesson in 
the fundamentals of specialty selling 
had he attended any of the four sales 
conferences presented by the Deep- 
freeze Division, Motor Products 
Corp., in Chicago, New York, New 
Orleans and San Francisco, during 
February. Veteran G. H. (Rock) 
Smith, general manager, and _ his 
crew of executives ran through a 
schedule that was as much a classroom 
as a presentation. 


Home Trial Deal for Dealers 


“Action is the only prayer that will 
be answered in 1949,” declared Smith. 
“The years of 10 to 15 turnovers are 
gone.” He pointed out that even two- 





“YOU MUST conduct consumer freezer 
schools,” General Sales Manager F. F. 
Duggan declared. He showed distributors 
a complete plan book for such schools. 





“ACTION is the only prayer that will be 
answered in 1949,” G. H. Smith, vice- 
president and general manager, told dis- 
tributors at four regional meetings. 


thirds of the distributors present had 
no experience with the tough days of 
ten years ago. 

As the compact show neatly un- 
rolled, it became apparent that: 

1. A dealer interested in selling 
home freezers could make an aston- 
ishingly good deal for a Deepfreeze 
for his own home. (You can’t be a 
Cadillac dealer if you ride a bicycle 
to work, said Smith.) 

2. Every dealer who asked for one 
could have a freezing school conducted 
in his own store. 

3. Program for that school has been 
written down in detail—even to cues 
and the number of cold cuts to order. 

4. Deepfreeze has a working agree- 
ment with Commercial Credit Cor- 
poration’s 300 offices, offering facilities 
for both floor planning and customer 
contracts. Ten percent with order 
will enable a dealer to floor plan for 


(Continued on page 114) 
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“Equato-Ring. 
ECONOMY 


sells more heaters 
for you! 


i 








Want to make sales against any and 
all competition? Like to handle a 
product with exclusive advantages? 
Take pride in quality and perform- 
ance that bring customer enthusiasm 
and ever increasing sales volume? 
Then here’s your water heater! It’s 

































the only one with “Equato-Ring,” low 
current, heat diffusing units that cut 
down operating costs and trouble- 
some mineralization! It’s the heater 
you need to get business now! Wide 
range of sizes and prices. Write 
A. J. LINDEMANN & HOVERSON CO. 
Milwaukee 7, Wisconsin 
i 
Also Manufacturers : The most 
of LGH Automatic method of 
Electric Ranges 
I be = and KEROGAS deo 
ten ; Oil Ranges 
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Including 5 
Attachments 


$49.95" 


VACUUM CLEANER 


Deca, 2°SPEED Cony j 
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What gives Cadillac dealers 
a sales edge in today’s com- 
petitive market? Cadillac's 
dirt getting efficiency, gentle- 
men. The kind that out- 
demonstrates competition. 
The kind that puts punch in 
your sales talk, 





and converts MODEL 

iy wt. 143A 
lookers” in- (shown on 

to buyers. $59.95* 














Put Cadillac up to 
your customers with show- 
se sloset-Jebh oh seloim ologs-me) (oj ohedesselombelm gelbba-i(e)a- 
with this brilliant 4-color “isle” display. It 
catches the eye—acts as a silent salesman 
for Cadillac. Displays upright and cylinder 
models, complete with attachments. Com- 
pact, it occupies little floor space—won’t 
obstruct the view 
Coke) del) a@eel-saelelese 
dise. Write for 


full information Cadillac cleaners are VALUE 
PACKED with all the features 
that add up to fast, thorough 
"Resale price. Slight! cleaning ... BUILT with more 
" than 37 years of “know hoy” 
in vacuum cleaner produc- 
tion ... BACKED by national 
advertising that reaches your 
customers, and brings busi- 
ness to your door. 


today. 
























Built for long, satisfactory service, 
Cadillac cleaners are the result 
of more than 38 years of special- 
ization in vacuum cleaning equip- 
ment. 


CLEMENTS MFG. CO. 
DEPT. A 6666 S. NARRAGANSETT AVE. 
CHICAGO 38, ILL. 























Since 1911, sold only by reliable 





dealers and distributors 





}PAGE 114 
















Deepfreeze Show 





LADING DISTRI 
OHO: 


CONTINUED FROM PAGE 112 








THE KIND of a freezer school Deepfreeze dealers should put on for prospects was 
actually staged at all four meetings by Miss Rhea Shields, home economist for the 


company, who went through all the steps. 


90 days, at a cost of 14 percent, renew- 
able for 2 percent, the cost amounting 
to 4 percent simple interest. Dealer 
is protected from fire, theft and haz- 
ards of transportation other than 
breakage. Dealer pays CCC when 
freezer is sold or deal reaches matur- 
ity. To be eligible dealer must sign 
up with distributor, who must agree 
to re-purchase merchandise if neces- 
sary. 


Commercial Credit Plan 


A Commercial Credit retail plan 
sets up a 10 percent reserve for deal- 
ers, holds until it amounts to 3 per- 
cent of total, with the excess being 
paid to dealers twice a year. This plan 
has no holdbacks, and every time pay- 
ment sale is the equivalent to a cash 
sale from the dealer’s viewpoint. CCC 
investigates customer credit and col- 
lects direct from purchaser. 

5. Deepfreeze offered a local co- 
operative advertising plan, matching 
money with the dealer and distributor. 

6. Deepfreeze is running its great- 
est advertising campaign and manager 
R. V. Newbell revealed that leads 
from magazine advertising had re- 
sulted in 5 percent sales; 32 percent 
became good prospects, and 37 per- 
cent probable sales. 

7. A premium plan offered rewards 
even as far up as the distributor’s 
sales manager. To four high men go 
special awards. 

8. A 5-year mechanical warranty is 
continued, as is the 5-year food protec- 
tion plan which insures against spoil- 
age through current interruption up 
to $200. 

9. A homemaker’s manual has been 
prepared that will be used as a gift 
to school attendants and as a door 
opener. 

10. The 4-volume sales manual is 
being continued, and a “49-er” cam- 
paign book added as good measure. 


Refrigerator Line by June 


As evidence that Deepfreeze expects 
its expanded sales efforts to keep sales 
at a high level, Mr. Smith declared 
that the company is investing $1,500,- 
000 in a new 51,000 square foot fac- 
tory, new tools and equipment. He 


also said that by June Deepfreeze ex- 
pects to announce its own line of five 
refrigerators, two of which will in- 
clude frozen food storage compart- 
ments. 


NEMA Seeks New Name 
For Small Appliances 


The domestic appliance section of 
the Natl. Electrical Mfrs. Assn. is 
currently welcoming the counsel of 
industry members in selecting a prop- 
erly descriptive title for the so-called 
small electric appliance business. 

The section emphasizes that retail 
sales of these appliances represented 
a retail dollar volume of approximately 
$548,000,000 in 1947 with 1948 sales 
estimated at $613,000,000. Such a vol- 
ume, according to NEMA, warrants 
active promotion and merchandising 
on the part of dealers, department 
stores, utilities, furniture stores and 
other retail outlets. Accordingly, an 
industry name which will describe and 
cover the variety of appliances within 
the scope of the industry, NEMA 
reasons, becomes a necessity. 


Past Nomenclatures 


Throughout the years, the industry 
has called appliances of this group 
small, table, minor, plug-in and traffic 
items, none of which has been practical 
as a vehicle for industry publicity di- 
rected to the consumer. While small 
or minor may be descriptive of the 
size, it is generally felt that these 
terms may be detrimental to the busi- 
ness. Since there is a wide variety in 
products covered by this group, selec- 
ting a good, all-inclusive name to cover 
all devices poses a somewhat difficult 
problem. 

Readers are asked to choose among 
electric housewares, electric _ traffic 
appliances, portable electric appliances 
or small electric appliances. Should 
none of these be acceptable, the writer 
may include his own version for con- 
sideration. All communications should 
be addressed to Statistical Dept., Natl. 
Electrical Mfrs. Assn., 155 E. 44th 
St., New York 17, N. Y. 
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NEW MAYTAG WASHERS EQUIPPED WITH 
BAKELITE® GYRATATORS MOLDED BY 


: | General American 


The Plastics Division of General American Transportation 
Corporation works with the Maytag Company—as well as 








ai The epee: pone ed ~emee are pe with the manufacturers of many other best selling products—to 
: more and more have absolute y no effect . i 
five on the Maytag Gyratator. Even strong alka- develop new plastics parts and products that make your selling 
in- ! € e line soaps have no effect. There’s no job easier and more profitable. 
rt- he pitting, no abrasion, no rough edges to 
WW **bruise’’ and tear fabrics. 



















ne 
Can’t rust or corrode —virtually no lint. 

of PLASTICS DIVISION 

is 

of The Maytag Gyratator weighs about half GENERAL 
~é as much as most conventional agitators. 
lle 
tail 
ited 
tely ro aepese 4 is ene and ene to 
ales take terrific stress and strain, the Maytag 
vol- Gyratator continues to give good service PLASTICS DIVISION 
ants long after other agitators need replacement. GENERAL AMERICAN 
sing 
, CORPORATION 
os Heat, cold, chemical action and constant 135 South LaSalle Street 
= use have little effect on the Maytag Gyra- Chicago 90, Illinois 
thin tator. It’s made of a-special type of Bake- — 7 





MA lite® epecifically intended to take the 
kind of punishment that only a washing 
machine agitator must withstand. 


New York, 10 E. 49th St, 
Los Angeles, Richfield Bldg. 
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Handyhot 


Bieven NEW Handyhot appliances this 
year...and the nine using heating elements 
heat-powered with Nichrome! That's a top- 
notch sales story with a one-two punch. 


For here are time and work saving ap- 
pliances designed to give year ‘round com- 
fort and convenience. Value-plus appliances 
that offer high quality and sound engineering 
at low price—coupled with a sales-winning 
feature of “matched styling” that promotes 
purchase of two, three, or more. 


And here is complete dependability—for 
the all-important heating elements are wound 
with Nichrome, the electrical beat and cor- 


st Auer, » 
> | <a 





*Nichrome is manufactured only by 


.\ Drwer-Harris Company 
fio HARRISON, NEW JERSEY 


S > 
' ) BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 





rosion-resistant alloy that assures ace oper- 
ation and a lifetime of trouble-free service. 


Says Chicago Electric Manufacturing Co., 
maker of the attractive Handyhot line: “We 
buy Nichrome wire because of its uniform, 
quality controlled performance characteristic. 
From order to order and spool to spool, it 
conforms with our strict specifications.” 


Something to remember, this, when ap- 
praising the appliances you handle. You'll 
build new profit and prestige — make your 
selling job easier—if you specify “Nichrome” 
to your manufacturing sources. Appliances 
equipped with Nichrome sell more customers 
-». keep them sold. 


Manufactured and sold in Canada by 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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Estate Forms Stove Co. 
To Market Its Products 


The organization of the Estate Stove 
Co. to merchandise products of Estate 
Heatrola Division, Noma Electric 
Corp., has been announced by John A. 
Seubert, executive vice-president of 
the new company. Cecil M. Dunn has 
been named vice-president in charge of 
sales for the new organization, which 
also remains a wholly-owned subsidi- 
ary of Noma. Lewis W. Selmeier 
continues as advertising manager. 

According to the announcement, the 
reorganization was designed to achieve 
the complete integration of all Estate 
product merchandising and is but one 
phase of stepped-up advertising and 
sales promotion in 1949. 


Dunn Gets Added Post 


Shortly after his new appointment, 
Mr. Dunn was general man- 
ager of the Estate Heatrola Division, 
according to Mr. Seubert who, at the 
same time, announced his retirement 
from the positions of executive vice- 
president of the sales company and 
vice-president and general manager of 
the manufacturing division. Mr. Seu- 
bert stated that he would remain with 
the Estate organization for a sufficient 
length of time to aid Mr. Dunn in the 
additional phases of operation which 
now come under his responsibility. 


Surveys Show Potential 
2,600,000 Dryer Market 


Two recent surveys on the dryer 
market by the Curtis Publishing Co. 
and Detroit Edison Co. indicate a 
potential market of between 2,600,000 
and 2,800,000 dryers within the next 
six years, according to Charles H. 
Rippe, Hamilton Mfg. Co., at the re- 
cent second national Home Launder- 
ing Conference held in Chicago. 

The Edison study shows that 97 
percent of dryer owners are satisfied 
with their units and that the average 
consumer believes he only uses the 
dryer 2.6 days a week where in reality 
meter checks show he actually uses 
it 3.2 days. Some 147 owners claim 
they use the unit in the morning, 52 
in the afternoon and 105 both morning 
and afternoon. 

While dryer complaints include 
moisture and lint, the Curtis report 
states that these are not serious enough 
to cause owners to give up their units. 


Pump Assn. Names May As 
Water Systems Month 


The Natl. Assn. Domestic and Farm 
Pump Mfrs. has designated May as 
National Water Systems Month, it 
has been stated by Herbert C. Angster, 
secretary and executive director. Util- 
izing a slogan “Profit Grows When 
Water Flows”, the campaign is in- 
tended to be the greatest special em- 
phasis period in history of running 
water for homes in the suburbs and 
on the farm. 

Citing the tremendous market. for 
electric water systems, Mr. Angster 
called upon dealers to contact pump 
and water system suppliers for new 
promotional ideas. Selling points i 
cluding water systems as a means t0 
better health and higher living stand- 
ards, plumbing conveniences, improve 
ment of live stock, more leisure time 
through reduced labor,  saf 
against fire and crop irrigation 
a Ree 
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A Deepfreeze home freezer dealer since the end 
of the war, Vergal Bourland is giving new 
meaning to that old adage about the way to 
make people beat a path to your door. He keeps 
them coming with sound merchandising and 
advertising — including Deepfreeze Selective 
Selling Plan mailings to 5000 prospects each 
month. 

And in addition to that, he has his salesmen 
out beating paths of their own—ringing door- 
bells, following up prospects, closing sales. 
This combination has paid off from the start, 
recently accounting for the sale of fifty-three 
Deepfreeze home freezers in a single month. 


Has the Customer’s 
Point of View 


One of the biggest reasons for Mr. Bourland’s 
success, perhaps, is the fact that his activities 
are so fully keyed to the prospect’s point of 
view. His salesmen are trained to talk in 
terms of the prospect’s needs—to prove that a 
Deepfreeze home freezer is a necessity—that it 
soon pays for itself. 

And then he stresses this same theme in 
strong, traffic-building advertising. In the ad- 
vertisement shown at the right, for instance, 


Sells 53 
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Vigorous selling methods pay off for 
Vergal Bourland, Deepfreeze home 
freezer dealer, Fort Worth, Texas 








he dramatizes the savings of a Deepfreeze home 
freezer by offering to install one on the 
“Meter Plan.” 

“NO DOWN PAYMENT,” he says in bold 
headlines, “Let Your Deepfreeze home freezer 
Pay for Itself (Qn Our Special 2-QUARTER-A- 
DAY METER PLAN.” While most orders 
continue to be closed on regular terms, this 
type of advertising creates confidence, brings 
in prospects, builds business. 


A Proposition That Justifies 
Wholehearted Selling 


Mr. Bourland puts real selling behind the 
Deepfreeze line, because the Deepfreeze propo- 
sition makes that kind of selling pay. It will 
make similar effort equally profitable to you. 

As a Deepfreeze home freezer dealer, you 
get a complete line, continuous national adver- 
tising, a wide array of selling helps, the best- 
known name in the business. And, above all, 
you get a product that makes good on your 
promises. Investigate the Deepfreeze home 
freezer franchise—today. DEEPFREEZE DIVI- 
SION MOTOR PRODUCTS CORPORATION, 
NORTH CHICAGO, ILLINOIS. 


There are lots of home freezers but only one can be called the Deepfreeze home freezer 
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Check Our 2 QUARTERS A DAY “METER PLAN” 


NO DOWN PAYMENT 


Let Your Deepire, 
On Our Special Fer ter Rol 


SGAES YOUR MOOS SNES WHat yOu 
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Mr. Bourland used 5 full columns to tell 
this story in Fort Worth newspapers. 
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KITCHEN PLANNER 


It’s the greatest selling aid you’ve ever seen! 
With it you can give your customers a “picture 
plan” showing how the kitchen of their individ- 
ual choice will look. 





Designed for Elgin dealers, the Elgin Kitchen Planner 
will help dealers no matter what line of cabinets they sell. It’s 
simple, it’s complete, it’s easy to use. Your customers won't 
need to try to read blue prints and sketches—you can make a 
picture of their kitchen for them, right in your store or in their 
home, showing every unit, sink, cabinet, window, range and 
refrigerator. 


ELGIN STEEL KITCHENS mean 
better sales and greater profits! 


The Elgin line is complete—you can deliver kitch- 
ens to fit every wall space—Elgin has the seal of 
approval of the Steel Kitchen Cabinet Institute— 
Elgin’s sales portfolio supplies you with infor- 
mation that clinches sales—and now, the Elgin 
Kitchen Planner makes it easier than ever to sell 
Steel Kitchens! 


INST RINET 









Write today —get all the facts NOW! 


ELGIN STEEL KITCHENS 


ELGIN, ILLINOIS 
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Refrigerator, Freezer, lroner, 
Range Output Up in January 
Washers, vacuum cleaners, radios, 


water heaters and television drop 
below December, 1948, production 


Electrical appliance production dur- 
ing January 1949 offered a mixed 
picture of gains and losses in com- 
parison with the final month of last 
year, according to recent industry 
statistics. [In appraising correctly the 
figures in relation to trends and fu- 
ture expectations, the observer might 
keep in mind such factors as Regula- 
tion “W” and the return of the buy- 
er’s market as important parts of the 
present manufacturing situation.] 

Electric refrigerator output totaled 
396,329 units during January for a 
gain of 51,891 over the 344,438 pro- 
duced in the final month of last year. 
The January totals include all NEMA 
manufacturers but one. Likewise, the 
first month of 1949 production was 
39.20 percent ahead of the 284,726 
units produced during the same month 
in 1948. 


Washers Drop, Freezers Gain 


However, output of standard elec- 
tric and gas engine washing machines 
only amounted to 177,900 units during 
January as compared with the 183,700 
turned out in December 1948. January 
production was likewise lower than 
the 360,445 units of the same period 
last year, a drop of 50.64 percent. 

Yet, freezers advanced 6,383 units 
during the first month of 1949 for a 
total of 27,230 as compared with 20,847 
during December. However, the Janu- 
ary total was 27.01 percent less this 
year in comparison with the 37,311 
freezers manufactured during January 
1948. 

All types of radio and television 
receivers totaled 709,633 sets in the 


initial month of the new year as com- 
pared with 1,237,820 in December 1948. 
The January total was 47.01 percent 
below the 1,339,256 units produced 
during the same month a year ago. 
The drop represents the sharp curtail- 
ment of radio set production. 

Surprisingly, television set output 
was only 121,238 receivers during 
January as contrasted with the 161,179 
sets manufactured during the final 
month of 1948. Yet the January pro- 
duction mark was a robust 304.11 per- 
cent higher than the 30,001 units of 
January a year back. 


Ranges and Ironers Gain 

Electric range production pro- 
gressed from 106,938 units in De- 
cember to 109,919 for January 1949. 
The first month total was 4.85 percent 
better than the 104,830 ranges pro- 
duced during the similar period in 
1948. 

Ironers increased 2,000 units during 
January from 26,000 in December 1948 
to 28,000. Yet the first month output 
was 30.33 percent below the 40,192 
figure of January 1948. 


Heaters and Vacuums Off 


Storage water heaters dipped from 
39,458 units in December to 32.425 for 
January, the first month total being 
41.05 percent less than the 55,007 units 
produced in January a year ago. 

Vacuum cleaners declined from 274,- 
180 in December to 228,811 in January. 
As compared with the 304,273 units 
of a year ago, the January statistics 
represent a decrease of 24.80 percent. 











Sylvania Lighting Center 


— 





SEWING alcove and planning area 
occupies a section of the new Sylvania 
Lighting Center. All ideas shown at 
the exhibit are within the reach of 
people with average incomes, accord- 
ing to the company. Theme of the 
show is keyed to showing how modern 
lighting can create an up-to-date 
home. 





MORE than 20 ideas for utilizing 
light in the home are incorporated in 
the completely remodeled Lighting 
Center in New York sponsored by 
Sylvania Electric Products Inc. The 
young lady shows how a closet or al- 
cove outside the kitchen can be con- 
verted into a useful and decorative 
garden room. 
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IF YOU ARE 


NOT NOW 
: HANDLING 
I WESTINGHOUSE Maybe light bulbs aren’t a big item with you now; 
2 or maybe you think your sales are as high 
LIGHT BULBS— as they'll ever be. Possibly so, but we of Westinghouse 
‘ feel sure we can convince you that we have the ways 
9 BE SURE and means to help you boost your 
, present light bulb sales. Here’s why: 
; TO READ Tims Westinghouse has the kind of a program in 1949 





that is iterally sending people out looking 
for Westinghouse bulbs, sending people into X 
(the stores that carry Westinghouse. __--~~ 


at 





For example, | this Spring, for the first time 
.) in all light bulb history, Westinghouse sponsored 
| a huge consumer contest ($31,000 in prizes). 


” a ) To enter, contestants had to buy six Westinghouse 
4 bulbs. Here, then, was a promotion that caused 
t ‘ nee ; 
~ people to search out stores handling Westinghouse. 
/ What better help could you receive? 
/ But the contest is only the beginning. 
wo | Our sights are set high. And we have the ammunition! 

















ts Yes, you'll be surprised and impressed when you see 
our complete program. Just call or write 

your Westinghouse Lamp District Office (listed below) 
and a Westinghouse representative will call 

—without any obligation on your part; or write to: 


Lamp Div., Westinghouse Electric Corp., Bloomfield, N. J. 


ry. 
‘its 
ics 
nt. 


WESTINGHOUSE LAMP 
DISTRICT OFFICES 


Boston, 10 High Street 

Chamblee, Ga., 2260 Peachtree Ind. Blvd. 
Chicago, 20 No. Wacker Drive 

New York, 40 Wall Street 

Philadelphia, 3001 Walnut Street 
Pittsburgh, 419 Wood Street 

San Francisco, 410 Bush Street 

St. Louis, 411 N. Seventh Street 
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JUST OFF THE PRESS! 





| K” 
THE TRADE-IN “BLUE BOOK” 
/WSURES PROFITS ON SALES BECKES 


1. Ie lists and illustrates over 2200 models of domestic type 
refrigerators so that they may be readily identified by 
the dealer. Guesswork as to age or model is eliminated. 


2. it gives a fair, conservative value to each model listed 
and eliminates the danger of excessive allowances. 


3. Its neat and complete make-up impresses the dealer .. and 
in general its appearance and lists serve as an effective 
antidote for the customer’s inflated sense of value of 
his “trade-in”. SEEING IS BELIEVING! 


4. Its trade-in appraisal values are designed to let the dealer 
MAKE A PROFIT on his replacement sales. 


5. It contains a complete editorial section which tells the 
dealer how to trade refrigerators profitably. 





One trade-in properly executed on the basis 
of prices established in the Blue Book will 
pay for the cost of a book many times over. 


COMPLETE ILLUSTRATIONS-SPECIFICATIONS 
e LISTS OVER 2200 MAKES AND MODELS 

e@ ASSIGNS FAIR TRADE-IN VALUES 
eTELLS HOW TO RECONDITION TRADE-INS 
FREE DEALER SERVICE BUREAU 


The automobile industry has used a “Blue Book” of 
Trade-Ins successfully for 34 years. Profit by experience 
and use the “Blue Book” of refrigerator trade-in values. 


The Original, "Published since 1938 


Please send at once _______. copies of the rT] 
NATIONAL REFRIGERATOR MARKET REPORT "This book may be obtained from 
Enclosed Please Find: [) Check 0) Money Order " 


yj Your distributor or refrigerator 
NAME —— manufacturer...or you may 
order direct by using this 


ADDRESS. a - - — convenient coupon. 


Mail with your check or money 
order. We pay the postage. 


OO 


NATIONAL REFRIGERATOR MARKET REPORT, Inc. MN 
Post Ofhce Box 606, Los Angeles 25, Calif. u) 
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OPENING session of the conference found the following headliners presiding (left 
to right): J. F. Zweiner, program chairman; Frank Jennings, Better Business Bureau; 
Clark Chamberlain, bureau secretary; Harold Starkey, president, Chamber of Com- 
merce; and A. E. Holloway, vice-president, San Diego Gas & Electric Co. 


San Diego Conference 
Hits High Operating Costs 


Otter and Stevens featured speakers 
at winter sales conclave; retailers 
told to return to pre-war sales ways 


ERCHANDISING came _ back 
to Southern California in Janu- 
ary. 

It was just like the pre-war appli- 
ance selling days when more than 
450 appliance retailers, manufactur- 
ers, agents, distributors and utility 
men convened in San Diego on Jan. 
19 for the Annual Mid-Winter Sales 
Conference of the Bureau of Radio 
and Electrical Appliances. 

Why? Look at a few quotes from 
a reporter’s notebook, taken as the 
concentrated 10-hour program got 
underway. Said one manufacturer: 
“The dealers have got to beat the 
bushes to get sales, they’ve got to 
use the user and use every trick in 
this business, they’ve got to have men 
who will look up and down the street 
for clothes on the line to get dryer 
prospects, smell out the garbage cans 
to get disposer sales, look for smoke 
from the chimneys to sell electric 
ranges.” Said a distributor: “There'll 
be more competition, from other deal- 
ers and from customers’ resistance: 
You'll have to sell the product before 
you sell the price.” A manufacturer 
advised as follows: “Dealers must 
concentrate on one brand, push that 
brand, believe in it, and they'll get 
more customers, better advertising ¢rs new selling stories, said Jack M. 
support and more help from the deal- Otter, vice-president and general sales 
ers.” manager of the Philco Corp., Phila- 

Just Plain Stymied delphia in his major speech at the 
dinner session. These changes will 
make it necessary for the dealers to 
concentrate on thorough product 
knowledge as one of their strongest 
sales tools, he stated. He detailed the 
need for more concentration on one 
brand of major appliances to enable 
the dealers and their salesmen to know 
the products better, to enjoy more co- 
operative advertising and better assist- 
ance from the distributors, and to 
enable the manufacturers to reduce 
the number of franchises in any 
locality. 

Soothing syrup for the business 
nerves of hundreds of appliance re- 
tailers was supplied by M. G. “Pete” 
Sues, San Francisco and Los Angeles 
appliance distributor and president of 
the PCEA. Although the appliance 
business had a lowered volume in No- 

(Continued on page 124) 





MORE frequent model changes to keep 
the public’s interest and give dealers 
something to sell may be expected, Jack 
M. Otter, general sales manager, Philco, 
tells the winter sales conference of San 
Diego dealers. 


Manufacturers will start making 
more year-to-year changes in models 
and designs in order to keep up the 
public’s interest and to give the deal- 


The dealers had other thoughts as 
they opened their records: “We are 
stymied between low margins and in- 
creasing overhead as inventory costs 
rise, cost of selling each product in- 
crease, and we are forced to spend 
more and more money in free labor 
maintaining manufacturers’ guaran- 
tees.” Said a utility expert: “Dealers 
must begin to schedule their advertis- 
ing and promotion to make it fit into 
the known curves of seasonal buying 
of major appliances.” 

Facts prevailed and theory was for- 
gotten as this market-conscious group 
settled down for a conference that in- 
cluded, between noon and 10 P.M., 18 
features involving 52 speakers and 
participants, carefully arranged and 
timed by the bureau’s secretary-man- 
ager, J. Clark Chamberlain. 
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io UNIVERSAL COFFEEMATIC 
Wal Fawvout 


WITH THE FLAVOR-SELECTOR 























Acclaimed by experts, home economists and the 
public alike, Coffeematic is America’s No. 1 coffee- 
maker because it has the features everyone wants: 
graceful beauty of design...new full 8-cup capac- 
ity... the Flavor-Selector for coffee as you like it— 
mild, medium or strong. And it’s entirely automatic, 
shuts off when the coffee is brewed... Redi-Lite 
comes on and then coffee is kept hot until served. 
It’s the unwatched “pot” that never boils—designed 
for quick action with the famous Universal “Cold 
Water” Pump. Remember, too, Coffeematic is metal 
with no breakage to worry about... nothing cum- 
bersome to lift off. Guaranteed for one year. 





(A 

















Yes... it’s worth its weight in gold...quality built by Universal, 
maker of more electric percolators than the rest of the industry 
combined. Look at its durable all-metal shell, finished in life- 
time chromium. Note its unbreakable qualities ... the all-metal 
basket, durable plastic handle and encased mechanism. Also 
its beautiful design that makes it a companion piece to the 
finest table setting. 

Compare its low price (only $24.95) to that of ordinary metal 
coffeemakers selling for more. Compare feature for feature, and 
you'll see why Coffeematic with the Flavor-Selector is America’s 
No. 1 Buy. Then add to this the biggest promotion in small 
appliance history. 





FULL EIGHT-CUP CAPACITY 


BACKED BY A $4,000,000 PROMOTION IN 1949 \| LOOK 








ELECTRICAL MERCHANDISING—APRIL, 1949 PAGE 121 











COFFEEMATICS 


MOST PUBLICIZED PARTY 
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Big four-color ads will feature 


Coffeematic in top national mage 


tines. Over 50 ads in all 


Yes... one million dollars in ‘49 will feature Coffeematic, 
_ America’s No. | Favorite, in a super-colossal advertising 
 eampaign starting in April and running through Christmas. 
Feature promotion after feature promotion will be aimed 
at the coffeemaker buyers of America .. . a gigantic June 
Bride Promotion ...a Big Fall Gift Promotion...and a 
gigantic Christmas Promotion... reaching every type of 


* buyer, every class of market. 








@ Additional Compoign features will be announced throughout 1949 





; 
of 
=: 





“Z% fé 








APRIL, 1949—ELECTRICAL MERCHANDISING 





SING 





MILLION DOLLAR COMING OUT PARTY 


IN APPLIANCE HISTORY ¢ 
PROMOTIONS THROUGHOUT 


NEWSPAPERS 


Two big newspaper compaigns in 150 Key 
Markets — Spring and Fall — will link up 
. your store with large-size Coffeematic ads. 


aoe 





RADIO 


Coast-to-Coast audience shows on CBS, ABC and 
Mutual will add to this Coffeematic avalanche. 
Grand Slam * Give and Take * Sing It Again 

Go For the House * Winner Take All me EEMATI Cc 


POINT-OF-SALE 


Window and Counter Displays plus Direct 
Mail Campaigns will make your store 
Coffeematic Headquarters. 


BUY-LINES 


; ¥ ‘ ad 
Nancy Sasser’s famous Buy-Llines column ; . 
reaching 15 million readers in 63 large 








aaron 









| | S — \ _—— ‘ \ 
market newspapers will push Coffeematic 4 . pLe— FRARY & CLARK : \ 
week oft k, Spri d Fall LANDERS, ONN. \ 
ee otter week, pring an a NEW BRITAIN, © 7 a umillion \ 
pT. C1-EM s ine at Coffeematic \ 
- the receiving Wi with full detat's \ 
1 want to be in Party.” Please provide me” | 
Dollar Coming Ov Aah Coffeematic Promotion. | 
about Universal's 99° 4 | 
¢ s . ‘ Name NE ae 
NIVERSAL ee aaa 
\ n ge cnt 
City ——_— 
a LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. Nae ee ee 
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No. 858, 
® with 
| inset pan 


95 


_ No.857,with inset 45 
J pan and trivet 10 





Countless 


Housewives 
Asked for this NEW 


Everhot 
Roasterette 


HEY wanted a small roaster, a casserole, a deep well 

cooker, a bean baker, an electric oven for small cakes, 
cookies, popovers, all in one stylish, compact unit. They 
wanted a removable inset pan and trivet for convenience in 
cooking and cleaning. They wanted a unit that is economical 
of current and available at a “disinflated”’ price. 

Everhot engineers have met every specification—beautiful 
white baked-on enamel finish, cover of polished aluminum 
alloy, knob and handles of plastic, 
2-heat control, 3-quart removable 
inset, die cast trivet, U. L. Ap- 
proved, 6 feet of cord and a 
recipe book. 

The shipping weight is 6 Ibs. 
We can fill your order the day 
it is received, 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO * ESTABLISHED IN 1884 





























@ Everhot convenience and quality features stand out as the shopper 
becomes more particular. There are plenty of good exclusive reasons 
why an Everhot appliance is worth the price. Everhot gives you more 
than merely a unit to sell. 


€VERHOT PRODUCTS 
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San Diego Conference 








CONTINUED FROM PAGE 120 











ACTIVE participants at the conference included (left to right): A. K. Chamberlain, 
bureau president; George Stevens, president, George T. Stevens & Associates; Anthony 
Borthwick, San Diego banker; Peter Sues, appliance distributor and PCEA president; 
Elwood Bailey, convention bureau; and Stanley Grove, Chamber of Commerce. 


vember, December and January, he 
said, the dealers should remember that 
they put a lot of selling effort on 
credit business prior to the re-instat- 
ing of Regulation W, and as a result 
they enjoyed heavy volume that was 
reflected in a later decline. He ad- 
vised dealers to allocate a definite part 
of their gross for advertising and pro- 
motion costs to build prospects for 
the selling staffs which they were now 
putting to work. 


No Need for Pessimism 


Also in an optimistic but advisory 
mood was Kenneth Hampton, man- 
ager of Valley Elec. Supply, Fresno, 
who told the dealers that there was no 
need to be pessimistic about the future 
of the appliance business if they were 
willing to consider or remember 
what it takes to do a profitable busi- 
ness. The dealer who realizes that 
the normal approach to a profitable 
appliance business requires attention 
to advertising, promotion, displays, 
floor selling, telephone selling, cold 
canvassing; that the emphasis must 
be on features and not on price; that 
many new products must be pushed to 
get the plus volume that means profit; 
that it means to buy fast movers, sell 
them fast and unload dead stock; this 
dealer unquestionably has a profitable 
and successful appliance selling future, 
Mr. Hampton said. 


Pre-war Selling 


Calling the attention of dealers and 
salesmen to the need for a down-to- 
earth, pre-war approach to appliance 
selling, Geo. T. Stevens, president, 
Geo. T. Stevens & Associates, and 
featured speaker at the noon luncheon 
meeting, emphasized the need to use 
the user. He recalled the pre-war 


selling techniques when appliance 
salesmen followed the ice trucks to get 
refrigerator prospects, and said that 
this type of beating the bushes for 
prospects must be brought back if the 
industry’s volume is to be maintained. 
He observed that, in spite of the low- 
ered sales volume in appliances during 
the late fall, there had been no na- 
tional evidence of steel price cuts or 
reduction in wages which would indi- 
cate an impending era of poor busi- 
ness. 


The Dealers’ Side 


The viewpoints of the dealers were 
brought into the conference through a 
continuation of the dealer discussion 
panel started at last year’s conference. 
These dealers discussed the declining 
gross profit evidenced by most dealers 
during 1948. They claimed that the 
reasons for the decline were the con- 
tinued low margins at a time when 
the dealers’ advertising and promotion 
costs were rising to pre-war levels and 
when sales costs were rising because 
salesmen had to spend more time with 
each prospect to make a sale. 

One dealer mentioned that he be- 
lieved discounts should be higher on 
small quantity purchases so that the 
smaller dealer could keep his inven- 
tory in line and reduce his overhead. 

The balance of the panel discussion 
covered the increased cost of provid- 
ing free service to maintain manufac- 
turers’ guarantees. Dealers felt they 
should have some compensation for 
the labor involved in making opera- 
tional changes during the first year. 
They also believed that 90 days was a 
sufficient labor guarantee on all major 
appliances. 

In another panel discussion, the bu- 

(Continued on page 126) 





CURRENT problems at retail level occupy the attention of this dealer panel during 
San Diego winter sales conference. (Left to right): Elmer B. Hazie, chairman; Gordon 
Dawson, C. M. Roberts, and Bob Shaffer. 
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the Admiral DUAL-TEMP 
never needs defrosting! 
ae it keeps food flavors 
) get - from getting mixed up! 
that 
for 
the ; 
wed, x Moist-Cold keeps foods 
ow- f 
ie from drying out! 
na- 
Ss or 
indi- 
usi~ sd ADMIRAL is a 
fighting brand! 
vere 
tha ‘ ‘ 
sion y it can quick-freeze foods 
cme at 20° below zero! 
ilers 
the 
con- 
vhen ol no dish covers 
; 
“a are needed! 
ause 
with = 
be- ts there’s an ADMIRAL 
‘« in every price class! 
ven- 
ead. 
sion 
vid- wil ADMIRAL advertising 
fac- 
fas pulls no punches... ever! 
for ; 
era- 
rear. 
wet Watch for Admiral 





DUAL-TEMP ads in 
Time, McCall’s, Better 


re lohacha Ke! new Homes and Gardens, 
Good Housekeeping, 
k in d of Collier’s and 


4 Farm Journal. @ 
Refrigerator 
ee Make sure your store 
Advertising is listed in all tie-in ads 


that will run in your DUAL-TEMP 


local paper. 






bu- 















with built-in freezing locker 


TELEVISION! See and hear ‘  Sénicel Admiral Corp., Chicago 47, Ill., makers of Admiral Refrigerators, Ranges, Radios, Phono- 


aa a Sa Fridays, § to 9 P.M. ES graphs, and Admiral “Magic Mirror” Television. 


jring 
rdon 
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We're “Cooking with Gas” ( **" 
when we Say... an 15 200! 





} Pe, The price tags on these modern, dependable 
~ gas ranges are attractive enough to break any 
‘buyers’ strike’; and they enable Dealers to 


& er * build volume sales in this expanding division 
> € ress of the stove business. 





Our more than three quarters of a century of 
stove building “know how” assure your cus- 
mn : > tomers of long, economical service from these 
8 sturdily constructed ranges. 








S . > A. G. A. approved. Available for use with 
: natural, artificial, bottled and L. P. gas. Write 
y for detailed folder. 





Established 1862 
The GRAY and DUDLEY Co. 


Nashville 3, Tennessee 





“WORTHY OF THE NAME! 





A FEW OF MANY FEATURES: 


Heavy cast-iron main fronts; doors built over con- 
cealed cast-iron frames to prevent warping or twisting 
are counterbalanced by springs that do not burn out; 
non-breakable, steel door hinges; all parts are of 
finest quality. 


Round cast-iron burners finished in porcelain enamel 
are unusually efficient; easily removed for cleaning. 
All oven and broiler linings finished in vitreous por- 
celain enamel. Roll-out broiler; cast aluminum grill; 
roomy storage compartment. 








DISTRIBUTED NATIONALLY 


BAKER & HAMILTON............ San Francisco, California LONG-LEWIS HDWE. COMPANY..... Birmingham, Alabama RED FEATHER OIL COMPANY........ Salt Lake City, Utah 
A. C. BLACK COMPANY..........4+ Minneapolis, Minnesota McCLAIN DISTRIBUTING COMPANY Charlotte, North Carolina REPUBLIC SUPPLY CORPORATION....... Detroit, Michigan 
BRANDON COMPANY.............+- Little Rock, Arkansas McGOWIN-LYONS HDWE. & SUPPLY CO....Mobile, Alabama SIDNEY SCHRAYER & COMPANY.......... Chicago, IIlinois 
BROWN-CAMP HDWE. COMPANY......... Des Moines, lowa MILWAUKEE STOVE & FURNACE REPAIR CO. SIEG HOME SUPPLY COMPANY........... Davenport, lowa 
CALIFORNIA HDWE, COMPANY..... Los Angeles, California Milwaukee, Wisconsin SMALL & SCHELOSKY COMPANY....... Evansville, Indiana 
CANTON HARDWARE COMPANY............. Canton, Ohio MYER-BRIDGES COMPANY............ Louisville, Kentucky THE JOSEPH B. SMITH COMPANY...........Toledo, Ohio 
DEALERS APPLIANCE COMPANY..... Kansas City, Missouri H.C. NOLL COMPANY.................. Omaha, Nebraska SPOKANE PAPER & STATIONERY COMPANY 

FOREMAN DISTRIBUTING COMPANY...... Portland, Oregon OZARK MOTOR & SUPPLY COMPANY. .Springfield, Missouri Spokane, Washington 
M. A, HARTLEY & COMPANY..... Gettysburg, Pennsylvania PHILLIPS HDWE. COMPANY......... Cambridge, Maryland STAMPFER'S FARM & HOME STORE....... Dubuque, lowa 
HOFFMAN HOWE. COMPANY....... Los Angeles, California THE PIONEER TIRE COMPANY............ Tampa, Florida STANLEY DISTRIBUTING COMPANY..... St. Louis, Missouri 
GUY H. LANDON.............. Colorado Springs, Colorado G. M. POPKEY COMPANY............ Marinette, Wisconsin TAY-HOLBROOK, INCORPORATED. .San Francisco, California 
THE LEE HOWE. CO. LTD........... Shreveport, Lovisiana PRICE'S, INC...........scecseeeeseeees Norfolk, Virginia UNION HDWE. & METAL COMPANY. .Los Angeles, California 


The mot complete stove line! 
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San Diego Conference 


= CONTINUED FROM PAGE 124 ames 


reau’s program covered what the in- 
dustry should do to keep home freezer 
sales rolling. The most important 
step, said Ben Sanderson, western 
manager, Deepfreeze, is for manufac- 
turers and distributors to. see that 
every dealer and every dealer’s sales- 
man has a freezer in his own home 
and that he makes use of it. The 
dealer or salesman who is not com- 
pletely enthusiastic about the advan- 
tages of owning a freezer after a 30- 
day period shouldn’t continue selling 
them. The panel agreed that the home 
freezer deserves a good traffic spot on 
the dealers’ floors. Freezers should be 
filled with food and should be sup- 
ported by advertising and promotion 
to create interest. The dealer should 
not stop with the sale of a freezer but 
should help the customer get full value 
from his purchase by making arrange- 
ments with local locker plants for 
quantity purchases, and by having a 
complete assortment of packaging ma- 
terials available in the store. 

The importance of television pro- 
gramming to the sales of TV receivers 
was covered by speaker R. C. Goggin, 
western director of TV programs for 
ABC. He said that programs are still 
in a transitional stage, with new meth- 
ods of production under development 
and new sources of programs under 
consideration. 

How appliance dealers can coordi- 
nate their advertising and promotion 
with the known peaks in appliance 
sales was covered by Frosty Raymond, 
advertising manager of the San Diego 
Gas & Electric Co., at the afternoon 
session. He showed the dealers that 
appliance sales in San Diego County 
hit peaks in May and in the fall with 
refrigeration sales reaching their high 
points in April and May. He pointed 
out how the utility’s extensive adver- 
tising and promotion campaign, re- 
leased through the Bureau, antici- 
pated these buying trends and sched- 
uled its space to further increase busi- 
ness during these periods. 


| Stewart-Warner Creates 
Radio And Video Branch 


* Stewart-Warner Corp., Chicago, IIl., 
recently established a new division to 
handle radio and television set pro- 
duction and distribution, it has been 
announced by James S. Knowlson, 
president and board chairman. The 
division, which will be known as 
Stewart-Warner Electric Division, is 
headed by Sam Insull Jr., vice-presi- 
dent. 

Mr. Knowlson remarked that each 
group of related product lines has now 
been segregated into a distinct and 
independent division with no division’s 
operations or profits dependent upon 
or affected by those of any other. 


West Bend Aluminum Co. 
Buys Stanley Ovenette 


The West Bend Aluminum Co, 
West Bend, Wis., recently purchased 
the Stanley Ovenette including patents, 
trademarks, tools, dies, machinery and 
goodwill from the Stanley Savage 
Mfg. Co., Chicago, Ill, it has been 
announced. The purchase also includes 
the Gem Ovenette and Stanley Elec- 
tric Oven. 
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= ABOUT YOUR WATER HEATER LINE TODAY! 


The 
Com- 
ivan- 
a 30- > eae ° eae 

lling = Under competitive selling conditions, nobody has ever 
nome 


AG A found a substitute for a good product, priced right, to 
on E R LA ™y D / bring in the sales. When you choose the Mertland line 
SM ERTLAN D7 






























pin of automatic electric water heaters, you give your sales 
otion department an edge right from the start. Look at some 


— of your Mertland sales advantages: 
r but 


value 
ange- 
; for 
ing a 
r ma- 


ee, 

RTLAND GIVES YOU A COMPLETE LINE... 
It is easier to sell the right size, shape, and type water heater, 
than to have to try to sell one not quite right. Mertland con- 
tains many models not found in ordinary lines. There is a size, 
shape, and capacity Mertland just right for every use. Ca- 
pacities from 10 to 100 gallons. 





pro- 
*ivers 
gin, 
is for 
e still 
meth- 
»ment 
under 


RTLAND MEANS QUALITY YOU CAN PROVE... 
iy Let them compare. You welcome comparisons when you sell 
Mertland, built with every modern feature for economy, dur- 
ability and style. Gives you extra sales points too, like Mert- 
land Magnesium Anodic Rod (as advertised by Dow Chemical 
Co.) for protection against corrosion . . . Mertland superior 
long lasting finishes, modern infra-red processed, equivalent 
to eight coats of baked on enamel. 
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inted 
idver- 
1, re- 
antici- 
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TLAND TABLE TOPS IN 35 AND 45 GALLON SIZES... 
Real beauties in this fast selling kitchen double duty model. 
Table top work surface in panelyte, resists burns, scars and 
scuffs. Can be custom finished with special tops. 
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4 ON ALL MERTLAND DELUXE MODELS 


=a THE HEDGES LINE 


MAGNESIUM 
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— ANODIC M. M. HEDGES MANUFACTURING COMPANY, INC. 
ry an ROD MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION WATER HEATER SPECIALIS TS 


Savage CHATTANOOGA, TENNESSEE 
s been 


acludes 
- Elec- 
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/ SO <i. 
Shell Fay VEE, Veo 


ee Washer line 


..-if you feature appliance lines that people want — nationally 
advertised lines - THE LINES DISTRIBUTED BY GraybaR 


.-. if you use good selling methods — modern merchandising and 
promotion tools — THE SALES HELPS AVAILABLE FROM YOUR 
LOCAL GraybaR APPLIANCE SPECIALIST. 


Yes, and you'll get prompt deliveries from a Appliance Department 
Graybar warehouse near you. GRAYBAR ELECTRIC COMPANY, Inc. 
These are a few reasons why thousands of Executive Offices: 


Graybar Building, New York 17 


dealers throughout the nation make Graybar 
their No. 1 source of electrical appliances. 
4927 





IN OVER 100 PRINCIPAL CITIES 


PAGE 128 APRIL, 








Manufacturers’ Sales: 
Appliances and Radio 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry” 


Units 
}., eee 27,230 
MMR ooo. Sa. ees 37,311 
TMD sig ss mne Gases oe —27.01% 


IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


ee eee 28,000 
Jan. 1948................ 40,199 
IES 2 + cc Se vewenase —30.33% 
IRONS 

(NEMA Member Sales, Not Industry) 

) eee 185,950 
NS ee 
INS oo cicseve cen —44.20% 


RADIO RECEIVERS, ALL TYPES 
(Radio Manufacturers’ Assn.) 


I ac nas unos 109,633 
ot - “aoa 1,339,256 
RG aceite nwdeases —47.01% 


FM-AM RECEIVERS 
(Radio Manufacturers’ Assn.) 


> erro 147,733 
OE ERY 136,015 
ei cscs ev sedcware +8.62% 


AM RECEIVERS 
(Radio Manufacturers’ Assn.) 


pO Rea eeraer 440 662 
NE RAR er 1,173,240 
NIN cin Wica-ereas aie cians —62.44%, 


TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


oS a eee 121,238 
SI ox iccchaw ew he wes 30,001 
i eee rere +304.11% 
RANGES 

(NEMA Member Sales, Not Industry) 
ae 109,919 
De sek nnasas 104,830 
IIS acpklccery's yes +4.85% 
REFRIGERATORS 

(NEMA Member Sales, Not Industry) 
ee 396,329 
I is Sieh cnion 284,726 
, i eer +39.20% 
*one less mfr. reporting than in Jan. 1948 
ROASTERS 

(NEMA Member Sales, Not Industry) 
ae ae 29,999 
of hele ae aie 38,604 
NS or oreo actuew ara —22.29% 


VACUUM CLEANERS, FLOOR 


(Industry Estimate by Vacuum Cleaner 
Manufacturers’ Assn.) 


a allie ane 298,811 
> eT 304,973 
ee —24.80% 


WASHING MACHINES, STAND- 
ARD—Electric & Gas Engine 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


EM eros 2 cs Ges acanaconn 177,900 


Jan. 1948...... Ea 360,445 
RS Se —50.64% 


WATER HEATERS, STORAGE 
TYPE 
(NEMA Member Sales, Not Industry) 


_ | Aone yy = 32,425 
ae ee aie 55,007 
Ie 5 -dna > aeakearnt —41.05% 
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BIG-VALUE 
; MODELS 

: > all with the 

. & SHELVADOR 


GROSELEY 420 whal woncen want { 


No other refrigerator on any sales floor can 

match what Crosley has—the Shelvador! It’s 

a Crosley exclusive! What a sales angle you’ve 

got with those extra feet of “front-row” space! You can 
sell more with Shelvador! 

In these days of stiffening competition, why slug it out 

selling old-fashioned types of refrigerators when Crosley 

gives you real ammunition with the Shelvador, plus— 


* A big freezer compartment with ample room for up to 
50 Ibs. of frozen foods. 





* Dry-Cold compartment for foods that don’t need 
frozen storage. 

* Moist-Cold compartment where foods just can’t dry out 
—even when left uncovered. 

* Handy Ever-Dry Storabin—snuggest spot in the kitchen 
for foods that should stay dry without refrigeration. 
And Crosley supports dealer selling efforts with the most 
powerful advertising campaign in Crosley history—con- 
sistently selling the advantages of Crosley products to the 

people you want to reach. 





Products for 
Happier Living 


SHELVADOR* REFRIGERATORS... 
KITCHEN FREEZERS ... 
RANGES ... RADIOS . . . RADIO 
PHONOGRAPHS . . . TELEVISION 


H 















©y distri . Uch with 
or write for ful] - Utor in your area 


Cros] ils abo : 
Divi Profit op out the big *4g 


Vision Av 

? co 
POratio 
Cingj 4 132 Arlin t 

mnati 25, Oni, °°? Stre 


% 








*T.M, Reg. U.S. Pat. Of. 





The womans angla io the night A angle for salvo and, only Crosley tan it ! 
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Kitchen planners can now put complete 
scale kitchens together with a pencil, with the new 
Kitchen-Kraft Plan-a-Kitchen Kit, the most practical 
planning kit ever invented. It consists of five elements 


only—a pad of ruled planning sheets scaled one-half. 
inch to the foot; two plastic PLAN-A-RULES—one ¢ 


for sink and floor cabinets and one for wall and broom 
cabinets; a triangular draftsman’s scale and a pencil. 


The PLAN-A-RULES are marked for correct 
scale sizes of all cabinets, plus fillers, corner cabinets 
and every individual piece necessary to produce a 
complete kitchen floor plan. By placing the trans- 
parent PLAN-A-RULES over the floor plan, cabinets 
can be sketched in, in proper location. ‘The planning 
sheets are printed on draftsman’s vellum paper that is 
casily erased and, when completed, blueprints can be 
made from the vellum in any quantity. Regardless of 
whose kitchen cabinets you handle, the Plan-a-Kitchen 
kit will save hours of valuable time and effort. It elim- 
inates the need for expensive model kitchens in wood 
and plastics, and is far superior to any set in use today. 


Dealers appreciate the low cost of the Plan- 
a-Kitchen kit. It is available for $5.00 complete, to 
any dealer, home planner, builder, architect or home 
owner. Please fill out the coupon below, enclosing 
check or money order, and mail today. Your kit will 
be promptly shipped. If not satis- 


fied, return it and 
Only $522 


compere 


= your money will 
gladly be refunded. 


STEEL KITCHENS 








kitchen planning kit 
ever offered! 


A complete 
kitchen to scale 
in 3 easy steps 


— 
IL SK 
~= 


| 


Measure and 
draw the floor 
plan on the ruled 
vellum, using the 
architect's scale. 


Use the larger 
Plan-A-Rule No. 1 
for drawing in 
sink and floor 
cabinets plus fill- 
ers if needed. 


Use the smaller 


for indicating wall 
and broom cabi- 
nets, plus fillers. 
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ee 
‘ . 
Midwest Mfg. Company 
: Galesburg, Illinois NAME 
+ 
a Please send me a Plan-a- 
. Kitchen kit for which | COMPANY =~ 
a enclose $5.00 in 
. i ADDRESS___ 
s QO O 0 
7 
8 CASH CHECK MONEY 
' ORDER CITY 
r 


—ZONE__STATE 

























Plan-A-Rule No.2 








_ Universal Promotes Washers, 


Cleaners, Irons, Coffeemakers 


National magazine, newspaper ads, 
tie-in offers highlight program 


Landers, Frary & Clark are in the 
midst of greatly expanded merchan- 
dising campaigns which will continue 
during the spring and early summer. 
The drives concern the full line of 
Universal home laundry and cleaning 
equipment and are a part of the 
planned profits program for this year 
which is heavily emphasizing the com- 
plete line of major and traffic appli- 
ances in separate campaigns. 


Washer Drive 


“The success or failure of the 1949 
washer business rests for the greater 
part on the shoulders of the dealers, 
the final link between the manufac- 
turer and consumer,” according to 
E. L. Farquharson, sales manager, 
home laundry equipment division. This 
final link, he continued, must be forged 
by adequate selling or the washer 
market will remain more or less at a 
standstill. 

National magazine advertising, 
newspaper ads in key market news- 
papers, and special tie-in offers along 
with a special promotional package of 
materials will help the dealers in pro- 
moting the full line of home laundry 
equipment. Added tools will include 
washer floor displays, banners, counter 
cards, mail folders and postcards. 


Bonanza Cleaner Market 


Lee Moss, sales manager, home 
cleaning equipment division, stated 
that authoritative reports indicate a 
total of more than 204 million doors 
yet to be opened to electric vacuum 
cleaner sales. He sees the spring of 
this year as the most attractive the 
vacuum business has ever realized. 

To assist dealers in reaching this 
market, the firm will use national 
magazine advertising to 19,315,675 
readers backed by heavy coverage of 
fully illustrated dramatic billboards, 
Mr. Moss stated. Radio spot com- 
mercials will be utilized. 


Carrier Debut 





FIRST showing of the new Carrier air 
conditioning unit at Peirce-Phelps in 
Philadelphia, Pa., finds Jack A. Gazelle 


(left), manager, dealer sales, Carrier 
Corp., explaining features of the new one 
ton unit to Charles M. Phelps (center), 
secretary-treasurer, Peirce-Phelps, Inc., 
and Carl U. Spriggs, assistant sales man- 
ager, Carrier. 


APRIL, 


The company is also _ presently 
engaged in a record iron sales 
promotion directed toward an esti- 
mated six and one half million market 
for electric irons representing new 
sales and replacements, according to a 
company announcement. 

During this month and May, the 
planned profit program for 1949 will 
feature support for dealers in the 
sales of Beam-O-Lite irons. Full- 
line ads in popular magazines will 
reach 16 million homes and 100 mil- 
lion radio listeners will be contacted 
through audience participation shows. 
To tap the huge market of one million 
new brides, one and a half million 
ironless homes, one million gift buyers 
and three million replacements, the 
firm will advertise in Life, Ladies 


- Home Journal, Farm Journal, Mc- 


Call’s and Sunset with key newspapers 
in 100 leading markets developing 
ready and eager customers for dealers 
featuring a special iron deal. 

Effective April 1, every Beam-O- 
Lite iron will be offered with a new 
ironing board cover at no extra charge, 
with a built-in asbestos iron rest to 
protect the cover while work is moved 
or changed. The offer will be good for 
60 days. 


Coffeematic Campaign 


Starting in April and continuing 
right up through Christmas, the firm 
is conducting a Coffeematic “million 
dollar party campaign” featuring a 
series of promotions pitched at the 
bridal, gift, and anniversary markets. 
According to the company, the back- 
ground for the promotion for greater 
consumer acceptance will be devel- 
oped through more than 50 insertions 
of ads in 11 leading national maga- 
zines including Life, Ladies Home 
Journal, McCall’s, Good Housekeep- 
ing and others. National radio net- 
work audience participation shows 
will carry the message to over 100 
million listeners each week with point 
of sale and newspaper campaigns 
lending strong support. 


322,963 Washers; 138,883 
Refrigerators Set Record 


During 1948, 322,963 domestic 
washing machines and 138,883 electric 
refrigerators were produced in Canada 
for the greatest number ever manu- 
factured in one year, according to a 
recent Bureau of Statistics report. 
The washer output was 47.6 percent 
ahead of the 218,745 mark in 1947 
while refrigerator manufacture was 
42.6 percent more than the 97,408 
units sold during the year before. 


W. H. Holt Elected Head 
Of Propeller Fan Assn. 


Walter H. Holt was recently elected 
president, Propeller Fan Mfrs. Assn., 
at the annual meeting held in Atlanta, 
Ga., according to an announcement. 
Mr. Holt has been associated with 
the Buffalo Forge Co., Buffalo, N. Y. 
since 1937 and is presently manager 
of fan merchandise and standard ap- 
paratus department, 
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Recessed models with 
deep drawn, seamless 
bodies — plate glass 
mirrors — adjustable 
glass shelves. Lighted 
ond unlighted models. 


Surface models with 
choice of plate glass 
and window glass 
mirrors of without 
mirrors for all-purpose 
storage. 





Grote makes a full line of recessed 
and surface model cabinets —with 
and without Stor-In-Door. 


Also Made in Lighted and Recessed Models. 


‘| = 


There are many needs 
for these new and 
practical Stor-In-Door 





- cabinets . . . The extra 
cabinet in the busy bathroom . . . in the 
shower room, the wash ° a, — 
room =— spice and = bes 3 \J 
~ Ta See) fT 
extract cabinets in the! | |\S¢ St, {— 
} tr 


- 


kitchen and pantry —' ry 
the back porch for outside wash-up — for 
aS] Fr the orderly clothes 
‘ein =} closet — convenient 
2 Aa storage in home, shop 
Ye or office. 
jc ove 
Write today for 
complete information. 






THE 


ELECTRICAL MERCHANDISING—APRIL, 1949 








a a a a a 


i 





* Only Grote makes the Stor-In-Door, 
Patent pending. 


Here's the fastest selling feature ever introduced in bathroom 
cabinets. Extra shelves are recessed inside the door to allow 
more useable shelf space. Every article in the cabinet 
plainly visible — every item conveniently within finger-tip 
reach. Made in surface types and in recessed models, with 
all the distinctive Grote quality features. Customers 
recognize this high quality. construction — they like this new 
Stor-In-Door feature. They'll compare — and they'll BUY — 
the Grote Stor-In-Door Cabinet. 
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WESTCLOX ANNOUNCES 


two startlingly new Electric Clocks 


FIRST 
HE WINKS... 





THEN 


HE RINGS... 
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MOONBEAM ELECTRIC ALARM 


the clock that calls you two ways 





A blinking light that calls you silently. Point out to your customers that 
here is an alarm made to call you in the morning without disturbing 
the rest of the family. 

If you ignore the light, and don’t shut it off, Moonbeam gives out with a 
cheerful-sounding alarm that wakes the deepest sleeper. Try it—and see! 
Moonbeam’s a beauty, too! Handsome to display, with its graceful 
design executed in white plastic with gold color base. Be among the 
first to offer Moonbeam, the combination of a brand new, grand new 
idea in clocks with traditional Westclox quality. Retails for $9.95 plus tax. 





**Want a light to greet 
you at night? Leave it 
to Switch Clock!” 





“Let Switch Clock 
make your coffee 


yo? 


before you get up: 





ELECTRIC SWITCH CLOCK 
... the clock with a “brain”! 


The new Electric Switch Clock is a remarkable servant that performs many 
tasks in homes and stores—automatically turns appliances on and off, even 
when the owner is away. You simply plug the electrical appliance you’re 
using into Switch Clock. It’s portable. Retails for $12.50 plus tax. 


WESTCLOX 
clecliica- 

MADE BY THE MAKERS OF BIG BEN 

Produc of GENERALTIME SedZiamenili Bye 


WESTCLOX, LASALLE-PERU, ILLINOIS; IN CANADA, jWESTERN CLOCK CO., LTD., PETERBOROUGH, ONTARIO 


PAGE 132 





| 
| 
| 
| 





BACKGROUND KNOWLEDGE on the fundamentals of good lighting is outlined by 
Richard Buckby, Westinghouse Lamp Division, who was a featured speaker at the trial 
run meeting in Santa Ana at which the Sunshine Package of five lamps was presented 
to local dealers. 


Five Lamps for $58 
Sold Door-to-Door 


Utility planning in southern Cali- 
fornia to help lift home lighting out of 
its lethargy has resulted in an inten- 
sive program in that territory to give 
customers good lighting equipment at 
a reasonable cost and provide dealers 
with a fair profit on selling lamps. 

Southern California Edison Co., 
under its manager of domestic sales, 
H. C. Rice, started the ball rolling. 
Since it does no merchandising, the 
utility tied-in with a local manufac- 
turer who developed “The Sunshine 
Package,” consisting of five lamps, 
which is now being actively promoted. 
Preliminary reports indicate that sales 
are good. 

The utility first made an analysis 
of wiring and lighting fixtures in- 
stalled in the new homes on Edison 
lines during the first 10 months of 
1948. Figures showed that there was 
an average of 36 outlets per home, 
including convenience outlets, ceiling 
outlets and switches; and that an 
average of $45.17 was spent for fix- 
tures in the 63 houses built. 

With this to go on, Lumidor Mfg. 
Co., Los Angeles, developed a pack- 
age of five units, consisting of one 
six-way floor lamp, one swing arm 
bridge lamp, one study table lamp, and 
two pin-to-wall lamps, all complete 
with bulbs and shades, which sells to 
the customer for $59.05. It is delivered 
by the factory to the customer, elim- 
inating storage, uncrating, assembly 
and delivery cost to the dealer. The 
package costs the dealer $33.05, with a 
$25 gross profit on each package sold. 


Trial Run 


After testing the package deal on its 
own employees, Southern California 
Edison called a meeting of dealers in 
all types of retail business who should 
be selling floor and table lamps. Santa 
Ana was selected first for a trial run. 
Later the plan was taken to each of 
the other divisions. 

At the Santa Ana meeting an Edison 
man explained the potential market 
for lamp sales to the dealers. The 
package idea was presented by Art 
Nielsen of Lumidor, who opened the 


Packaged Lamp Promotion 
Backed by Coast Utility 


complete package and described the 
construction and quality of the lamps. 

Dealers were asked to order three of 
the packages, one of each of three 
available finishes for a start, and were 
urged to display or use them in demon- 
strating to customers in a house-to- 
house canvass. Under this plan a 
dealer can be in the home lighting 
business for a cost of $99.15. When he 
sells three packages he grosses $75. 
This margin is provided in order to 
make it worth-while to engage outside 
sales people who would make house- 
to-house calls to sell the package. 

Only dealers who were anxious to 
push the package plan and put sales- 
men in the field were signed up at the 
meeting. 

Southern California Edison is back- 
ing the program with advertising in 
local newspapers and mailed brochures 
to its 600,000 domestic customers. 
Dealers engaging in the program will 
receive window streamers, display 
cards, and a colorful tag to attach to 
each of the display lamps. Each 
salesman will receive a card folder 
which lists eight points to check for 
better lighting. 


Coolerator Establishes 
Price Protection Plan 


Aware of the fact that many dis- 
tributors and dealers have been re- 
luctant to develop necessary invento- 
ries because of possible price declines, 
Coolerator Co., Duluth, Minn., has 
initiated a price protection plan, ac- 
cording to a recent announcement by 
W. C. Conley Jr., sales manager. 

Under the plan, the manufacturer, 
in the event of price decline, will re- 
fund to distributors an amount equal 
to the difference between the reduced 
price and original purchase price sub- 
ject to conditions of the plan which 
will extend through to dealers. Mr. 
Conley said that forward-looking dis- 
tributors and dealers, who have recog- 
nized the return of the appliance busi- 
ness to the pre-war pattern of seasonal 
sales, can now prepare for the peak 
selling season by planning adequate 
inventories with the knowledge they 
are protected. 
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Sell all types 


of difficult prospects \\f 





USE THE DU PONT SEAL 


TO CLOSE THE DEAL 


' 
1 


It identifies America’s 


leading home appliance finish! 
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BETTER THINGS FOR BETTER LIVING .D U L U » 4 
- .. THROUGH CHEMISTRY 


REG. U. 8 PAT. © | City 
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She's likely to fly away if you use the 
wrong sales approach. What she wants 
is helpful information in a quiet, friendly 
manner. And the best way to tell her 
about the finish is by pointing to the 
Du Pont “Dulux” seal! 


With a majority of prospects, the 
“Dulux” seal wins instant recognition 
and reassurance. From past perform- 
ance they know it stands for years of 
washable, mar-resistant service . 


sparkling good looks. All you have to , 




















1949 








| . I. du Pont de Nemours & Co. (Inc.) 
= Finishes Division, Dept. E.M.-94 
| Wilmington 98, Delaware 
! Please send, free of charge, your new illustrated booklet, ‘‘Inside 
| Information on the Outside.”’ 


mention is that the finish is ‘‘Dulux,”’ 
made by Du Pont. 

If your manufacturer supplies you 
**Dulux’’-finished appliances without the 
seal, ask him to include it in the future. 
It helps you build a quality story that 
wins more sales from difficult prospects! 
HERE’S SELLING MADE EASIER: Free new 
informative booklet gives you profitable 
“selling points’ for appliances finished 
with ‘Dulux.’ Send coupon today for 
your copy. 
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THE EARLY DAYS OF BLACKMAIL se+ee OR GOLD DIGGING Lit GENERALLY TURNED OUT TO BE F 
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BEAU HAD IN HIS POCKET........ HIS SECRET REASON FOR PARKING IN THE FRONT PARLOR / © : 
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The scenery ... and the costumes . . . long since have changed. Str 
But courtin’ habits . . . and small boys (lucky us!) have not. ~ 4 
Neither has women’s acceptance of extra-value Leonard prod- Prix 
ucts. This acceptance has been growing for 68 long years. It was oa 
back in 1881, as a matter of fact, when Leonard dealers were first - 
given the chance to cash in on Leonard extra-values. 
Year after year since then, consistently, Leonard dealers have 
been able to offer ever-new extra values to their customers. And 
each of these values has been instantly apparent as something 
desirable to have in a home. 
This year, the extra-values in Leonard products are more 
apparent than ever—more desirable than ever. Step by step, they 
lead Leonard customers . . . and Leonard dealers . . . to more top- 
of-the-line sales. 
For a new triumph in Leonard extra-value policy, just look at 
Leonard's great new top-of-the-line model for 1949! An extra- 
space, cold from to top base, real home freezer and moist-cold re- : 
frigerator in one cabinet! Full 9.5 cu. ft. of storage, plus an extra 
1.5 cu. ft. in the refrigerated Fruit Freshener zone. Met 
Here’s the very ultimate in today’s refrigeration . . . opening Mo 
new sales opportunities for dealers . . . giving further proof of the 50, 
value of the Leonard Franchise. - 
5 
LEONARD DIVISION, NASH-KELVINATOR CORPORATION, DETROIT, MICH. Sell 
Leonard's new LT Super Deluxe, Full 94 cu. ft. within shelf area = 
and freezer, plus 1” cu. ft. in refrigerated Fruit Freshener zone. floo 
hart 
nets 
Belt 


—— . 2 rod 
a F \\ R THE PROVEN FRANCHISE THAT BUILDS CUSTOMER  (dagers—trai 3 
>. SATISFACTION THROUGH LASTING DEPENDABILITY = 


ELECTRIC REFRIGERATORS, RANGES AND HOME FREEZERS 


PAGE 134 APRIL, 1949—ELECTRICAL MERCHANDISING ELE 



















































DUCHESS Washers 
Appliance Mfg. Co., Alliance, Ohio 
piste: Duchess models 5M, 7M and 


Selling Features: 5M is a 6 lb. dry 
clothes model with straight blade, 
high vane agitator; 16 gal. capacity. 

7M has 23 in. diam. tub, 9 to 10. Ibs. 
capacity; 19 gal. water to load line; 
Triple Flex Spiral agitator. 

9M has 23 in. diam. tub and a heat 
retaining jacket with overall diam. of 
253 in. Triple Flex Spiral agitator; 
19 gal. capacity to load line—9 to 10 
Ibs. clothes. 

All models equipped with Lovell 
wringers; motor driven drain pump 
optional on any model; Briggs & 
Stratton gas engine motor optional 
on 7M; white finish with pastel blue 
trim. 
Prices: 5M, $89.95; 7M, $119.95; 
and 9M, $139.95. 

Electrical Merchandising, April, 1949 





TOASTMASTER Water Heaters 


McGraw Electric Co., Clark Div., 5201 W. 
65th St., Chicago, 38, lil. 


Models: Toastmaster DeLuxe in 40, 
50, 67 and 82 gal. capacities; and 
Standard models in 30, 50, 67, 82, 100, 
125 and 150 gal. models. 
Selling Features: Deluxe model floor 
dimensions standardized so that all 
models take up the same minimum 
floor-space requirements; designed to 
rmonize with modern kitchen cabi- 
nets and appliances; improved Life- 
Belt external elements; magnesium 
tod standard in all Deluxe models; 
10-year service warranty for tank and 
element; “sombrero” cold-water baffle 
breaks rush of incoming cold water by 
Parabolic crown and _ distributes 
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smoothly around edges of brim; heat- 
control dial permits adjustment of 
water temperature from 120 to 170 
degs. F, and is set into recessed well 
on easily-removable front panels; 
Fiberglas insulation; rectangular 
design. 


Standard models also redesigned; 
tank and shell have been made lower 
and wider to permit installation in 
limited space; base which formerly 
consisted of 4 legs redesigned to give 
added strength to entire heater and 
greater support for tank; new 
rectangular base in 2 pieces with open- 
ings at front and back to make plumb- 
ing connections easily accessible; base 
and tank bolted together to prevent 
shifting of tank inside shell. 
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DORMEYER Mixer 


Dormeyer Corp., 4300 N. Kilpatrick Ave., 
Chicago, 1, Ill. 


Model: Dormeyer Power-Chef No. 
4200. 

Selling Features: Completely re- 
styled; fingertip control; trigger-type 
automatic beater release in handle; 
recessed adjustable base comes equip- 
ped with one large and gne small bowl; 
compactly designed for convenient 
storage on average sized pantry or 
kitchen self; grinder attachment in- 
cluded at no extra cost; white with 
neutral gray handle power-guide and 
cord; 10 recipe-tested speeds ; automa- 
tic power regulator maintains steady 
power for every operation. 

Price: $39.95 (Denver and West. $1. 
more). 
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NESCO Roaster 


National Enameling and Stamping Co., 
Milwaukee, 1, Wis. 


Model: 18 qt. “Golden Jubilee” Nesco 
roaster. 

Selling Features: Push button cover 
release; new read-at-a-glance temper- 
ature “guide dial”; a “see-thru” glass 
window for checking cooking progress 
without opening cover; new, larger 
plastic finger plate for closing cover ; 
accessories include a broiler-griddle, 
a matching cabinet with a large refrig- 
erator-type door and 2 roomy storage 
shelves, and a new electric clock that 
fits into cabinet door and makes roaster 
complete automatic cooking unit. 
Price: $49.95. 

Electrical Merchandising, April, 1949 


PROCTOR Steam or Dry Iron 
The Proctor Electric Co., Philadelphia, Pa. 


Device: Proctor Steam or Dry Iron. 
Selling Features: Except for heavier 
-oleplate with steam vents and pro- 
vision of water reservoir attachments 
the new iron is similar to current 
Never-Lift; can be changed from 
steam or dry iron by flick of valve at 
top of plastic water chamber; chamber 





holds 4 pt. water and is filled through 
opening at top; reservoir weighs 4 ozs. 
prong in back of iron fits into reser- 
voir which hooks on to back of iron; 
water passes through prong over ele- 
ment and produces instantaneous 
steam through vents in soleplate. Iron 
can be used as dry iron with reservoir 
on or off; steam attachment can be 
used only with Proctor “steamer” and 
not with any other Never-Lift; alumi- 
num soleplate; weighs 4 lIbs.; 1000 
watts, a.c. only. 

Price: “Around $22.” 
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UNIVERSAL Mixers 


Landers, Frary & Clark, New Britain, 
Conn. 


Device: New Universal food mixer. 

Selling Features: Complete with 1- 
and 2-qt. mixing bowls, juicer and 
strainer; extra large stainless steel 
beaters; convenient beater release lo- 
cated at forward end of handle man- 
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ipulated by thumb; slight pressure 
releases both beaters; detachable air 
cooled direct drive motor evenly bal- 
anced for portable use; 10 speeds with 
governor; power guide indicator helps 
in selecting correct speed for each 
mixing job; motor swivel index al- 
lows “tilt” motor to roll up and away 
from regular position for removal of 
beaters, and rolls motor and beaters 
sidewise for adding ingredients etc; 
white enamel finish, blue trim. 
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HOWARD Washer 


Cleveland Home Equipment Corp., 
1526 Keith Bldg., Cleveland, O. 


Device: Howard 


washer. 

Selling Features: Designed for use 
in limited space, 31 in, high without- 
removable full-size wringer; 18 in. 
square; flat top may be used as work 
surface; porcelainized enamel tub 
holds 5 Ibs. dry wash; louvre-type 
agitators ; power-operated drain 
pump; full-sized 2 in. wringer rolls in 
removable  cast-aluminum frame; 
white baked enamel exterior; for use 
on 110-120 a.c. only; G-E motor. 
Price: $69.95. 
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Extreme Thermal Shock—far more severe than ever en- 
countered in actual service—has no effect upon the glass 
surface on the inside of a “ Permaglas” steel tank. Alternately 
pouring scalding water and ice water on the head from a 
Permaglas Water Heater is dramatic proof you can demon- 
strate to your Customers. 


The special tank of the Permaglas 


You can DEMONSTRATE 


this built-in protection 
against tank rust ! 


The A. O. Smith Permaglas Water Heater is the first automatic 
water heater that you can actually demonstrate. 


The Thermal Shock Test, pictured at the left, is just one of the 
convincing tests that you can demonstrate to your customers. All 
you need are a few simple props: A glass-surfaced tank head 
(from the Dealer “Head and Mallet” Demonstration Set), a 
kettle of boiling water, and a pitcher of ice water. This and other 
tests are positive,understandable proof that Permaglas Automatic 
Water Heaters will not crack or chip under use conditions. They 
are fully guaranteed by A. O. Smith. 


Permaglas Water Heaters have bui/t-in protection against rust 
—engineered for long life—because glass cannot rust. 


Alert Dealers 
Display This Emblem 








Automatic Water Heater is the No. 1 
reason that “Permaglas” is first in com- 
pletely satisfactory hot-water conven- 
ience . . . first in completely satisfied 
customers. 


“Permaglas” leads in style, too, with 
all controls enclosed... the handsome, 


sturdy pyramid base... all pipe con- 
nections at the rear. High Temperature 
Limit Control is standard equipment 
on electric models at no extra cost. 


It will pay you to know ALL about 
“Permaglas” and all about today’s great 
“Permaglas” profit opportunity. Send 
the coupon, now! 











TRADE MARK REG 








A. 0. SMITH CORP. 
Dept. EM-449 
Water Heater Division 

Kankakee, Illinois a 


Name 


Tell us how we can make 
more money with “Perma- 


U. S. PAT. OFF 


A SMITHway WATER HEATER* 


*Also quality zinc-lined Duraclad Electric Water Heaters 





A. O. SMITH 
Corporation 
Atlanta 3 * Boston 16 « Chicago 4 
Clayton 5,Mo. ¢ Dallas 1 
Denver * Detroit 2 * Houston 2 
Los Angeles 14 * New York 17 





San Francisco 4 « Pittsburgh 19 





gias,” the water heater 
that can be demonstrated. 
No obligation. City 





San Diego! « Seattle! * Tulsa3 
Internati I Div.: Mil kee 1 
Licensee in Canada: 
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; John Inglis Co, Lid. 





Upright-round models ... New Table-top 
models ....in sizes for all home needs 
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SUN BROILER 


Sun Specialties, Inc., 432 E. 75th St., 
New York City 


Device: Double action broiler. 


Selling Features: Broils both side of 
steak chops or other food at one time; 
grill is self-adjusting for thin, thick 
cuts of meat; eliminates necessity of 
turning meats with fork, which 
allows flavor to escape; sears and 
broils at same time; easily removable 
drip pan with special cover which pre- 
vents fat dripping from catching fire; 
occupies 6 x 12 in. table space; 10 x 10 
in. grill; 1000watt, a.c.-d.c. 115 volt 
element; broiler easily moved while 
broiling by two side handles; weighs 
63 Ibs. 

Price: $22.50 fair-traded. 
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; ELECTRO-LUNCH 


Electro Lunch Co., Algonac, Mich., Na- 
tional Sales Agent, A. G. A. Sales Co., 
19170 Birwood, Detroit, Mich. 


Device: Electrically heated lunchbox. 
Selling Features: Thermostat con- 
trols box heat at 140 degs.; food 
will not burn nor boil dry; food con- 
tainers each hold 14 cups food; heat 
resisting glass beverage bottle holds 2 
average cups liquid; cold compartment 
is large enough to hold other foods 
such as cold desserts, salads etc. 


Electrical Merchandising, April, 1949 





UNIVERSAL Toaster 


Landers, Frary & Clark, New Britain, 
Conn. 


Device: Universal Turn-Easy toaster. 
Selling Features: New styling and 
operation gives the conventional type 
toaster the “oven-type” look; will 
toast two slices bread, 1 side at time, 
then by turning handle both slices are 
automatically reversed; both bread 
racks close when turning handle to 
normal position; mica unit with Ni- 
chrome wire spaced for better toast- 
ing; chrome finish, mahogany Bake- 
lite handles and base. 


Electrical Merchandising, April, 1949 
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SCHAEFER Air Circulator 


Schaefer Brass & Mg. Co., 2601 Ohio 
Ave., St. Louis, Mo. 


Device: Schaefer V-12 air circulator. 
Selling Features: Table type circu- 
lator, 133 in. high and wide; maroon 
or gray baked enamel finish with 
aluminum trim; 3-speed control; 1050 
cfm maximum capacity; circulates air 
in every direction. 12 in. 4-blade fan; 
induction type motor, 110-120 volts 60 
cycle a.c. 

Price: $39.90. 


Electrical Merchandising, April, 1949 





DELTA Toaster 


Delta Mfg. Corp., 611 N. 40th St., 
Philadelphia, 4, Pa. 


Device: Improved Delta Pop-Down 
combination sandwich toaster. 

Selling Features: Comes complete 
with 2 metal and plastic sandwich 
holders which fit neatly into specially 
designed toasting chambers and can 
be slipped in and out as needed; radi- 
ant heat from elements heats ingredi- 
ents of sandwich while outside of bread 
is being toasted; 2 sandwiches can be 
accommodated simultaneously. 

Electrical Merchandising, April, 1949 





ELECTRIGLAS Portable Heater 


Appleman Art Glass Co., 
Bergenfield, N. J. 
Device: Radiant glass space heater. 
Selling Features: Element fired into 
glass; 1,000 watts a.c.-d.c.; 14x14 in. 
Price: $19.50. 
Electrical Merchandising, April, 1949. 
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EVERHOT Roasterette 


The Swartzbaugh Mfg. Co., 1336 W. 
Bancroft St., Toledo, 6, O. 


Device: Everhot Deluxe Roasterette 
No. 857. 

Selling Features: Casserole with 34 
qt. inset pan and trivet; 115 volts 
a.c.-d.c., 2-heat, 120-330 watts; 2-heat 
control, 330 watts high, 120 watts low; 
for 110-120 volts ac. or d.c.; white 
baked-on enamel exterior, polished 
aluminum alloy. 


Price: $11.95. 
Electrical Merchandising, April, 1949 
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DURALUX Teakettle 
The Duralux Co., Wooster, Ohio 


Device: No. 1604 electric teakettle. 
Selling Features: Capacity, 4 qts.; 10 
gauge aluminum with “Alclad” alumi- 
num interior; Chromalox immersion 
heating unit; welded spout, easy to 
fill; 6 ft. cord. 

Electrical Merchandising, April, 1949 
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BERNS Ventilator Adapter 


Berns Mfg. Corp., 2278 Elston Ave., 
Chicago, 14, Ill. 


Device: New Filtered Air adapter 
for attachment to Berns Air King re- 
versible window ventilator offered as 
optional equipment; attaches to fans 
4 original screws. 

Selling Features: Adapter eliminates 
dust, soot, pollen and other air-borne 
irritants; ventilator and filter adapter 
are both available in tan or white 
enamel finish in 10, 12 and 16 in. 
sizes; filter is removable and can be 
replaced at nominal cost. 

Price: $5.95 for 10 in. model. 
Electrical Merchandising, April, 1949 








THERMADOR Built-In Range Unit 


Thermador Electrical Mfg. Co., 5110 
District Blvd., Los Angeles, 22, Calif. 


Device: Thermador SU-3 Bilt-In 
cooking top range unit. 
Selling Features: Consists of 3 
Thermo-Klean units; stainless steel; 
35 in. long, 17? in. wide; rough-in box 
includes drip tray, 103 in. deep; whole 
unit easily installed in a cabinet to 
builders’ specifications, wood or steel; 
prefabricated or custom built—below 
rough-in box space can be utilized by 
shelves or drawers to increase storage 
and keep cooking equipment handy, 
SU-3 offers all adavantages of 
conventional ranges plus new free- 
dom of design—each unit is entirely 
unrelated and may be installed any 
where at any height for maximum 
operating efficiency and convenience. 
Electrical Merchandising, April, 1949 

















KORAL Steam Radiator 


Koral Electric Mfg. Co., 43-22 Van Dam 
St., Long Island City, N. Y. 


Device: Cast iron electric radiators 
provide steam heat for areas which 
require extra heat, K-6, K-10 and 
K-12 portable; K-14, K-16 and K-20 
stationary. 

Selling Features: Thermostatically 
controlled to maintain temperature de- 
sired; shuts off automatically when 
temperature is reached for economy 
of operation; heats by radiation and 
convection; holds heat for some time 
after it has been shut off; portable or 
stationary models available in 6 sizes 
110-220 volts, a.c.-d.c. in 1000-1320 
and 1500 watts in the portable types; 
and 2000, 2500 and 3000 watts in sta- 
tionary types. 

Prices: From $60 to $100. 

Electrical Merchandising, April, 1949 





G-E Heating Pad 
General Electric Co., Bridgeport, Conn. 


Model: G-E heating pad. 


Selling Features: 3-speed multiple 
switch; 11 x 14 in.; 50 watts; ac. or 
d.c.; covers available in blue, green or 
rose and are removable and washable. 


Price: $4.95 
Electrical Merchandising, April, 1949. 
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All Admiral Radio-Phonographs 
Television Combinations (from £399.95 


new “Triple-Play” automatic record 
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Automatic record changer 


78 RPM STANDARD 








ES GE ae Ce Cae ee ae a a oe 


NOW! ONE FOR ALL... Admiral leads again 
with one for all .. . in a sensational new “triple- 
play” record changer that plays all records... 
all sizes . . . and all automatically. 


Popularity of all the new LP records is growing 
by leaps and bounds. They are being backed by 
the strongest record promotion campaigns in 
years. Your customers will want to play both 
the 3344 and 45 RPM records . . . and because 
most of them have extensive 78 RPM libraries, 
they will want to play those, too! 


There is only one answer . . . a dependable, easy- 
to-operate instrument that plays them all... 
and Admiral has it! Admiral’s new “triple-play” 
changer plays 78 RPM, 3343 RPM and 45 RPM 
records... all sizes... all automatically. Any rec- 
ord changer that fails to do as much is obsolete! 


33% RPM LONG PLAY 


AG StZG5 ... 


ONE TONE ARM PLAYS ALL! You don’t need 
an extra record player with the new Admiral... 
one instrument plays all records. Furthermore, 
the Admiral “triple-play” changer does away 
with extra tone arms... just one tone arm plays 
all records. Plays up to 12 records automatically 
with one loading. (Twelve 45 RPM records, for 
example, not merely eight.) 


Two long-life, high fidelity needles are provided 

. one for standard records, the other for LP 
Microgroove records. Control switch at head of 
tone arm brings proper needle instantly into 
play. Click . . . and it’s there! 


SEE! HEAR! 
“BROADWAY REVUE ” 


ALL AUTOMATICALLY 





ON NBC TELEVISION! 


— ee ee 


PLAYS ALL RECORDS... 


45 RPM 


THREE INTERCHANGEABLE CENTER POSTS 
Three interchangeable center posts for automatic 
playing of all records. Take one out . . . slip an- 
other in its place . . . two seconds and it’s done! 
Special receptacles provided on all consoles for 
center posts not in use. 


Admiral’s sensational new “triple-play” record 
changer is available exclusively on all Admiral 
radio-phonographs and television combinations. 
It’s another big plus feature that’s been added 
to the hottest line in the world today. Admiral 
Corporation, Chicago 47, Ill.—World’s Largest 
Manufacturer of Automatic Phonographs. 


ADMIRAL 


EVERY FRIDAY, 8 TO 9 P.M. EST 


(from °69.95 and up) and all Admiral 
and up) are now equipped with sensational 
changer at no extra cost. 
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.- + THE FINEST IN THE POPULAR PRICE RANGE 


ELECTRIC FLAVO-PERK 


éy WEST BEND 


No wonder dealers report the brilliant sales appeal of this 


outstanding electric percolator. It’s sensational from every 


angle... from the moment it’s plugged in . . . to the last cup. 
It starts to perk in less than a minute. Easy-pouring spout is 
one of many well-liked features. To your customer the proof 
of the pudding is in the delicious coffee made so easily. To 
you, it’s the new profits and rising demand with this beautiful 


appliance. And at $9.95, retail, it’s in everyone’s price range. 


ASK YOUR WEST BEND DISTRIBUTOR TODAY 


MEST MEMD —Zectewmn (2S 
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G-E Fans 
General Electric Co., Bridgeport, Conn. 


Models: Redesigned fans, floor model 
FM-10M1 and table model FM-10S61. 
Selling Features: Oscillating mecha- 
nism, which is usually a source of dust 
and grease accumulation, has been 
completely enclosed and placed ahead 
of motor; molded plastic motor shell 


m | 





of new fans can be cleaned with one 
wipe of cloth—no projecting parts to 
impede air suction across mirror- 
smooth motor shell; both fans are 
10-in. models; finished in mist-grey; 
floor fan has telescoping column which 
permits height adjustment from ap- 
proximately 28 to 45 in.; table fan has 
molded plastic base. 


Electrical Merchandising, April, 1949. 








L&H Range 


A. J. Lindemann & Hoverson Co., 
Milwaukee, 7, Wis. 


Device: New L & H Sheridan auto- 
matic deluxe range. 

Selling Features: Vari-Speed switch 
provides unlimited range of tempera- 
tures on surface units without fixed 
stops; any volume of cooking heat 
from simmer to sizzle available by 
turning switch higher or lower; con- 
vertible deep well cooker can be 
changed to additional surface unit; 
automatic time control for oven, appli- 
ance outlet, cooker or left rear unit; 
fluorescent range lamp; interval 
timer ; smokeless broiler; storage cab- 
inet, 2 service drawers; automatic 
oven light; 1-piece, porcelain enamel 
body. 

Electrical Merchandising, April, 1949, 
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BALDOR Wind-O-Fan 


Baldor Electric Co., 4351 Duncan Ave., 
St. Louis, 10, Mo. 


Device: Baldor ventilating and cool- 
ing Wind-O-Fan. 

Selling Features: Fan is mounted in 
wooden frame to eliminate vibration 
noise ; equipped with 20 in. fan blade; 
4 h.p. 2-speed motor, 1100/800 rpm 
which is equipped with sealed-for-life 
type ball bearings; electrically re- 
versible and may be used to exhaust 
air or to draw air into building; 4 
speeds: 2 forward and 2 reverse. 
Price: $7450. 

Electrical Merchandising, April, 1949. 





EBCO Water Cooler 
Ebco Mfg. Co., 401 W. Town St., 


Columbus, Ohio 
Models: 1949 line includes OB-R-S 
compartment; OB-2-S bottle; and 


OP-5-S pressure bubbler coolers. 

Selling Features: New hermetically 
sealed static condensing unit; air 
cooled by natural radiation, using 
large, upright finned type condenser ; 
1/10 h.p. motor; quiet operation; pre- 
cooler in pressure bubbler coolers 
meets plumbing and safety codes. 

Electrical Merchandising, April, 1949 


t 





ATLAS-AIRE Window Fan 


Atlas Tool & Mfg. Co., 5417 Natural 
Bridge, St. Louis, 15, Mo. 


Model: Portable window fan No. 1010. 
Selling Features: Expandable wings 
and crank adjustment permits easy in- 
stallation into windows 284 to 424 in. 
wide without hooks, screws, etc; 20 
in. fan moves 3400 cfm; green enamel 
hammered finish; aluminum blades; 
quiet 3-speed motor. 

Price: $69.96 tax included. 
Electrical Merchandising, April, 1949 
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epeating a Wow / 


G-E Happy Sleepers Club Promotion—a smash hit in ’48— 





now ready to boost automatic blanket sales again in ’49! 





Just look at the 
sales-builders you get... 


® Happy Sleepers Club Registry Book—12 pages 

@ Counter display and counter display card 

@ 100 mailers, describing the club and lay-away plan 
@ 100 4-color leaflets 


© 100 Happy Sleepers Club membership cards and 
3 salesmen’s buttons 


© Newspaper ad mats 
© Suggested radio spots 
© Sketches of suggested display 


Remember last year’s Happy Sleepers Club Promo- 
tion? It put across the idea of General Electric Automatic 
Sleeping Comfort. It sold blankets—but plenty! 


To make the most of it, get your Happy Sleepers Club 
brochure from your General Electric distributor, and 
feature this promotion in your store. 





Well, here we go again—for a bigger and better Happy Tell your customers how nearly a million sleep-happy 


Sleepers Club! people are now enjoying General Electric Automatic 
Sleeping Comfort. Tempt them to try this wonderful, 
warmth-without-weight way to sleep. And see how they 


buy! 


This spring-summer automatic blanket promotion has 
been planned specifically for yeu—to help you make 
more sales during the off-season months. 

Get started! Call your General Electric distributor— 
now! General Electric Company, Appliance and Mer- 
chandise Department, Bridgeport 2, Conn. 


“COVERING SLEEP-HAPPY AMERICA” 


AUTOMATIC BLANKETS 


GENERAL @@ ELECTRIC 
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NEW | THE ONLY PORTABLE TIMER 


WITH AN 18 - SECOND 


_8NE-BINL 








Lux Long Ring Minute Minder 


e 18 Seconds of Long Ring means Hearing Insurance 
e 18 Seconds of Long Ring tells her “times up” 
e 18 Seconds of Long Ring signals a LUX timing job 





well done. 


The LUX Long Ring Minute Minder has sales appeal 
for every busy homemaker. It’s portable ... no 
. . setting it, 
winds it. A great help in cooking, baking, baby care, 


plug-in problems ... simple to use . 


washing, and countless other household duties, 


Precision built, with the LUX guaranteed spring- 
wound movement. Attractive die cast case finished 
in white baked enamel with etched red and chrome 
numerals. Retails at only $4.95* *East of the Rockies. 


neW Lux SLUMBER MINDER 


The popular priced alarm 
clock that has the lead in 
style ... beauty ... and 
dependability. Designed to 
meet customer preferences 
with bold, easy to read nu- 
merals . . . metal case in 
durable ivory or gun metal 
finish . . . LUX’S famous 
precision movement. Sold 
with the LUX Guarantee. 
Retails at only $3.50.* 





Ask your Jobber about the 
New Lux PROFIT PACKAGE 
Alarm Clock Assortment. 











| | ip. 4 The LUX Clock Manufacturing Co. 


CONNECTICUT 
1107 BROADWAY e NEW YORK, WY. 
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WOOD Water Heaters 


John Wood Mfg. Co., Inc., 
Conshokhocken, Pa. 


Device: Redesigned automatic elec- 
tric water heaters. 

Selling Features: Thermostats, ele- 
ment connections, controls and drain 
faucet of new heater are all located 


behind single easily removed front | 


panel; 2 patented immersion type ele- 
ments heat water; Nichrome spiral 
wire embedded in refractory material 
pressure and encased in copper 
sheaths; fully enclosed immersion 
type thermostats with massive double 
break contacts and cold water inlet 
baffle designed to minimize cold water 
turbulence; available in 10, 30, 40, 52, 
66 and 80 gal. capacities. 


Electrical Merchandising, April, 1949 





MAGIC DEFROSTER 
Basic Products Corp., Fort Wayne, Ind. 


Device: Variably controlled refriger- 
ator defroster. 

Selling Features: “Infinite” time 
range of defrosting periods makes de- 
froster usable under any climatic or 
operating conditions ; ivory white plas- 
tic case, compact; completely auto- 
matic and once set for a refrigerator, 
can be forgotten; plugs into any re- 
frigerator automatically every 24 hrs. 
Electrical Merchandising, April, 1949 





NAXON Griddles 


Naxon Utilities Corp., 3600 W. Touhy 
Ave., Chicago, 45, lil. 


Models: No. 438 Lustro Griddle and 
No. 639 Autogriddle. 


Selling Features: Lustro griddle has 
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l-heat only, 660 watts, 115 volts, a.c. 
or d.c.; baked enamel legs; detached 
cord. 

Autogriddle, 1-heat only; automati- 
cally holds proper baking tempera- 





Ne 


ture; 1000 watts, 115 volts, a.c. only; 
built-in lifetime thermostat; cast 
aluminum grill plate set into heavy 
base with walnut handles and feet; 
permanently attached cord. 

Electrical Merchandising, April, 1949 





DUO-THERM Space Heater 


Duo-Therm Diy., Motor Wheel Corp., 
Lansing, Mich. 


Device: New Duo-Therm oil burning 
space heater. 

Selling Features: Styled after Chip- 
pendale period furniture in walnut 
brown; rounded contours; low con- 
sole outline; Duo-Therm dual cham- 
ber burner and power-air unit can be 
installed on either side of heater. 
Electrical Merchandising, April, 1949. 





RED CAP Mowers 
Starbrand Corp., Indianapolis, Ind. 


Models: 5-models in 18, 20, 24 in. 
cutting reels including 24-M. 

Selling Features: 24-M has 24 in. 
reel; 14 h.p., 4-cycle air-cooled Lauson 
engine; governor control; oil bath 
air cleaner and moisture-proof high 
tension magneto; L.G.S. clutch; 5 steel 
blades, 6 spiders on 24 in. cutting reel ; 
cutting height adjustable from # to 2 
in.; semi-pneumatic oversize traction 
tread tires, uses any grade gasoline. 
Electrical Merchandising, April, 1949 
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Frigidaire s Magazine Advertisements 


Are Frigidaire Dealer Ads 


Look how Frigidaire focuses reader 
attention on the Frigidaire Dealer. 
Just follow the arrows. 


1, Right at the top of each ad the 
reader is invited to “Ask your Frigid- 
aire Dealer” for the answer to the 
question in the headline. 


2. Then the Dealer is shown demon- 






strating the product advantage named 
in the headline. 


3. A big close-up of the Dealer and 
the prospect in the showroom al- 
ways commands attention. 


4, Frequent references to the Frigid- 
aire Dealer direct readers to his 
store—tell how to find him. 





to 
. 1 ie Dealer 
Ask your Frigidaire erator — 


the one that's 


1949 


show it to aes 


se No. 1 Refrig 
in America § No oll others! 


different from 


Thissparkliss a 
yore | To 
% 


jg-wolltmperial 


5. Feature illustrations also help 
build reader confidence in the Dealer’s 
ability and integrity. 


All this for Frigidaire Dealers, in ad- 
dition to the largest magazine cam- 
paign in Frigidaire history . . . with 


20% more advertisements, and 46% 
more circulation than last year. 
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Depend on FRIGIDAIRE to do things right! 





KitchenAid 


tor ctyot— 


Warcn sates action when you show exclusive 
Planetary Action—the most accurate, most thor- 
ough mixing action in the whole home mixer field. 
Or KitchenAid Dishwasher action—with fully-au- 
tomatic three-cycle operation, revolving wash arm, 
power rinse, forced hot air drying, split roller racks, 
and a host of other features. Or KitchenAid Coffee 
Mill action—delivering fresh, fragrant coffee in 
any grind at the mere touch of a switch. Action is 
the test of every food machine-——and KitchenAid 
iction stands out! 





No wonper! KitchenAid products are all 
little brothers of famous Hobart food ma- 
chines—tested and proved by more than 50 
years of leadership in commercial kitchens, 
food stores and bakeries the world over. 
Together, they give you the quality line in 
the field—‘“‘traffic appliance” turnover, with 
“major appliance” returns. 






SALES Anp speaxinc or action, KitchenAid’s 
backing dealers this year with the greatest 

“w oe coliond advertising | i ; 

- ie" ‘ al ¢ g program in company 





history. See your distributor, and swing into 
action now. 








Mixers. 3 Models—3, 4, & 
5 qt. capacities—with most 
complete attachment choice. 


Dishwashing Machines. 
Coming soon in the popular 
front-opening models. 


Coffee Mills. 2 Models, both 
with handy grind selector. 


A Product of 


a 
KatchenAid 


THE FINEST MADE 


KitchenAid Division + THE HOBART MANUFACTURING COMPANY * TROY, OHIO 
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SENSATION Mower 
Sensation Mower Co., Ralston, Nebraska 


Device: Model 17G Sensation gaso- 
line power mower. 

Selling Features: Whirling blade 
type; non-breakable steel blade cuts 
17 in. swath; all-steel chassis mounted 
on 4 ballbearing wheels equipped with 
semi-pneumatic tires; powered with 
Lauson engine; Adjusta-Hi-Cut spin- 
dle to vary cutting height from 4 to 
34 in. cutting height; Timken spindle 
bearing; “V” belt drive; folding front 
and rear guard. 

Price: $139.50. 


Electrical Merchandising, April, 1949 





ELECTRIGLAS Tablewagon 


Appleman Art Glass Co., 
Bergenfield, N. J. 


Device: Tablewagon with removable 
radiant glass tray top. 

Selling Features: Tablewagon of 
tubular aluminum has storage tray in 
bottom; tray top plugs into outlet, is 
removable; contains element fired into 
glass; blond wood finish; 800 watts 
a.c.-d.c. 

Price: Tray, $37.50; with wagon, 
$59.50. 

Electrical Merchandising, April, 1949. 





G-E Space Heater 
General Electric Co., Bridgeport, Conn. 
Model: Aurora, round bowl-type space 
heater. 


Selling Features: Has 104 in. copper- 
plated reflector with protective wire 
guard which is attached to brown 


APRIL, 


Textolite base by sliding support arm 
to permit easy direction of heat rays; 
660 watts, a.c. or d.c. 

Price: $6.95 


Electrical Merchandising, April, 1949, 





FASCO ArcticAire Fans 


Fasco Industries Inc., Rochester, 2, N. Y. 


Models: 1949 Fasco ArcticAire 16 
in. oscillating fans No. 163 and 105. 


Selling Features: Powered by spec- 
ially built Fasco shaded pole induc- 
tion motors; no radio interference; 
deep-pitched, balanced aluminum 
blades and motor engineered for maxi- 
mum quiet; 3-speeds oscillators ad- 
justable for straight blow use; 
mechanism totally enclosed—free from 
dirt; No. 163 fully adjustable for desk 
or wall mounting; No. 165 mounted 
on pedestal base adjustable from 4 to 
7 ft. redesigned guards for additional 
safety and beauty ; Persian Grey finish. 
Electrical Merchandising, April, 1949 


ANCHOR Stoker 


Anchor Div., Stratton & Terstegge Co., 
Inc., P.O. Box 311, New Albany, Ind. 


Device: “Chieftain” deluxe hopper 
model stoker. 


Selling Features: 1-piece welded hop- 
per weighs 375 lbs. ; door hinges permit 
easy loading; capacitor type motor; 
cast alloy steel coal worm; sirocco 
type fan, dynamically balanced for 
quiet operation; continuous speed type 
transmission with improved method of 
changing coal feed delivery. 


Electrical Merchandising, April, 1949. 





WINPOWER Mower 
The Winpower Mfg. Co., Newton, lowa 


Device: Sickle bar type gasoline 
power mower. 

Selling Features: Powered by a 2- 
cycle, 1. h.p. single cylinder gasoline 
engine; 22 in. tool steel sickle easily 
adjusted to cut lawn grass or weeds; 
light weight; easy to operate. 

Price: “Less than $100.” 

Electrical Merchandising, April, 1949 
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What gives Duo-Therm a big edge 
over every other space heater? 


The Duo-Therm Heater with exclusive 
POWER-AIR BLOWER Saves 
up to 1 Gallon of Fuel Oil in Every 4 


POWER-AIR—A BLOWER, NOT A FAN! Makes heat 
move faster, penetrate farther, work harder for complete 
home comfort. Actual field tests in a cold northern 
climate have proved that a Duo-Therm Heater with 
exclusive Power-Air saves up to 25% on fuel! 


Extra Heat Where You Need It with the 
Duo-Therm POWER-AIR BLOWER... 


e Moves up to 300 cubic feet of air per minute. 


e Gives more heat at the living level . . . forces lazy 
ceiling heat down where it’s really needed .. . keeps 
floors warmer . .. maintains xniform comfort. 


e Forces warm air in any desired direction—up, down, 
right or left—by means of directional grille. 


e Operates with heater turned off to provide a cool- 
ing, 27 mile-an-hour breeze for summer comfort! 


e Has adjustable velocity control to coordinate exact 
amount of air output with the size of the flame. 


e Works at the turn of a switch. Small, quiet, heavy- 
duty motor is mounted on a resilient rubber cushion 
outside the heater for better cooling and accessibil- 
ity ... no radio interference . . . and the operating 
costs are no more than a 40-watt light bulb! 


AND HERE’S A HOT TIP: Some of your old customers 
bought Duo-Therm Heaters without Power-Air. Sell 
’em a Power-Air unit now for installation on their 
present Duo-Therm. Easily installed on either side of 
most models. 


Power-Air’s Only Part of the Picture! Every Duo- 
Therm Heater is a beautiful furniture piece, finished 
in light blond, glowing mahogany or walnut, designed 
to blend with either modern or traditional room 





schemes. Every Duo-Therm Heater has the exclusive, 
the one-and-only Duo-Therm Dual Chamber Burner. 
It squeezes more heat from every drop of oil . . . with 
no moving parts to get out of order! 


MORAL: Duo-Therm Heaters with Power-Air are 
highly efficient money-makers, too. Which makes it 
hard (if not impossible) to figure out any reason for 
not featuring them! Get all the details about the profit- 
able Duo-Therm franchise now. Write, wire, or phone: 
The Duo-Therm Division of Motor Wheel Corporation, 
Lansing 3, Michigan. 


DUO-THERM 


FUEL OIL HEATERS 


More than a million satisfied users! Always the leader! 


OUO-THERM 18 A REGISTERED TRADE MARK OF MOTOR WHEEL CORP., COPYRIGHT, 1949 
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Yes, there’s a big demand for an efficient 
electric surface unit that will modernize 
older electric ranges—and TK Monotubes 
are the answer to that demand. 

Nothing beats the Monotube for giving 
old ranges “New Range Performance.” It’s 
a marvel of efficiency. Heats faster, cooks 
faster, and has the exclusive Monotube 
“Swivel Action” that allows the coil to be 
easily swung up out of the way for quick 
cleaning of the drip pan, even when hot. 
These are features you can SELL—and 


This Catalog Takes the Guess- 
work Out of Replacement 


Contains all information you 

need to make proper adapta- 
tions of Monotubes to all 
types of electric ranges, 
old or new. Write for a copy 
today. 
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equally important, they are features 
that are easy to DEMONSTRATE to Mrs. 
Housewife. 

Get your share of Monotube Replacement 
Profits! The “Monopack” makes it easy for 
you to start. It’s a complete merchandising 
package—a selection of Monotube Replace- 
ment Units most commonly used, counter 
display, envelope stuffers, streamers and 
complete, easy-to-understand instructions. 

Write your distributor today—ask him 
for full information on the Monopack! 





M tubes are jer to SELL than to sell against! 


More and more Range Manufacturers are 
switching to Monotubes because Monotubes 
are easier to sell than to sell against. Mrs. 
Range Buyer is quick to see how easy it is to 
keep Monotubes bright and clean—thanks to 
exclusive “swivel action.” To close range 
sales faster and more profitably, insist that the 
ranges you stock are equipped with Monotubes. 


wit, Verwitibeb- 
THEY STAND ALONE! 
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FRIGIDAIRE Farm Freezer 


Frigidaire Div., General Motors Corp., 
Dayton, 1, Ohio 


Device: New 26 cu. ft. farm freezer, 
Selling Features: 900 1b. frozen stor- 
age capacity; white enamel finish; 139 
in. long, 29 in. wide and 37 in. high; 
Fiberglas insulation; reciprocating 
type refrigerating unit with wrap- 
round refrigerant coils fastened to out- 
side of compartment walls leaving 
white enameled interior smooth and 
unobstructed for easy cleaning ; 5.6 cu. 
ft. freezing compartment equipped with 
special coiling arrangement to speed 
up freezing operation; 20.5 storage 
compartment automatically maintains 
low temperature; independently-pow- 
ered alarm bell sounds when cabinet 
temperature rises 5 or 10 degs; re- 
movable divider racks; vertical racks 
with capacity to hold 9 qt.-sized pack- 
ages available as accessory equipment 
along with 16 qt. size wire baskets 
counter-balanced lids; adjustable 
latches equipped for padlocking. 

Electrical Merchandising, April, 1949 








SUB-ZERO Milk Coolers 
Sub-Zero Freezer Co., Inc., Madison, Wis. 


Device: Sub-Zero line of milk coolers 
with a new Cascading Water principle. 
Selling Features: Cooled water, in 
Cascading principle, is pumped over 
milk cans in such a manner that all 
cans are given complete coverage and 
uniformly fast cooling; available in 6, 








8 and 12 can sizes with heavy galvan- 
ized interiors, aluminum exteriors, 
with infra-red baked white enamel; 
front opening doors for easy removal 
and access; larger models have top 
opening doors as well; compressor 
and cooling coils complete unit, easily 
removed; time switch permits time- 
setting of pump for any desired pump- 
ing period. 

Electrical Merchandising, April, 1949. 





1949—ELECTRICAL MERCHANDISING 








EL. 


Announcing 


GB FG HE GB 


PYIiCIteLale 
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Watch for it! 


HORTON MANUFACTURING COMPANY 


Fort Wayne, Indiana 
WASHERS + DRYERS + IRONERS 


The Complete Home Laundry Line 
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a breeze! 
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Oscillating 
| Air Circulator 


ls 50 List, incl. tax 
Y a94 (Counter or wall 
model, $107.00) 
The finest circulator of all; sliced 
for either 45° or 90° oscillation, or 
stationary use. If oscillation is obstruct- 
ed, the exclusive Surf safety release 
keeps i —— ti pincove:. a -quiet 
24-inch blades. 3 speed A rated, 
7000 c.f.m. Under beiters? —— 













Suef 


10-inch Fan 
sq}95 List, inel, tox 


A real beauty; more compact, more 
versatile than any 10-inch fan on the 
market. Moves 500 c.f.m. with quiet, 
vibrationless operation. Adjustable 
through full 360° vertical arc for ail- 
direction efficiency, without draft. 
NEMA rated. Underwriters’ approved. 









Get all the facts on 
these powerful profit 
makers. See your 
distributor or write: 


GM LABORATORIES - 1h 


4292 North Knox Avenue «+ 





Chicago 41, lil. 
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COSCO Ironer Chair 
Hamilton Mfg. Corp., Columbus, Ind. 


Device: Cosco ironer chair with 
curbed posture back which is adjust- 
able to any height. 

Selling Features: “Rocker-action” of 
back assures firm back support for 
user in any seated position; 13 x 15 in. 
padded seat, 17 in. high; overall height 
304 in. plastic Boltaflex upholstery ; 
tubular steel construction; each pair 
of legs built as separate unit; 9-B 
finished in white baked-on enamel; 
finished in chromium; upholstery in 
red or black. 

Prices: 9-B, $12.45 in Zone 1, $12.95 
Zone 2; 9-C, $14.95 Zone 1, $15.75 
Zone 2. 


Electrical Merchandising, April, 1949. 





PRESTO Pressure Cooker 


National Pressure Cooker Co., Eau Claire, 
Wis. 

Device: 6-qt. “Meat-Master” No. 606 
Selling Features: Incorporates all 
features in other Presto cookers—the 
“Pressure-Tru” 5-10-15 lb. indicator 
which automatically releases excess 
pressure with built-in saftee-snap 
ring; the Homec easy-to operate 
pressure seal; the combination over- 
pressure plug and anti-vacuum valve. 
Price: $14.95 

Electrical Merchandising, April, 1949. 





FREEZCHEST 


Technical Products Co., 2993 Middlefield 
Rd., Palo Alto, Calif. 

Device: FreezChest refrigerator ac- 

cessory to increase frozen food storage 

space up to 4-times. 


APRIL, 


Selling Features: Insulated double- 
walled aluminum chest with plexiglass 
door and spring mounted, producing 
fins along one side; employs basic 
thermal principles through contact 
with refrigerator freezing unit—fins 
drop to sub freezing temperatures 
cooling air between fins which then 
circulates through insulated double 
aluminum walls and within interior of 
chest, creating sub-freezing tempera- 
ture in unit; No. 74 is 7 in. wide, 10 
in. high, 133 in. deep, holds 9 large 
frozen food packages. No. 84 8} in. 
wide, 10 in. high, 132 in deep holds 12 
packages. Designed for short term 
storage (about 2 wks.); stain resist- 
ant aluminum; no moving parts, no 
connections. 


Electrical Merchandising, April, 1949 





RIVAL Juice-O-Mat 
Rival Mfg. Co., Kansas City, Mo. 


Device: Improved Tilt-top Juice-O- 
Mat juice extractor No. 848. 

Selling Features: New compact de- 
sign has features found in original 
Tilt-Top; tilting head gives clear view 
of fruit in position; single action— 
half turn of handle tilts top and per- 
mits juicing; KonvaKone strainer 
with fluted edges anchors fruit; pol- 
ished aluminum drain-cup and pitcher 
with handy pouring lip. 

Electrical Merchandising, April, 1949 





SWIFTY Pressure Cooker 


Eastern Metal Products Co., Empire State 
Blidg., New York, 1,N. Y 


Device: New 6 qt. Swifty pressure 
has been added to line. 

Selling Features: High polished, 
heavy cast aluminum pressure cooker; 
positive pre-set pressure regulator 
automatically maintains maximum of 
15 lbs. pressure; pressure is released 
by simple tilting of valve at stove; 
eliminating cold water dousing; 1 
pressure for all cooking needs and 
simple slide lock, dome shaped cover 
provides simple operation; fusible 
type over pressure safety plug; 6 at. 
model accommodates 4 pt. jars for 
canning; long sure-grip handle. 
Price: $9.95, fair traded and slightly 
higher in 11 Western states. 
Electrical Merchandising, April, 1949 
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COMPANION RESULT STORY NUMBER TWENTY 


RESULTS IN ADVERTISING — 


Menta I q Ud cke ry Y ays Gi setba ck Products advertised in the Com- 


PANION have a big advantage — the 

' NUMBER ONE editorial boost! No 

d m n act ef wonder dealers find it more profit- 

eee eca use wo e e ® able to display these Electrical 
Products! 


SOMETHING MUST BE DONE—decided aroused help drew requests for thousands of reprints. — —— 
women readers of recent COMPANION article And newspapers in all parts of the country | Easy Washer & Ironer 


“Beware The Mind Meddler.” This feature quoted this challenging COMPANION indict- | Fverhet Appliances 


: ‘ . : . Filter Queen Vacuum Cleaner 
which exposed the merciless charlatans who ment in their news and editorial columns, | Frigidaire Automatic Washer 


prey on those needing mental or emotional adding to the demand for regulatory laws. iO Electric Range 
rigidaire Refrigerator 
ey Frigidaire Water Heater 
‘ 43 m, G-E Clocks 
G-E Flatplate lroners 
Get ready... she’s : | | SE fee 
:| G-E Wringer Washers 
headed our wa nN “14 General Mills Home Appliances 
; y y a = — Handyhot Appliances 
nN Maytag Washer & Ironer 


Nesco Electric Roaster 
She’s pepped up — she’s excited — kitchen around one of the won- Philco Freezer 


she’s bound to be your customer!  derful, new electric ranges. A — el iS, ye Regina Electric Polisher 
swell opportunity for your mer- Fo 2 Royal Vacuum Cleaner 

For she’s read “Her Range Made _ chandising and’ display tie-ins — . . & ee ie a wasgnn Rescate & lroners 
Over Her Kitchen” in the Aoril to build Son too, Mere ee ‘Be ge Sunbeam Coffeemaster 

er Her Kitchen” in the Apri sure to build your sales, too. alien Bleeiatiien 
ComPaNION. Shows exactly how a grand ideas due in the May Waring Blendor 
woman can re-do her entire CoMPANION! Waring Steam Iron 
Westinghouse Comforter 


Westinghouse Laundromat 
WOMAN’S HOME COMPANION Westinghouse Roaster 
Circulation More Than 4,000,000 Westinghouse Vacuum Cleaner 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE White Sewing Machines 
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@ For its features, its values, its wide range 
of models and prices—everybody’s pointing 
to Hotpoint, America’s aggressive new 
champion of COMPLETE refrigeration 
service and convenience. 
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In Refrigeration Too, HOTPOINT HAS EVERYTHING—Brilliant Models 
Loaded With the Convenience Features That Clinch Sales for Dealers 
and Backed by Spectacular Advertising and Promotion. 





@ Refrigerators — Hotpoint’s eight conven- 
tional models range from compact 4’s to 
roomy 10’s... offer the industry’s most ad- 
vanced design, engineering and craftsman- 
ship—plus features galore! 






@ Food Freezers—Hotpoint’s two popular 
Food Freezers—a 4 and an 8—are table-top 
high. They provide counterbalanced lid, auto- 
matic interior light, handy storage baskets 
and, like all Hotpoint home refrigeration 
equipment, are powered by matchless Thrift- 
master Units. 


@ Combinations—Outperforming all single- 
door refrigerators, Hotpoint’s superb two- 
door Combinations offer a REAL food freezer 
to store food at zero and a FULL-SIZE refrig- 
erator which never needs defrosting. Hot- 
point’s 8-cu.-ft. model stores 52 Ibs. in the 
freezing locker; Hotpoint’s 10, 70 lbs. 


@ Truly, here’s America’s COMPLETE line of 
home refrigeration equipment—with a model 
for EVERY customer’s needs and budget. 
Look ahead! Look at Hotpoint, the franchise 
with a future! Hotpoint, Inc. (A General Elec- 
tric Affiliate), 5600 W. Taylor St., Chicago, Ill. 


Be sure to see the smashing 4-color spreads 
advertising Hotpoint Refrigerators in SATUR- 
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WORLDS HWWEST REFRIGERATORS 
AWO O00 FREEZERS 


DAY EVENING POST (April 9th) and 
LIFE (April 18th). Over 43 million potential 
customers will see them! 
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The Best! 


The Fastest 
Selling! 


NOW INCREASINGLY AVAILABLE! 









America’s Most Versatile Cooking Appliance 


* 


THE GIFT SUPREME! < 4 


o Here’s the most-in-demand home appliance—the Best b . 
original Arvin Lectric Cook, first and finest in the oe . vy — 
field! Enormous consumer demand has kept Arvin © low-priced field! 
Lectric Cook in short supply since its introduction. ape 

Now Arvin, the leader, can announce increased © RVIN &£ Ul 
production and improved delivery. Strong con- 
sumer demand will be reinforced by powerful 
HAMBURGERS FOR 16 advertising in Ladies’ Home Journal, Better 


Homes and Gardens, Country Gentleman, Farm 
Journal, Household, Successful Farming, and 
Progressive Farmer. Get your orders in now and 


get the cream of the spring gift market! 


eas 





Mercer nes Te ak 
¢ 


. arse ott ADEs oe ey 
Pree ee ; : we ‘ MT ERS 





“ 
a, 
b 


Queen of all De Luxe Irons Banc 

: G: 5 
LEADER VALUE! Dis- 
play both irons to sell all 
customers. Model 2200— 
the best automatic iron 
on the market under $10. 
Underwriters’ listed. Na- 


tionally advertised, 
Weighs only 3 lbs. 


: ,. Ae 
YIN UU ivi 


: CUNTAA 
Extralong = epos 
8-foot cord 2 


Arvin’s exclusive Magic Watch- 
man gives double control of ironing 
temperatures! Thumb dial says 
““What heat do you want?” Magic 
Watchman says, “Here it is!” 
Extra-long 8-ft. cord easily revers- 
ible for right or left-hand ironing. 
Thumb rests on both sides. 
Underwriters’ listed. Nationally 
advertised. Weighs only 3% lbs. 








NOBLITT- SPARKS 
INDUSTRIES, INC. 


Columbus, Indiana 
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G-E Combination Console 


General Electric, Electronics Park, 
Syracuse, N. Y. 


Device: Model 820 television-radio- 
phono console. 

Selling Features: 124 in. aluminized 
picture tube which produces an image 
about 80 percent brighter than con- 
ventional; 24 tubes plus picture tube 
plus 4 tube-type rectifiers; separate 
circuit for each of 12 video channels; 
12 in. dynapower speaker with Alnico 
5 magnet; automatic stabilization cir- 
cuit which controls picture synchron- 
ization; automatic phono for LP and 
standard records played from single 
tone arm with detachable heads; FM- 
AM radio; full length doors; contem- 
porary style; selected mahogany. 
Price: $695 (in East). 

Electrical Merchandising, April, 1949. 
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TELE-TONE Portable Teleset 


Tele-tone Radio Corp., 540 W. 58th St., 
New York, N. Y. 


Device: Model 208 portable television. 
Selling Features: Built-in antenna ; 7 
in. viewing tube; all channel tuning; 
all controls accessible; clear _sharp 
pictures easily viewed; simple instal- 
lation; audio vision tuning; picture 
and sound perfection as soon as chan- 
nel is selected; tan leatherette cabinet ; 
153 in. high; 9 in. wide ; 153 in. deep. 
Price: $149.95. 

Electrical Merchandising, April, 1949. 





TELE-TONE Telesets 


Tele-tone Radio Corp., 540 W. 58th St., 
New York, N. Y. 


Device: Console model 282 and table 
model 209. 


Selling Features: Model 282-all chan- 
nel tuning ; operates everywhere with- 
out re-alignment; simple installation ; 
12} in. tube console; available in ma- 
hogany veneer wood cabinet; 38 in. 
high; 188 in. wide ; 21 in. deep. Model 
209- full 62 sq. in. pictures; audio 
vision tuning; picture and sound per- 
fectly tuned as soon as channel is 
selected; available in Birds-Eye-Ma- 
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ple cabinet; 18 in. high; 18 in. wide; 
18} in. deep; Both units have newly 
developed tuner for doubling sensi- 
tivity of reception. 

Prices: Model 282- $349.95; Model 
209- $219.95. 

Blecteical Merchandising, April, 1949. 





WESTINGHOUSE Television Console 


Westinghouse Electric Corp., Home Radio 
Diy., Sunbury, Pa 


Device: Model H-207 combination 
console. 

Selling Features: 10-in. picture tube; 
full band width of all 12 channels 
with automatic frequency control of 
horizontal synchronization; automatic 
gain; 24 tubes plus 3 rectifiers and 
picture tube for video component; 
automatic volume control on both 
FM-AM bands; 7 tubes plus rectifier 
in radio component; dual speed rec- 
ord player for full automatic opera- 
tion of both standard and LP records; 
10-12 in. records or 12-10 in.; also 
intermixed combinations possible; au- 
tomatic shut off; mahogany veneers 
on seasoned hardwoods, 


Electrical Merchandising, April, 1949. 





G-E Television 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Devices: Table television Models 830 
and 835. 

Selling Features: Model 830—“day- 
light television” picture reception de- 
scribed as being 80 percent brighter 
than conventional tubes under same 
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conditions; 124 in. aluminized picture 
tube; automatic stabilization circuit 
enhancing picture sharpness and re- 
ducing effects of interference; 18 tubes 
plus picture tube and 3 tube-type recti- 
fiers; 174 in. high, 214 in. wide; and 
193 in. deep; mahogany cabinet in 
contemporary style with brass grille 
and plastic knobs; Model 835-10 in. 
aluminized picture tube with auto- 





matic clarifier; same number of tubes 
and rectifiers; mahogany cabinet: 15 
in. high; 18% in. wide; 194 in. deep; 
bright brass grille and two-tone panel. 
Prices: Model 830-$399.95 (East); 
Model 835-$325 (East). 

Electrical Merchandising, April, 1949. 





GAROD Television Console 


Garod Electronics Corp., 70 Washington 
St., Brooklyn, N. Y. 


Device: Model 10TZ3 “The Brighton” 
television console. 

Selling I’eatures: Features new “Tele- 
Zoom” with size “A” cathode ray 
tube, AM-FM radio, and 2 speed 
changer in lower drawer; mahogany 
cabinet 42 in. high; 18 i in. wide ; 20 in. 
deep; also available in size “B” cath- 
ode ray tube, model 12TZ3. 

Prices: 10TZ3-$495; 12TZ3-$575. 
Electrical Merchandising, April, 1949. 





GAROD Table Teleset 


Garod Electronics Corp., 70 Washington 
St., Brooklyn, N. Y. 


Device: Model 10TZ1 “The Chelsea” 
table teleset. 


Selling Features: Features new “Tele- 
Zoom” with size “A” cathode ray tube, 
AM-FM, and phono attachment; en- 
larges normal rectangular image 14 
times in height and more than twice 
the size in area; mahogany cabinet; 
17% in. wide ; 21 i in. high; 194 in. deep: 
available in bleach mahogany model 
10TZ2; also available with size “B” 
cathode ray tube in mahogany, model 
12TZ1 and bleached mahogany, model 
12TZ2. 
Prices: Model 10TZ1- $385; 10TZ2- 
$395; 12TZ1- $445; 12TZ2- $455. 
Electrical Merchandising, April, 1949. 





DEWALD Television Consolette 


DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City, 1, N. Y. 


Device: Model CT 104 video consol- 
ette. 

Selling Features: 124-in. picture tube; 
complete channel coverage; true-fi- 
delity speaker; balanced 300 ohm in- 
put; improved signal-to-noise ratio; 
tuned RF stage on all channels; new 
Hi-Q-Trap circuits; Lock-in circuit; 
plastic bezel to frame and protect 
12LP4 kinescope tube; 6 simple con- 
trols; full FM audio circuit; fixed 
focus adjustment; 22 tubes including 
2 rectifiers and damper tube; modern 
hand-rubbed walnut or mahogany 
veneered cabinet ; 384 in. high; 204 in. 
wide; 203 in. deep. 

Price: $399.95. 

Electrical Merchandising, April, 1949. 





REMBRANDT Television 
Consolettes 


Remington Radio Corp., White Plains, N. Y. 
Devices: Models 1606 and 1606-15 


consolette television sets. 

Selling Features: 1606-12 in. picture 
tube; FM radio mounted safety plate 
glass, easily removable for cleaning, 
to protect screen outside; automatic 
picture stabilizer; dynamic 8 in. 
speaker with automatic gain control 
for both audio and video; specially 
designed to receive pictures within 100 
mile area; double doors mounted to 
open completely to a position flush 
with sides to insure maximum sight 
from all angles in front of set; six 
styles available in door knobs; early 
Flemish cabinet design ; obtainable in 
mahogany, knotty pine, blond ma- 
hogany, walnut, maple or Chinese 
hand-painted finish ; 1606-15- similar 
to 1606 except that it features a 15 in. 
picture tube for 121 sq. in. 

Price: 1606- $495. 

Electrical Merchandising, April, 1949. 
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THE AIR YOU BREATHE SHOULD BE AS PURE AS THE WATER YOU DRINK! 


| F Displays 


PAGE 


to help you sell! 


_Smocth Running 
= 18 AMY OUTSIOS wart 


EACH DISPLAY COMPLETE WITH HARD-HITTING SELLING HELPS! 
Feature the nation’s best-known make of kitchen ventilators. Get 
both of these colorful ILG Kitchen Ventilator displays up in 
heavy traffic spots. It pays. Here’s why! 

DISPLAY 'EM AND SELL 'EM—watch prospects stop, look 
and buy! 

NO SATURATION of kitchen ventilator market. Your poten- 
tial sales are practically unlimited! 

FULL PROFIT MARGINS with 
no trade-ins or allowances, 

EXCLUSIVE ILG FEATURES 
that give you a big edge on com- 
petition. 

Get your share of these profit- 
able ILG Kitchen Ventilator sales, 
Order your displays now. Send 
coupon or phone nearby ILG 
Branch Office (consult classified 
directory). 


Advertised to 83,000,000 readers in 1949! 


“7 aiff ay ; 
Lontilete ’ Your Kitchen 





ILG ELECTRIC VENTILATING CO., 2874 N. Crawford Ave., Chicago, Ill. 
Offices in more than 40 Principal Cities. 


0D Send details on your money-making display proposition. 
Firm Name 

Individual 

Address 


City 
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U. S. TELEVISION Consolette 


U. S. Television Mfg. Corp., 3 W. 61 St., 
New York, N. Y 


Device: Combination television-radio 
consolette. 

Selling Features: Zetka 15-in. glass 
viewing tube with flat face for more 
picture space than in usual tube of 
same size; tube also has ion trap 
which eliminates ion stain; high 
quality FM radio reception; does not 
require any supporting "furniture; 
housed in attractive classic period 
style cabinet with mahogany finish. 
Price: $625; $20 more for modern 
styling in blond mahogany. 


Electrical Merchandising, April, 1949. 





PERFECT TV Booster 


Perfect Products Co., 82-27 217th St., 
Queens Village, N. Y. 


Device: Television booster. 


Selling Features: High stable gain; 
low inherent noise; specially designed 
input circuit for high signal to noise 
ratio and gain; uniform gain with 
5-6 MC; ground braids to avoid re- 
generation ; 53 in. wide; 5 in. high; 
4} in. deep; walnut or mahogany cab- 
inets. 

Price: $28.50. 

Electrical Merchandising, April, 1949. 





ADMIRAL Radio-Phonos 
Admiral Corp., 3800 Cortland St., 
Chicago 47, Ill. 


Devices: Console models 8D16 and 
9E16 radio-phonos 
Selling Features: Model 8D16- FM- 
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AM; “ratio-detector” FM reception; 
88-108 mc.; superheterodyne circuit ; 
iron core IF circuit tuning; high fi- 
delity audio system; 10 in. Alnico 
permanent magnet speaker; continu- 
ously variable tone control; automatic 
volume control; bass boost; built-in 
aeroscope and FM antenna; plays 
both standard and LP records; ca- 
pacity of up to 12 of either kind; 
Miracle tone arm; split second tone 
arm adjustment; 312 in. wide; 34 in. 
high; 153 in. deep; weight—92 lbs.; 
8D15—walnut; 8D16—mahogany. 
Model 9E16—dual-triode converter to 
detect extremely weak signals; push- 
pull output; separate permeability- 
tuned transformers ; 12 in. Alnico V 
speaker ; 343 in. wide and 163 in. deep; 
105 lbs.; 9E15—walnut; 9E16—ma- 
hogany; 9f17—-blonde. 


Electrical Merchandising, April, 1949, 





AMERICAN LP Record Player 


American Microphone Co., 370 So. Fair 
Oaks Ave., Pasadena 1, Calif. 


Device: LP record attachment. 
Selling Features: Easily installed; 
fabricated from finest materials in- 
cluding ball bearings in arm post and 
between tables; will play either 10 or 
12 in. microgroove records; durable 
stylus easily removed; cartridge is of 
Rochelle Salts crystal with impedance 
100,000 ohms; packaged in record 
album for storage convenience; for 
semi-permanent installation, only one 
jack is needed. 

Price: $22.50. 

Electrical Merchandising, April, 1949. 





ENVOY Portable Phono 


Arthur Ansley Mfg. Co., Doylestown, Pa. 


Device: Model LP-4 all-speed phono. 
Selling Features: Plays 78 rpm rec- 
ords of 12, 10, and 7 in.; LP records 
at 334 rpm in 12, 10, and 7 in. sizes; 
45 rpm 6% in. records with large cen- 
ter hole; older type 333 rpm records 
and transcriptions; talking book rec- 
ords for blind; 3 tubes including recti- 
fier; 6 in. X 9 in. speaker with Alnico 
V ‘magnet ; controls for tone and 
volume ; single pickup arm plays all 
records with only 4 oz. pressure; unit 
housed in compact, luggage type case; 
133 in. X 16 in. X 74 in. 

Price: $54.95. 


Electrical Merchandising, April, 1949. 
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" IT’S KITTEN QUIET 
eee 
3 because it has fewer 
> 
i rts! 
: moving parts! 
n 
‘Ss 
\- 
e 
1. 
oO 
l- 
fo 
‘ 
_ 
9. 
\. Your customers buy alarm clocks to perform two 
- services. 1—To sleep them peacefully, quietly. 2—To Pop 
“4 wake them gently, pleasantly. WL Hy Os 
. THE Sessions “CATNAPPER” ALARM — like all Ses- 
rd e ° e ° ° ° 
an sions electric clocks—is quieter because it contains far ste, 408 
ss fewer moving parts than ordinary clocks. A new desk or dresser 
a clock, in. mahogany or 
9, The Sessions “Catnapper” wakes people more pleas- maple ester, with Gted 
antly because the alarm is a gentle melody-bell, not the edges. Ako avelloble 
es an alarm. $7.50* 
ordinary electric alarm buzzer! Add to these two strong 
sales points the facts that the “Catnapper” is a depend- 
able handsome clock, and that, with other Sessions ~ No. 339W 
The famous Sessions 
Clocks, it is nationally advertised in almost 18 million Teapot clock — Amer- 
advertising messages in the country’s leading maga- ton's Fastest oolling Witch 
; en model. In six colors, 
zines, and you'll see why it’s a splendid clock to stock 
and display! $4.95* 
No. 464W 
A traditional model in 
‘ 4 y/ ks solid mahogany with 
fe. CSsions OC. decorated metal dial, 
10. $18.50* 
c- SELF-STARTING ¢ ELECTRIC 
‘ds 
S; 
n- THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT ae data 
- In Chicago: Merchandise Mart Plaza; in San Francisco: The Western Good Househeeriag “eee Unter Vie Pair 
ti- Merchandise Mart; in Canada: Northern Electric Co.,-Ltd., Montreal, P. Q. Ce coamn o 
ico 
ind 
all 
nit 
=) 
49. 
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e« ° 
‘ L. \ir Equipmenss*"NEW 1949 
” , _line of Attic Fans ... e Window Fans... 
VerticSl "Fins. A complete line for more 


sales and more PROFITS. 

A better range of sizes, better quality 
construction. Standard G E Motors, Tor 
rington Fan Blades, Standard Bronze Bear 


Standard V-Belt Drive, 
ASH&VE 


Certified 
Label. 


Learn more about this quality line of fans. 


Ings, 


\atings, Underwriters’ 


Clip out the coupon below and mail it today. 








Nitecool Artic 
and Commercial 
Belt-Driven Fans 


Nitecool 
Vertical Fans 


Kooimaster 
Window Fan 


.6¢ @ 8668600208 @O4 ©€ 8 6 @& 2 68 © 


AIR EQUIPMENT CO., 1713 Carroll Ave., Chicago 12, 


Please send me without obligation complete information on your 


Illinois 





1949 line of fans. | am dealer -agent —____distributor 
Name - 
Address 
City _ Zone — State 


AIR EQUIPMENT CO. 
1713 W. CARROLL AVE., CHICAGO 12, ILL. * WAREHOUSE, 630 S. MILLER ST. 
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RADIO AND TELEVISION 





HALLICRAFTERS Table Teleset 


The Hallicrafters Co., 4401 W. 5th Ave., 
Chicago, Ill. 


Device: Model 509 TV “Dual Focus” 
table television. 
Selling Features: Improved, 10 in. 


chassis with new larger size pictures ; 
exclusive “Dual Focus” switch gives 
choice of picture sizes; one large 56 
sq. in. picture and the other a full 
circle 64 sq. in. telescopic view for 
dramatic close-ups ; both pictures have 
perfect proportion between height and 
width; transparent safety shield; 
push-button tuning on all 12 channels ; 
dual focus switch, vertical and hori- 
zontal holds; 19 tubes plus picture 
tube and 3 rectifiers ; 15% in. wide; 
18% in. high; 20 in. deep; mahogany 
veneer cabinet. 

Price: $269.50 (extra for optional in- 
stallation). 


Electrical Merchandising, April, 1949. 





SIGHTMASTER Table Teleset 


Sightmaster Corp., 385 North Ave., 
New Rochelle, N. Y. 


Device: Century model. 

Selling Features: 24 tubes in addi- 
tion to 15-in. glass cathode-ray tube; 
switch tuning for all 12 channels; 
housed in hand-rubbed cabinets ma- 
hogany finish; Sightmirror available 
at extra charge. 

$495. 


Electrical Merchandising, 


Price: 


April, 1949. 





G-E Table Clock-Radios 


General Electric, Electronics Park, 
Syracuse, N. Y 


Devices: 
Clock-Radios. 


APRIL, 


Models 64, 65, 66, and 67 


Selling Features: All sets of super- 
heterodyne type with built-in beam-o- 
scope antennas; Unit turns on and off 
automatically by switches set to oper- 
ate at predetermined hours; clock 
works continuously; available in white 
and rosewood plastic; Models 66 and 





67 are restyled versions of earlier 
“wake-up-to-music” set. 

Prices: Model 64- $34.95 (East); 
Model 65- $36.95 (East); Model 66- 
$29.95; Model 67-$31.95 (East). 
Electrical Merchandising, April, 1949, 





PERFECT Portable FM Tuner 


Pertect Products Co., 82-27 217th St., 
Queens Village, N. Y. 


Device: FM Perfectuner. 

Selling Features: 5 tubes plus selen- 
ium rectifier and heavy duty power 
transformer; extremely sensitive and 
has temperature compensated oscilla- 
tor to minimize drift; built-in antenna 
for local reception ; 8} in. wide ; 63 in. 
high; 53 in. deep; housed in furniture 
finished type cabinet either walnut or 
mahogany. 

Price: $29.95 plus tax. 

Electrical Merchandising, April, 1949. 





AUDAR Portable Record Player 
Audar Inc., Argos, Ind. 


Device: Model P-20 Telvar portable 
record player. 

Selling Features: Unit includes ampli- 
fier, speaker, 60 cycle ac. electric 
phono motor and pickup; plays 12 in. 
records ; ¥ only 9 Ibs.; 11 in. X 
12 in. X 6 in.; two- toned leatherette 
covered case. 

Price: $24.95 including tax. 
Electrical Merchandising, April, 1949. 
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Chosen by these famous makers of 
quality projection TV receivers 


PILOT *« scott = 


STEWART WARNER “ad 
INTERNATIONAL 
TELEVISION = 
BRUNSWICK 4 


and others soon to be announced . the 


ANSLEY * EMERSON 
FADA + FISHER he 
£ 


PROTELGRAM is the result of nearly ss 

fifteen years ofresearchbytheworld’s —~ 

greatest electronics laboratories. This scientifi- 

cally designed, optically correct projection system 

makes possible, for the first time, a life-size distor- 

tion-free picture of nearly 200 square inches (20” 

diagonal)...a more /ife-like picture without 

= or eyestrain. And from a tiny long-life, 4 Be. : 
‘Ow-cost picture tube! f = or 


s e 

PROTELGRAM-equipped sets provide your finest ay life-size 
profit opportunity for 1949 because they offer al . 
your Customers what they want—a bigger, clearer . 0 re 
picture that is easier on the eyes. Get the facts life-like 
today from the above manufacturers on the out- : _- ee on 
standing sales and profit advantages of their : ° televis! 
PROTELGRAM-equipped receivers. Or write to 
Dpt. TM-4,North American Philips Company, 
Inc., 100 East 42nd St., New York 17, N. Y. 


weloprment of 
ERWGAN PHILIPS 
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SOMEONE IN YOUR AREA IS GOING TO MAKE MONEY ON THIS! 


...BE SURE IT’s YOU! 





STOCK IT! YOU CAN’T COMPETE WITH IT! 
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itm el. | Soe aed 41944, 


to retail at $19Q50 


Delivered and Installed 


The ONLY 6 cu. ft. FREEZER 


to retail at § 30 
less than 
*Under new credit regulations, as of March 15, 1949 DOWN Lr 


only 15% is required as a down payment. 


ir-m el TR Ad 4944 


AT THIS PRICE THAT OFFERS YOUR CUSTOMERS: 


* 50% MORE CAPACITY than its closest competitor! 
* 5-YEAR WARRANTY on sealed mechanism! 

* 5-YEAR FOOD PROTECTION PLAN! 

* 100% ZERO WALL FREEZING SURFACE! 

* BUILT-IN LOCK! AUTOMATIC LID HOLDER! 

* VARIABLE TEMPERATURE CONTROL! 
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Here it is—the freezer the trade has been 
waiting for, the freezer your customers have 
been asking for—the new Amana 6! Compare 
it with any freezer on the market today, you’ll 
find there is no comparison! It’s the greatest 
freezer value of the century! At last you can 
offer your customers a 6 cubic foot box, with 
unparalleled Amana quality construction, 
within the price range of a 4 cubic foot. Now 
you can sell prospects who couldn’t afford to 
buy before, offering them for the first time a full 
family-size freezer for less than $30 down! It’s 
the perfect answer to the sales problem of space 
—fits into just 31’ x 26’! Every one of the 
Amana 6’s extra value features will mean 
extra sales in your own area! Don’t try to 
fight this competition—be it! Sign up now for 
the freezer sensation of them all—the Amana 6! 








Tie-in 
with the 


PROFIT LINE 
ols "4 9 ! REFRIGERATION DIVISION 


Pioneer specialists in low temperature Amana Society, Amana 16, lowa 
refrigeration, with a century-old Send me full details of: 

( Amana’s new 6 cubic foot freezer. 

() Amana’s profit-making ‘‘Proven Sales Plan’’ 





TacleihikelaMoLmmalal-e. Wil-laiaelal 
craftsmanship. 


Se 


en Oe et 
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wrapped snugly in a blan- 


a ' — ms,’ 
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A quart of ice cream is ol If 


ket of Fiberglas* Insula- 


tion . 





Placed in an oven and 
Removed with the pie and 


served, a la mode! Con- 


“baked” right along with 


apie... 
vincing proof of insulating 
efficiency. 


Put this extra punch into 


your selling 
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FREED-EISEMANN Television Console 


Freed Radio Corp., 200 Hudson St., 
New York, N. Y. 


Device: Model 77 Sheraton. 

Selling Features: Direct-view 16 in. 
metal picture tube, magnetic deflection 
and focus type for 126 sq. in. picture, 
133 in. x 104 in.: 32 tubes; 4 stages 
of video IF amplification and 2 stages 
of video amplification; regulated volt- 
age supplies for vertical interlace; 
staggered tuning circuits; crystal 
rectifier ; automatic gain control ; high 
voltage supply; video sound system 
uses 2 IF stages plus limiter and dis- 
criminator; metal tube is carefully 
insulated with picture surface sealed 
by polyethelene gasket; 13 channel 
selector switch; other controls are 



























fine tuning vertical hold, brightness 

and contrast; provisions to plug in 

Demonstrations of dramatic product 78, 334, or 45 rpm record players; 
| mahogany finish on imported and —_ 

features make people want to buy. By | domestic woods; 41 in. high, 21 in. 

, , wide, and 24 in. deep. 
setting up demonstrations, and by | Price: $625. 
talking in terms of demonstrations, Electrical Merchandising: April, 1949. 
you convince and sell. 

Fiberglas Thermal Insulation, long 
a selling feature in many of the ap- 
pliances you handle, now gives you 
new, dramatic things to talk about. 
The “pie a la mode’”’ demonstration, 
illustrated above, is one of several WEBSTER-CHICAGO Adapter Kit 
being featured in national magazine Webster-Chicago Corp., 5610 W. Bloom- 
ads. Take advantage of this unique ad- ingdale, Ave., Chicago, Ill. 

- ao a ice: Kit 
vertising—tie in your sales talk by Sraiat: Record Player Adapter 
describing this demonstration to your Selling Features: Quickly converts 

i any Webster-Chicago dual speed rec- 
appliance customers. ord changer to play new 45 rpm disc; 

‘j small drive bushing fits on 334 rpm 
More than ever, Fiberglas Insula- drive sleeve; spindle spacer takes up 
. — . i 1 playing. 
tion is “a swell feature to have... a ie bate Sor ee ees 
‘ vi Electrical Merchandising, April, 1949. 
swell feature to sell’”’. 
Owens-Corning Fiberglas Corpora- 
tion, Dept. 853, Toledo 1, Ohio. Nationally advertised. Fibergias is the brand 
of insulation your customers know best. 
In Canada; Fiberglas Canada Ltd., Toronto, Ont. Watch for ads in leading magazines. 
OWENS-CORNIN G » *Fiberglas is the trade-mark 
(Reg. U. S. Pat. Off.) of 
} I B K R( ! A toy T H E R M A L Owens - Corning Fiberglas SPELLMAN TY Lens 
: Corporatien for a variety of Spellman Television Co., Inc., W. 
wm 000 a can ove N.Y. C. 11,N. Y. 
; ( 7 | | S U LA T | 0 N products made of or with 24th St., N Cc N.Y. 
; glass fibers. Device: F 1.9 projection television lens 
: (Continued on page 162) 
: 
: EI 
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Who says the gift market is seasonal 7 


It isn’t...if you carry Camfield 





















toasters and Camfield serving sets 


oR here are the perfect gift items 
for every gift-giving occasion... 
weddings, birthdays, anniversaries. 
Why not get in on those important 
gift profits? 


Camfield backs up your selling! High- 
powered ads in color appearing in 
leading national magazines aim 
right at the gift-buying market! 


So...don’t miss the sales 
you can make with Cam- 
field serving sets. Get in 
touch with your distribu- 
tor today. 








OTHER’s DAY is almost here. It’s your chance to fea- NCIDENTALLY—these serving sets make a bang-up 
ture Camfield btue ribbon toasters and serving sets. window display . . . attracting the kind of traffic that 
You’ll see what profitable gift items they really are. results in sales. 


CAMFIELD MANUFACTURING COMPANY ¢ GRAND HAVEN, MICHIGAN 
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A complete fan line with more exclusive features 
. .« For cool comfort in every room in the house 
... For easy selling to every prospect 


Satisfy the increasing demand for truly scientific hot 


weather cooling with exceptionally efficient Berns Air 











hs 
‘ 2, 


NOW WITH FILTERED 
AIR ADAPTER! 


Double the value of the Reversi- 
ble Window Ventilator! Make 
two sales instead of one! Build 
profitable repeat business! This 
filter unit attaches to the four 
screws of the reversible fan. Of- 
fers wonderful relief from hay 
fever, asthma and similar con- 
ditions, eliminating 99% of 
dust, soot, lint, pollen, etc. 
Standard filter is easily replace- 
able. In 10°’, 12° and 16” sizes, 
matching White Enamel or Sun- 
set Tan finish 


WINDOW VENTILATOR with "Living Room” Styling 


The smart, modern lines and handsome Sunset Tan finish are designed 

to blend with any room interior. Requires no installation—offers really 

economical cooling for easier, more profitable sales. Complete with 

= cord and plug—just plug in and use. Extremely quiet in operation. 
In 24” and 30” sizes. 


King Fans. There’s eye-appeal and price-appeal galore 
in this complete line of beautifully styled, economically 
priced fans. They’re engineered and built by Berns for 
extra quality, extra satisfaction, extra sales and profits 


for you! Get the facts today. 





2 FANS IN ONE! Adjustable —Portable 
REVERSIBLE WINDOW VENTILATOR 


The sensational sales-making ventilator that changes from an exhaust to an intake 
fan—and back again—with just the flick of a finger! Exhausts hot air by day... 
brings in cool air at night. Adjustable, portable and finished in handsome White 


Enamel or Sunset Tan to blend with any room interior. In 10’, 12” and 16” sizes. 


DELUXE FLOOR CIRCULATOR 


Another in the Berns Air King line of effective, attractive fans for 
home or office. Amazingly quiet and efficient. Has 3-speed switch, 
perfectly balanced aluminum blades, handsome Sunset Tan finish 
with chrome trim. At a price that’s easier to sell. Available in 


12” size. 





















BERNS MANUFACTURING CORPORATION 


2278 ELSTON AVENUE 
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TALL AND SHORT 
PEDESTAL FANS 
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Selling Features: Incorporates correc- 
tive lens for use with 5TP4 projection 
tube; easily removable for use with 
flat type tubes; can be used to project 
picture sizes from several inches to 
7 x 9 ft.; 7 in. long; 4% in. diam; 
F 1.9 EF. 5 in.; 127. Omm., machine 
slotted mounting rings for hand focus- 
ing adjustments also available. 


Electrical Merchandising, April, 1949, 





CROSLEY Tele Console 


Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnati, Ohio 


Devices: Models 9-404M and 9-414B 
combination consoles 

Selling Features: 10 in. direct view 
tube for comfortable viewing by aver- 
age family group; 52 sq. in. picture; 
all channels; AM-FM with FM cov- 
ering full band; pull-out drawer 
automatic phono for both LP and 
standard records; plays both 12-10 
in. and 10-12 in. discs; floating jewel 
tone system; record compartments; 
9-404M mahogany finish 18th century 
design; 9-414B is of blonde oak. 
Prices: (Zone 1) Model 9-404M- 
$499.95: Model 9-414B-$529.95. 


Electrical Merchandising: April, 1949. 





RCA Indoor TV Antenna 


RCA Victor Diy., Radio Corp. of America, 
Camden, N. J. 


Device: No. 202A1 Indoor antenna. 


Selling Features: Complete with 20 ft. 
length of 300-Ohm bright picture 
transmission line; designed for maxi- 
mum efficiency and simplicity of oper- 
ation; unit requires no outside equip- 
ment; receives stations on channels 
in areas where strong signals are nor- 
mally received; light-weight portable, 
flexible; an end-loaded dipole type 
with 2 aluminum discs, one on each 
arm of antenna; discs resonate an- 
tenna artificially allowing practically 
all of signal picked up to be delivered. 
Aluminum parts; birchwood base. 

Electrical Merchandising, April, 1949. 


CORRECTION 
In the March issue Emerson table 
telesets 612 and 611 were listed as 
having only 14 tubes, when actually 
there are 22 tubes, 1 ballast and 4 
selenium rectifiers. 
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SMARTEST SELLING (0EA tw TV / 


Stromberg-Carlson advertising 
brings it home every month to the 
18,000,000 families who read 


LIFE e TIME 
e 
SATURDAY EVENING POST 
; * 
HOLIDAY 
* 


BETTER HOMES and GARDENS 


e 
HOUSE and GARDEN 
* 





HOUSE BEAUTIFUL 


; STROMBERG-CARLSON 
ow von TELEVISION 


NATIONAL GEOGRAPHIC 


e 9% 
}F, yy a Batu ae fie AL Bdtiu the most influence on people in your community. 
_— - No other manufacturer can live up to sucha 
. . With STROMBERG-CARLSON TELEVISION! That convincing advertising theme with more authority 
is the challenge and the promise you’ll see and than STROMBERG-CARLSON, famous for its tradi- 
hear everywhere this year! It will support your tion of fine craftsmanship in radio since 1924 and 
efforts from the pages of the magazines that have in video since 1939. 





The LANCHESTER The ROCHESTER The HEPPLEWHITE The WINDEMERE 


Television-Radio-Phonograph Television and FM Radio FM-AM Radio-Phonograph FM-AM Radio-Phonograph 
Mahogany Mahogany Mahogany Blond or Mahogany 


In television, as in radio, there is nothing finer than a 


STROMBERG- CARLSON 


Stromberg-Carlson Sonne: Rochester 3, N. Y.—In Canada, Stromberg-Carlson Co., Ltd., Toronto 





ELECTRICAL MERCHANDISING—APRIL, 1949 PAGE 163 





Pe en ee 


A IOI... 








MODEL 168, 16 cu. ft. 
Counter-Balanced Twin-Doors. 
500-600 Ib. capacity. 





- - — =] 


- 
MODEL 88, 8 cu. ft. 


Counter-Balanced Door. 
250-300 Ib. capacity. 





MODEL 48, 4 ww. ft. 
“Utility-Top"’ apartment size, 
150 Ib. capacity. 





MODEL 16C, 16 cw. fr. 
Self-Serve Freezer, 
“Tuflex"’ glass tops. 


| 
ie Sia 


MODEL &C, 8 cu. ft. 
Self-Serve Freezer, 
*Tuflex"’ glass tops. 


HOME and FARM FREEZERS 

REFRIGERATORS 

ELECTRIC and GAS RANGES 

HOT WATER HEATERS 
SELF-SERVE FREEZERS 

MODEL 16D, 16 cw. ft. 

Canons aye Cooler, BEVERAGE COOLERS 








+o os 2 % 





Bi The FORWARD LOOKING DEALER is busy 
ap establishing his Home Freezer and Appliance 
| ae Markets TODAY. Set yourself to sell the Com- 
—_— i -_ plete Marquette Line of major appliances. 

















BEAUTIFULLY STYLED MARQUETTE APPLIANCES .. . You'll see why dealers 





om } ie ag — coast to coast make Marquette Appliances the “center of attraction” on their 
“Tuflex" glass tops isplay floor. 

MARQUETTE FREEZERS feature Hermetically Sealed Refrigeration Units, Heavy 

Insulation, Copper Cooling Coils on All FOUR sides, Panelyte Thermo-Breaker and 

' a Dulux enamel finish. Self-Serve models have “Tuflex” tempered glass sliding doors. 


NEW MARQUETTE REFRIGERATORS feature Frozen Food Compartments, Hermeti- 
cally Sealed Compressors and Stic Cooled Condensers. Absolutely Quiet! 




















NEW MARQUETTE HOT WATER HEATERS .. . 10 to 100 gallon capacity, eleven 
ee electric models. Four Gas models from 20 to 66 gallons. Designed for long dependable 
— service. 





MODEL &-R, 8 cu. ft. 


Refrigerator, NEW MARQUETTE GAS and ELECTRIC RANGES .. . a model for every need. Well 
35 Ib. Frozen Food Capacity. built, handsomely styled and priced to sell. 





Write or Wire For Further Details 




















—_—— 


unset, 6.58, 9% we. ©. MARQUETTE APPLIANCES, Inc. 
0  Seenae fend txpadty. Minneapolis 14, Minnesota 
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KNIGHT Wire Recorder-Phono 


Allied Radio Corp., 833 W. Jackson Blvd., 
Chicago, Ill. 


Device: Portable combination  re- 
corder-phono 


Selling Features: Records and plays 
back on wire; also plays standard 78 
rpm 10 and 12 in. records; serves as 
PA system or as wireless phono oscil- 
lator; uses .004 in. magnetic wire from 
microphone; records from playing 
record or radio; wire take-up spool 
acts as rim-driven turntable for rec- 
ords; oscillator permits tuning in 
recorder on any radio within 150 ft. 
with no interconnection; neon bulb 
volume level indicator ; easy threading 
through plastic leaders on wire ; rubber 
shock-mounting ; high-gain, low hum- 
level circuit; specially designed erase 
system; built-in 5 tube amplifier and 
PM speaker ; brown simulated leather 
portable case with white bead trim; 
handmike, cable, all tubes plus 2 half- 
hour spools of wire included. 

List Price: $99.50 net f.o.b. Chicago 
Electrical Merchandising, April, 1949. 
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DELSON Antennas 


Delson Mfg. Co., 126 11th Ave., 
New York 11, N.Y. 


Device: Jiffy-Tenna and Jiffy-Jr. In- 
door FM-TV antennas. 

Selling Features: Can be installed in 
window, closet or similar space in few 
seconds; no tools required; hard- 
drawn lightweight aluminum tubing 
with lucite insulation; easily adjusted 
to serve as high Q sharply-tuned tun- 
able folded dipole antenna; sliding 
trombone to eliminate ghosts ; each an- 
tenna independently adjustable covers 
channels 1-13, FM 44-216 mc. 





Jiffy-Jr. has 3 suction cups on 
bottom of base to hold unit securely 
to any smooth surface without dam- 
age; telescoping arms can be extended 
or rotated in any direction without 
disturbing original mounting; light- 
weight aluminum tubing with high 
frequency lucite insulation. 


Electrical Merchandising, April, 1949. 
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Breakfast ix Hollywood 


is a happy, heartwarming radio show, broadcast from 
glamorous Hollywood with jovial Jack McELrRoy 
as master of ceremonies. There’s a large, loyal audi- 
ence of BREAKFAST IN HOLLYWOOD fans in 
your community... 





You can sponsor this 
famous network radio show 
in your area...at low, local rates 


Your share of the cost is so low... BREAKFAST IN HOLLYWOOD, one of 
radio’s best-loved programs, is broadcast every weekday from coast 
to coast. The total cost is prorated over the entire ABC network. 
Each local sponsor pays only his local share of the talent charges. 
The cost is surprisingly low... 


And look at all you get!—a famous network show, with top production. 

—In your area, you get full credit for sponsoring this big-time pro- 
gram. YOUR announcer delivers YOUR commercials to YOUR 
audience. 

—A choice, early-afternoon time period (2:00-2:30 pm EST, 1:00-1:30 pm 
in other time zones), an ideal time to reach housewives! 

—Strong merchandising and promotion assistance from the network. 
Already, more than 10,500 local BREAKFAST IN HOLLYWOOD 
parties have been arranged to build larger audiences and promote 
good will for local sponsors. To help you, ABC has a complete ‘‘Party 
Kit” in addition to other promotional material. 


Act now! Contact your local ABC station for full details about BREAKFAST 


IN HOLLYWOOD and other effective ‘‘local-network” programs. 
(Others include Elmer Davis, Martin Agronsky, Ethel & Albert, 
Abbott & Costello, Piano Playhouse, Dorothy Dix and America’s 
Town Meeting of the Air.) 


Or write direct to... 


COOPERATIVE PROGRAM DEPT. 
7 West 66th Street, New York, N.Y. 


American Broadcasting Company 
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ELECTRICAL DEALERS: 


READ HOW “BREAKFAST 
IN HOLLYWOOD” PAYS OFF! 


“Unanimous approval” 


**We have had many cooperative programs 
for General Electric Supply Corporation 
Dealers, but we have never found an 
instance where the initial weeks have 
brought such unanimous expressions of 
approval from the co-sponsoring dealers. 
“Both McElroy and your new time 
seem right on the beam in producing a 
large audience of women listeners. This is 
important to us because women influence 
85% of the kitchen appliances bought.” 


Fra Ael 

FRANK RyYHLIcK, President, 
Ross, Gardner & White, Agency for Hot- 
point Dealers in San Diego, California. 


“Direct sales on same day” 


“We find that we reach a large ladies’ 
audience in the afternoon which either 
brings direct sales on that day or the 
following day and keeps its potential 
market well posted in various offerings 


of merchandise.” 


Marks Isaacs, President, 
Marks Isaacs Company, New Orleans. 
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REGINA ELECTRIC POLISHER 
" America’s Fastest Selling Two-Brush Polisher” 








Scrubs, waxes, polishes, buffs all types 
of floors, and above floor surfaces, in 

a professional manner... sells 

itself easily in quick demonstrations. 
Rentals too, are sure-fire closers. 
Thousands of Reginas in use 


over fifteen years. 


Complete with 4 brushes, 
2 buffing pads. Retail $5950 


Reconditioning Kit for sanding, resur- 
facing, refinishing. Extra equipment. 
Complete to retail at $10.95 








REGINA ELECTRIKBROOM 
“The Pioneer, Lightweight Home Cleaner” 


Exclusive selling features that intrigue 
the average woman; lightweight, easy 
to operate, eliminates use of other 


cleaning equipment. A promotable item 


that is a “natural’’. Quick 
demonstrations—quick sales. 
Retail 8 


4 45 


NATIONALLY ADVERTISED 


Retail promotion 


IN LEADING MAGAZINES 


service available 
through your distributor, or write to us. 


For the complete story on these wonder appliances, use the coupon below. 


The REGINA CORPORATION, Rahway 2, New Jersey 


Please send us complete information on 


Electric Polisher [1] Electrikbroom [] 


Store Name 
“Address City & Zore State 
Signed anti 
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THE ATTRACTIVE DISPLAY ROOMS of the Fort Lauderdale firm contain all 


dimensions and styles of equipment for the modern kitchen. 


Approximately 


65 percent of the firm’s sales is in all-electric kitchens. 


Building Reports Help Locate 
KITCHEN PROSPECTS 





where only a tie-in to existing plumb- 
ing lines is necessary. For this, Mr. 
Atwood graciously tips his hat to 
ELECTRICAL MERCHANDISING, editori- 
als and stories from which were used 
to convince the city fathers that such 
installation tie-ins were a matter of 
fairness to appliance dealers. 

“We really work on_ installation 
jobs,” says Mr. Atwood, “because a 
good installation job is a potent sales- 
man in itself. There’s nothing like a 
customer’s recommendation to help sell 
other customers. Our firm is so geared 
that if we cannot do the installation in 
a day, we will work at night and on 
Sundays. The important thing is to 
turn over a completed kitchen to the 
buyer which will not only be ready 
for his full use, but one which he will 
be proud of and which carries out our 
guarantee to him that it is just what 
we say it is.” 

The trade radius of the Appliance & 
Music Center extends to such nearby 


CONTINUED FROM PAGE 65 





communities as Dania, Pompano and 
Deerfield, but the firm sells much 
equipment to the great stream of tour- 
ists which pours into lower Florida 
every fall and winter. Some of these 
sales are to tourists from as far away 
as Oregon and the Dakotas. As Mr, 
Atwood points out, if the tourist de- 
sires to buy the appliance at home, 
then the firm’s salesmen will explain 
and demonstrate it to him, write the 
manufacturer and get the name of the 
dealer in the customer’s particular 
locality for him. It is a gesture of good 
will only, but it pays off in customer 
appreciation. 

This desire to serve the buyer ex- 
tends to other phases of the business, 
too. For example, if a kitchen needs 
new flooring, plastering or other work, 
Mr. Atwood and his salesmen will 
undertake to assist the customer in 
getting such work done as cheaply as 
possible by calling in the necessary 
contractor or workman. End 
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“MR. JONES HAS PREPARED A PAPER ON HIS EXPERIENCES IN FOLLOWING UP SLIM 
LEADS—SOME OF IT QUITE RECENT.” 
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This great new super-powered 


ARVIN PORTABLE 


r-r-really brings ’em in! 













More Tubes! 
More Tone! 








More Power! 


MODEL 350P $ 349 ia 


Here’s the snappiest-looking, best-performing 3- 
way portable ever to carry the ARVIN name! 
We’re proud to show it! You’ll be proud to sell 
it! It brings in more stations, more clearly, more 
easily! Yet it’s no bigger, weighs no more, than 
plenty of other less powerful sets! Whether on 
batteries, AC, or DC, it performs rings around 
the average portable! Catch that extra set market! 
Make more profits with Arvin! 


R-R-REACH FOR MORE PROFIT IN EVERY PRICE CLASS! 
DISPLAY THESE PERFORMANCE-TESTED ARVINS 


Model 241P — 3-way Portable 


Smart modern plastic cabinet, compact, 
convenient. Famous for instant eye-ap- g 
peal, ear-approval. Operates on batteries, 

AC or DC. Easy tuning, fine tone, ex- 
cellent range. Next to the amazing new Red, Brown, or 
Arvin 350P, thisis the best on the market! Ivory Finish 














Model 240P — Battery-operated Portable 


Same smart styling as above, for battery * 
operation only. An inexpensive, high- $ 95 
quality, top-value choice for all who 
don’t care ~~ the 3-way feature. .~ 
already set sales and profit records for . . 
dealers everywhere. Red only *Priced less batteries 





ARVIN — PERFORMANCE-TESTED RADIOS ... TABLE MODELS AND PORTABLES... $14.95 UP 





Radio & Television Division NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana 
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Every Home Owner 
A SALES PROSPECT 


/STEBER\ 


om Floralite 


e Low Cost 

e Year ‘round Fast Seller 

e Anyone Can Install 

Floralite, the new low cost garden light, is known to 
millions of readers of the Saturday Evening Post, 
Better Homes & Gardens, Sunset and House & Garden. 
Introduced in '48, Floralites became immediately pop- 
ular and are now being shipped to dealers for big 
spring and summer sales. 

Models include units with cord sets of 15, 30, and 
60 ft. of approved cord and rubber plug; and units 
are provided with receptacles in base so that several 
units can beconnected to one electrical outlet—No.211 is 
for permanent connection to underground trench wire. 

Floralites, because of their unusual appeal, sell easily 
wherever displayed. Every home owner is a live pro- 
spect for this night-time garden lighting unit. Besides 
the good profits on every Floralite sold, the way is open 
for additional sales of colored 25 watt A-19 lamps or 
60 watt white or insect repellent A-19 lamps and other 
equipment. Ask your wholesaler or write today for 
literature, dealer helps and prices. 


Floralite 


STEBER PLOTANUG co. 
Dept. 86, 2700 Roosevelt Road, Broadview (Maywood P. O.), Illinois 











MAIL THIS COUPON TODAY 
STEBER MANUFACTURING CO. 
Dept. 86, 2700 Roosevelt Road, Broadview (Maywood P. 0.), Lilinois 


Gentlemen: 
O) Send full information on all Floralite Models with prices. 

















Name 

Street 

City or Town Zone No 

State 
Ces een ae a an eam en em am en an amamanananananasanasenasesenananasesasasasases 
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Hot on Water Heaters 





McGowan had still never really sold 
anything. Finally, he got his first 
prospect, a farmer who lived some 
distance from Bloomfield. Again Mc- 
Gowan appealed to the utility and one 
evening Mazzuchi drove out to the 
farmer’s house with him to make the 
sale. On the way they got stuck in the 
mud and were eventually pulled out by 
the very farmer they were going to 
see. 

Describing this first sales attempt, 
McGowan says, “I was pretty nervous 
about it and just had sense enough to 
let Tom do all the talking. While he 
was telling the man about the heater, 
I walked around the cellar, making 
myself as inconspicuous as possible and 
listening as hard as I could to find out 
how it was done. When the man finally 
bought the heater, I knew I was on my 
way.” 

Since that first night of torment, 
McGowan has learned a good deal 
about selling. He is one dealer who 
knows exactly what he is going to say 
to a prospect and why he is going to 
Say it. 


Planned, But Not Canned 


Making upwards of 40 calls a day, 
despite the fact that he has to get back 
to the store in time for his one em- 
ployee, a girl clerk, to go to lunch, 
McGowan has developed a complete, 
yet flexible, sales approach. 

“T have a standard procedure,” he 
declares, “but it isn’t necessarily 
canned. When I go to a house I nearly 
always start off on a water heater. 
That throws the prospect off her guard. 
She’s ready for almost anything ex- 
cept, ‘Can I interest you in an electric 
water heater?’ If she says she already 
has a water heater the door is still 
open because she hasn’t said she can’t 
be interested. If she tells you her 
water heater is operating OK you can 
ask her what type it is. That way, the 
customer is talking to you—and the 
average person can’t talk and think at 
the same time.” 

Working in a bottled gas area, he 
finds many prospects with gas heaters. 
When he discovers that fact, he asks 
them about operating cost and gets the 
prospect talking again. Of course he 
gives the prospect reason to believe 
that an electric heater would do the 
job more economically and efficiently. 
If the prospect gives any indication at 
all that she is not satisfied with her 
present equipment, McGowan asks 
when the head of the house will be 
home. “That,” he says, “gives her an- 
other chance to make an honest answer. 
You have to keep asking questions that 
the prospect can answer honestly, be- 
cause once they lie to you, you’ll never 
sell them, even though they really want 
your equipment, because they’ll be 
afraid you'll find out about the lie.” 

When he first started canvassing, 
McGowan picked out homes that 
looked as if they could afford water 
heaters. He’s learned better since. 
“The people with the smallest incomes 
appreciate and will buy the best to the 
limit of their ability to pay, as opposed 
to those can lay it on the line and forget 
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it, but often try foolishly to save on 
the really important things,” he says, 

When he canvasses an area he does 
it more or less haphazardly, but with 
a good reason. “I hit an area hard 
when I hit it, but I don’t go method- 
ically from street to street. If you con- 
centrate on an area you are likely to 
get yourself into a rut. After a while 
you'll feel that you can’t make any 
more sales there, even though there are 
still plenty of good prospects. I like 
to think that every area is still fertile.” 

With this mental attitude he feels 
free to make calls in a neighborhood 
where he might be on a delivery or 
service call. Also, he reports, it takes 
an average of three calls on a prospect 
to make a sale. Sometimes the lead is 
six months old before the sale is closed. 
And he has never sold a water heater 
off the floor. 

“T sell very little of anything off the 
floor,” he says, “but lots of prospects 
say, ‘I’ve seen your place’ and I know 
they know I’m not some fly-by-night 
operating out of a hole. For that reason 
alone I think the display room is worth 
maintaining.” 

Besides his own selling, McGowan 
does all his own servicing (except on 
automatic washers) and delivering, 
Connecticut state law requires that 
actual installations be done by master 
plumbers and electricians, or he would 
do that, too. When he goes out on a 
service call, he wears white coveralls 
with his name on the back. Like every- 
thing else he does, he has a reason. “I 
picked white over any other color be- 
cause I thought that their clean, neat 
look would impress customers with my 
own neatness. And I’m darned careful 
to never lay my tools down on some- 
body’s rug or forget to clean up after 
a job.” 


Self-Service 


Although he services only his own 
customers he jumps at the chance to 
do service work. “That’s one more 
chance to get into a customer’s house.” 
He knows that a refrigeration service 
call is most likely to be a poorly operat- 
ing control. So he simply takes a pair 
of pliers and a screwdriver. “They 
look at me funny when they see I’ve 
only got those two little tools,” he 
grins, “but that’s what I’ve been wait- 
ing for. ‘Lady,’ I say, ‘you bought a 


good refrigerator from me. These are 
all the tools I’ll need.’ ” 

He finds advantages in making his 
own deliveries, too. Profiting from his 
toolmaker’s art, he has built himself a 

(Continued on page 170) 
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What Makes a Woman Buy? 


WOMEN TOLD GIBSON! 


fir Pudlance: = : 
Qrbson 
Double 



























DOUBLE 
FEATURE 


REFRIGERATOR : 

















9 cusic FEET 9 roo LEVELS 


FOR 9 MILLION 


REPLACEMENT PROFITS! 


Above—Model 969... The Lucky (1) FREEZ’R LOCKER... 50 LB. CAPACITY 
saad (2) FRESH’NER LOCKER... SAME ROOMINESS 


...and Cold Modulation — the right cold-and-moisture for each 
different food... saves flavor, saves weight. 





...and every inch visible, usable! 


IT’S GOT EVERYTHING FOR REPLACEMENT... 
INCLUDING PRICE AND PROFIT! 


Always market-wise, Gibson now brings you the im- 
pressive 9-foot refrigerator that turns a sluggish market 
into a moving stream of customers—and alert dealers 
are riding the current. Get the LUCKY DOUBLE 9 
DOUBLE FEATURE facts from your Gibson Distributor 
or directly right now! GIBSON REFRIGERATOR COM- 
PANY, Greenville, Michigan. 










Big 9 Cu. Ft. with porcelain 


Stanton Ot Copyright 1949, Gibson Refrigerator Co. 
food cabinet, interior light, 















frozen food storage. ~ vr 
—_— Only Double aera borg 
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Another great sales story for 
G-E Electric Water Heaters! 


1. MANY localities, electric rates have remained the same while other fuel prices 


have jumped sky-high! 


Check up today! If this is true in your town—if heating water with electricity is 





cheaper 


matic Electric Water Heaters! 


then you’ve got another terrific sales feature for General Electric Auto- 


PLUS OTHER FAMOUS GENERAL ELECTRIC 
FEATURES LIKE THESE... 


In every G-E Automatic Electric Water Heater: 


¥ calrod* heat-wrap conduction units apply 
heat under constant pressure. No air space be- 
tween tank and units, permits maximum con- 
duction of heat to water. 


YW three inches of noninflammable Fiberglas 
insulation surround the tank. Keep heat in the 
water as long as three days, when not in use, 
without reheating. 
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A cold-water baffle minimizes the mixing of 
incoming cold water with already heated water. 
{ special heat trap prevents heat loss frém the 
tank to the water pipes when the hot water is 
not being drawn. Only two tank openings. One 
for letting in cold water. One for letting out 
hot water. 


And, with each General Electric Automatic 
Electric Water Heater, your customers get a 
ten-year protection plan! 


*Trade-mark Reg. U. S. Pat. Off. 


“uccteie’ WATER HEATERS 


15- fo 82-gallon capaci- 


ties—galvanized or | 
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Hot on Water Heaters 


ees CONTINUED FROM PAGE 168 comms 


water heater dolly-cradle out of light 
aluminum piping. With this gadget he 
can deliver and slide an 80-gallon wa- 
ter heater down the cellar stairs easier 
than the housewife can carry down a 
bundle of wash. 

“T’ve been making my own deliveries 
since I started and I’ve yet to damage 
a single water heater.” 

He makes one claim that utility 
officials wholeheartedly back up; that 
although he can’t make his own water 
heater installations he can, and does, 
make superior pre-installation surveys 
and preparations. If any building 
alterations are necessary to get the 
heater in, or locate it, he makes them 
free of charge. 

He says with pride, “When a cus- 
tomer buys a water heater from me he 
has nothing more to do until he turns 
on the tap and gets hot water. It’s just 
as simple as buying a pair of shoes 
except that there’s no pinch after- 
wards.” 


Post Cards Best for Ads 


In a little more than two short years 
of operation he has discovered the type 
of advertising best for his business. 
Since at least half his trade is in rural 
areas he has found newspaper adver- 
tising of little value. Instead he sends 
out about 2,000 post cards during the 
winter season to “people we at least 
half know.” In the first batch of 1,000 
cards sent out this year he found $675 
worth of sales, a pretty good return 
on a $20 investment. In addition he 
sends out regular factory promotional 
literature to the town’s boxholders. 
When he makes a call he gives the 
prospect a thimble inscribed with his 
name and address. “I tried literature,” 
he says, “but I soon discovered that 
while the prospects were talking te me 
they rolled it up and fiddled with it so 
much that it was unreadable by the 
time I left.” 

As of this writing his operational 
expenses were about $600 a year, ex- 
clusive of buying merchandise, of 
course. During 13 months he put 
34,000 miles on his Ford truck—all of 
it selling, delivering or servicing. 
When he can find a good salesman to 
work for him on a straight commission 
basis his costs will go up, but so far he 
hasn’t been able’to get a salesman that 
will stick with him. “It’s darn hard 
work,” he admits, “but when you get 
hungry enough, ringing doorbells is a 
good way to eat.” 

However, he’s still optimistic, still 
thinks that McGowan & Sons will be 
a reality instead of just a name. 

“My business isn’t as big as it should 
be for this area,” he says, “because 
it’s too new. But I should get more 
business later because I haven’t made 
any enemies and more sales are coming 
in because of satsified customers. The 
business should even grow as times 
grow worse.” 

For a 32-year-old dealer with no 
previous experience, no money, and an 
initial lack of merchandise, who can 
sell 100 water heaters door-to-door in 
a year’s time, the “worse” times could 
well be in the past. End 
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NEW Sigral 


Secretaire Floor Fan 


FEATURING .. . 

Design: A fashionable, functional piece 
of furniture for executive offices and 
homes. @ Finish: Rich, hand-rubbed 
matched walnut @ Blade: 12 in. overlap- 
ping pressure type @ Motor: 4-pole, 


NEW Coolspot 


Model 1049 Oscillator Fan 


FEATURING ... 

Design: Beautifully streamlined for modern 
appeal @ Finish: Handsome, light tan, 
finish blends with home and office furnish- 
ings @ Oscillator: Fully enclosed in rear 
motor housing @ Blade: 10 inch, quiet 
type @ Motor: Induction, 2-pole, non-radio 
interfering, 50-60 cycle, 110-120 volts @ 
Bearings: Porous, bronze composition, oilless 
type, self-aligning with wool-packed oil res- 
ervoirs @ Switch: Rotary, one-speed in rear 
motor housing @ Cord: Rubber, Underwriter’s 
approved, 6 feet @ Air Delivery: 600 cubic 
feet per minute. 





induction, non-radio interfering @ Bear- 
ings: Porous, bronze composition, oilless 
type with wool-packed oil reservoirs @ 
Switch: 3-speed, rotary type @ Cord: 
10 ft., Underwriter’s approved. 





NEW Challenger 


Model V-520 -V-524 Vent Fans 


FEATURING ... ‘ 
Design: Simple, one-piece design for easy 
installation @ Blade Sizes: 20” and 24” @ 
Motor: 2-speed, split phase, continuous duty, 
non-radio interfering, 50-60 cycle, 110-120 
volts @ Bearings: Porous bronze, self-lubri- 
cating @ Switch (extra): 2-speed, push- 
button control @ Air Delivery: 3120 to 5000 
cubic feet per minute @ Venturi Orifice: 
Smooth airflow curve for more efficient, 
quiet operation @ Frame: No. 10 gauge 
steel, one-piece @ Motor Mount: Tubular 
steel, welded construction, vibration-free @ _ 
Automatic Shutters (extra): Outside weather 
; open and close automatically 


protection 
“when fan is started and stopped. 
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Set Summer Sales Record! 


Set Your Sales Curve Soaring! Meet this 


Summer's swelter-season with Signal’s complete line . . . 


tops in quality and performance, moderate in price. 


Signal builds a wide variety of breezes which enable 
you to cash in on practically any ventilation require- 
ment. The Signal Coolspot line was designed to beat 
the heat in your biggest market—homes, offices, schools, 
stores . . . wherever Summer-swelter calls for cool, 


comfortable breezes. 


The Challenger line is Signal’s low-cost answer for big, 
built-in breezes, to rid restaurants, laundries and com- 
mercial kitchens of unsavory odors and fumes. 

Whatever the requirement, you can depend on the 
Signal line to provide the profitable answer. Wire, 


phone or write for full details today! 


SIGNAL ELECTRIC MANUFACTURING CO. 
Dept. A-3, Menominee, Michigan 
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now a new 





Simerican 





The thermoscope type American Beauty adjustable- 
automatic electric iron is now available in two weights— 
light and medium. The new, light weight model 
No. 39-AB—is equipped with soleplate of aluminum-alloy 
79-AB—with one 


of iron. Both will fulfill the requirements of the most 


and the medium weight—Catalog No. 


exacting user. Both may be recommended with the assur- 
ance of rendering long and trouble-free service—the kind of 


service that creates good will for the store that sells them. 


Only American Beauty has THERMOSCOPE—a 





ESTABLISHED 
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visual ve : 
79-AB shows on its dial in fabric 
graduations (Rayon, Si 
Wool, 
operating 
the ironing-surface. It is an 
accurate and dependable 
guide to the user in 
choice of the proper 
for the work at 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 














Sell Sewing Machines 





new prospect. If she has one, chances 
are it is jammed up, out of kilter and 
he can drum up some money from a 
repair job if not from the sale of a new 
machine. 


Prospects Discover Themselves 


Dealers who tried discovered that 
a $30 investment in parts and acces- 
sories, properly advertised, are great 
little inducements in getting house- 
wives to come in and declare them- 
selves. With the average family spend- 
ing about $1 a year for something for 
their sewing machines it is no trick 
at all when they come in to make a 
purchase to find out what kind of a 
machine they own, and how old it is. 

If the economists are right and the 
future for America holds a lowered 
standard of living, sewing machines 
can be expected to come into their own 
more than ever, as it is possible to 
make three new dresses for the price of 
a bought one, and housewives can do 
over their clothes and make them last 
many times as long as they now do. 

In the farm market, considered the 
greatest vacuum for appliances in the 
United States, only seven percent of 
the country’s farms have electrified 
sewing machines, compared to 38 per- 
cent that have refrigerators, 12 percent 
that have ranges, 43 percent that have 
washers and 27 percent with water 
systems. 
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KEEPING A KIT of repair parts is a great 
way to lure in prospects in the opinion of 
Mr. Blish. 


In Chicago, the Sampson Distribu- 
ting Co. has been holding training 
schools and reports come through 
that a far greater number of sales- 
men find themselves equipped to dem- 
onstrate and sell sewing machines 
than ever dreamed they could do it. 

End 


Trick Promotion Moves Surplus Radios 





**161’ Sale! At 161 Bridge Street. 
Choice of 3 name-brand radio-phono- 
graphs in this terrific event! Famous 
console radio-phonograph plus a fa- 
mous brand FM table radio plus $25 
worth of records or albums, all 3 for 
$161. 

“You can’t beat any of these combi- 
nations for amazing value! All excel- 
lent merchandise; all consoles equipped 
with automatic record changers; all 
backed by Steiger’s. Limited quanti- 
ties. No holds or C.O.D.’s. Conveni- 
ent payment plan arranged. . .” 

A console, an FM table radio, and 
record albums were illustrated in the 
advertisement, which was run several 
times. 

After the first week of the sale, the 


| store display, which had been in a 


window, was moved into the store 
proper. This consisted of a console 
radio, topped by a table radio, and 
backed up on the wall by several 
placards. One heralded the “One 
Sixty-one Sale as advertised at One- 
Sixty-One Bridge St.” The other card 
detailed, ““Here’s what you get!” with 
name cards listing each of the items in 
the bargain offer. 

The record department got full credit 
for all records moved under this plan, 
and as it developed, 50 percent of the 
record sales were of the listed or pre- 
ferred-sale variety. 

The “161 Sale” had one other bright 
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result. The resulting store traffic, 
steered here and there about the first 
and second floor salesrooms, naturally 
was exposed to impulse selling or buy- 
ing. Steiger’s has an exceptionally 
attractive circle display of merchandise 
on the first floor through which traffic 
was .steered whenever possible and 
such merchandise as electric blankets, 
table appliances and kitchen wares were 
given a push in sales. 

“We moved about 16 sets, consoles 
alone, during the first days of the sale,” 
said Bedell, “with, of course, corres- 
ponding record volume and small sets. 
Our profit on an individual sale was 
comparatively small, but look what we 
accomplished ! 

“We're quite sure the public won't 
forget ‘161’ for some time.” End 
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“SAME OLD SPIEL— 
WEEK IN, WEEK OUT!” 
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——— The Chicago July Markets, July 5-16, 1949 
will be held at the Merchandise Mart 
(right) and the Furniture Mart (below) 
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THE 3 SPEED (Acar 1500 


EVAPORATIVE COOLER 


A SPECIAL SMALL HOME EVAPORATIVE COOLER 
DESIGNED TO FILL A BIG CUSTOMER DEMAND 


@ The 3 Speed Climax 1500 evapo- 
rative-type provides the desired vol- 
ume of cool air for small homes, 
apartments or offices. This fine 
cooler features adjustable louvres 
which permit directing the air flow 
either horizontally or vertically. Ad- 
justable extension panels make the 
3 speed Climax 1500 fit perfectly 
any window up to 39%,” maximum 





width. Constructed of heavy gauge 
steel and finished in durable and at- 
tractive hammered walnut baked 
enamel, the 3 speed Climax 1500 
meets your customer demand for a 
room cooler that’s easy to install, 
inexpensive to operate and hand- 
some in appearance. It’s a fast-mov- 
ing profit-making unit! 





evaporative LARGE AREA COOLER 
74 Steady Profit Maker... 


DURING THE 


@ Climax large area evaporative 
coolers are available in three sizes— 
2500, 3500 and 4500 to meet the 
requirements of any type of large 
home or commercial installation. 
Blower openings for each model 
permit the attachment of standard 
louvres. Double acting evaporator 
pads, enclosed by all-metal louvres 
on sides and back, cool by evapora- 
tion and filter out pollen and dust. 
Climax large area coolers are made 


“SUMMER SEASON” 


of heavy gauge steel, finished at- 
tractively in hammered silver-grey 
baked enamel. Another outstanding 
feature is the scientifically patented 
water distribution system with 
needle point control, built right into 
every Climax large area cooler. 
These modern, compact and efficient 
units have proven their remarkable 
effectiveness and economy to thou- 
sands of satisfied customers. Don’t 
miss this profit-making opportunity. 


Write today for the name of your nearest jobber 
The CLIMAX D-16 ROOM COOLER and B-22 HOME COOLER also Mfg. by 





CLIMAX MACHINERY COMPANY ° INDIANAPOLI 
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He Helps His Dealers Sell 





lost sales and doubts. The letter stipu- 
lated that he would pay the suppliers 
of frozen food and ice cream for what- 
ever was sold of their products and that 
the dealer could then make up his mind 
about keeping the cabinet. Could any 
proposition be fairer? The dealer had 
everything to gain and nothing to lose. 

“The success of the plan was 


| astounding and within the next 60 days, 


| 





we sold a total of 114 units. The Re- 
frigeration Corporation of America, 
makers of Frigid-Freeze, has recom- 


| mended recently that the plan be put 


into operation by all of its distributors 
and dealers, with excellent results re- 
ported from almost everywhere.” 
Much of the success of the plan was 
due of course, to the fact that United 
Distributors enlisted the cooperation of 
a frozen food distributor who went all 
ut in keeping the cabinets well pro- 
vided with frozen foods of good quality. 
But the plan also required constant 
attention on the cabinet distributor’s 
part to guarantee its success. During 
the 10 day trial period, United Dis- 
tributors, through its salesmen, kept in 
frequent contact with the stores where 
cabinets were on free trial, repeatedly 
trying for an order for one of the cab- 


_ inets, preferably the largest type. As an 


excuse for frequent calls, the salesmen 
and the salesmen of their dealers who 
participated in the plan, brought new 
three-dimensional VitaVision pictures 


| with them to insert in the glass top 


cabinets. 
Careful Planning Evident 


The limitation of the “Proof and 
Profits” plan to 10 days illustrated the 
careful thought and planning which 
Mr. Rasch put into his creation. A 10- 


| day limitation meant that three loca- 


tions could be covered per cabinet 
during the course of a month; it al- 
lowed a reasonable time for convincing 


_ the storekeeper and getting his order, 


| 
| 





and it precluded the possibility of 
diminishing interest and effort because 
of its brevity. Naturally, according to 
Mr. Rasch, there was not 100 percent 
acceptance of the plan because of the 
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natural indifference of some store- 
keepers, but the results were extremely 
effective because the offer was extended 
to a very select list of merchants. 

The “Proof and Profits” plan for 
selling frozen food cabinets was just 
one of the numerous promotional ideas 
generated by Mr. Rasch. During the 
early fall months of 1948, he staged a 
campaign on Monitor washers which 
was notable for its success and for its 
help in increasing the income of his 
dealers. The campaign began with an 
unprecedented advertising build-up. 
Mr. Rasch estimates that in a 10-day 
period this particular washer wa: ad- 
vertised more in the New Orleans 
papers than all other types of washers 
combined. He followed the advertise- 
ments with a straight-from-the-shoul- 
der letter to his salesmen stressing 
three points, which are quoted: 

“You too, can make the Monitor 

washer a sensation in your territory 

if you— 

1. SELL YOURSELF by studying 
carefully all the sales and promo- 
tional material we send you, so 
you can dramatize the story en- 
thusiastically to all of your deal- 
ers. 

2. DEMONSTRATE by obtaining 
a sample and learning how to 
demonstrate it yourself and tak- 
ing the actual washer in your car 
and bringing it into the dealer’s 
store. Demonstrate it, not only to 
the dealer himself, but to each 
and every one of the dealer‘s sales 
people, so all of them will be able 
to demonstrate it effectively and 
enthusiastically. 

3. ADVERTISE AND _ PRO- 
MOTE IT by having your deal- 
ers run ads in the papers to at- 
tract customers into the store, 
and selling your dealers a life- 
size cut display and seeing that 
this display and washer is in the 
window. Most important, have 
your dealers sales people demon- 
strate it to each and every cus- 
tomer that walks in the store. 

“Yes, this is plenty of hard work in 









































“THAT WASN’T ARTHUR GODFREY, SWEET—IT WAS JEANETTE MACDONALD. YOU 
HAD THE WRONG TURNTABLE SPEED.” 
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this hot weather, carrying a big 
family size washer into every dealer’s 
store. 
“Yes, it makes your throat hoarse, 
making many effective demonstra- 
tions every day. 
“Yes, it’s plenty of work following 
through, seeing that the dealer puts 
the ad in the paper, puts the display 
up and follows through on the pro- 
motion. 

BUT 
“Tf you do all these things enthusi- 
astically, every day, it will be a sen- 
sation in your territory too 


AND 


“Watch your sales grow and your 

pockets bulge with commission.” 

Mr. Rasch selected his salesmen who 
were most enthusiastic to stage the 
campaign. He placed a washer in 
every salesman’s car and briefed his 
men thoroughly on his plans for selling. 
The salesmen, under the tutelage of Al 
Levin, vice-president of the firm, were 
drilled on the idea that here was a 
“family sized” machine and they were 
taught to work this phrase into all their 
talks. The salesmen also worked on the 
angle of selling the dealers’ sales force 
on the machines rather than the dealer 
himself. 

“We knew such a campaign was not 
new,” says Mr. Rasch, “but it was new 
in our territory. We wanted to break 
down any possible dealer resistance and 
our problem was to get the dealer to 
demonstrate the washer as it should be 
done. To do this, our salesmen stayed 
in dealers’ stores day after day to dem- 
onstrate and show the dealer how to 
sell it. Frequently, our salesmen worked 
to draw a crowd around while demon- 
strating the machine to the dealer and 
sales sometimes resulted on the spot. 
The low price of the machine was 
played up as an important factor also, 
emphasis being placed on the simul- 
taneous economy and efficiency which 
the washer afforded. From this end, we 
worked to line up the big stores on 
Canal Street, since they were the mer- 
chandising leaders of the territory and 
their mames carried considerable 
weight. 

“We designed a warranty card to be 
given out with each sale and this card 
had a space asking the buyer for the 
name of three additional prospects. The 
response was exceptionally high be- 
cause the card was so designed to al- 
most make the buyer want to fill it out. 
The result of the campaign was that we 
sold more than 1,100 washers in a five 
week period.” 


Television Campaign Launched 


The fertile mind of Mr. Rasch im- 
mediately saw excellent possibilities for 
the sale of television sets when video 
made its way into the Crescent City. 
Enthusiasm for the new medium had 
been high in the city for some time, 
even before Station WDSU-TV an- 
nounced that it was scheduled to go on 
the air Dec. 18. Careful planning for 
systematic selling again was the key- 
note of United Distributors program 
for tapping the television field in the 
most profitable and efficient manner. 

Mr. Rasch selected only four of his 
dealers in the city through whom to 
channel his sets. He believed, he says, 
that by limiting the retail field the firm 
could operate more satisfactorily be- 
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-ALi- 
“| DROPPED THE FROZEN PEAS.” 


cause first, it would add incentive for 
the dealer to sell and second, it would 
eliminate any tendency toward price 
cutting which might arise later. The 
dealers selected to sell the firm’s tele- 
vision equipment were chosen for their 
success in the commercial refrigeration 
field. 

“Tf that sounds far-fetched, consider 
the situation,” explains Mr. Rasch. 
“The contacts of commercial refrigera- 
tion dealers are just about the best any- 
where when it comes to bars, lounges 
and cocktail places. New Orleans is a 
city of bars and commercial refrigera- 
tion dealers have sold them beer equip- 
ment, refrigeration equipment and simi- 
lar items for years. They know the 
owners, the managers, the bartenders 
and many of the customers. So we feel 
that they are ideal agents to sell tele- 
vision equipment, since we are concen- 
trating on the commercial side, where 
our sales are bound to be heaviest— 
at the beginning, anyway.” 

The fact is, if this plan of campaign 
does not work out satisfactorily, Mr. 
Rasch can be depended upon to replace 
it with a newer and, if possible, better 
one. That is the way he has operated 
in the appliance business for 25 years. 
Formerly a college professor, he went 
into the electric business back in 1923 
and has made a continuous study of the 
use of manpower in the selling field 
since. These studies include such fields 
as chain stores, personnel training and 
development, advertising and merchan- 
dising, installment sales, and credit and 
financial management. He even found 
time to write a 267 page book—“Men 
Wanted”—on the subject. 

“Boiled down,” he says, “there are 
only two goals in the distributing busi- 
ness. First, to get the line of equipment 
covered by enough dealers and second, 
to get the dealers to sell.” 

United Distributors, Inc., occupies a 
prominent building at 510 Poydras St. 
in New Orleans. The floor space in the 
building totals about 30,000 square feet 
and contains display rooms, offices, 
warehouses and service departments. 
Handling many prominent lines which 
include Monitor washers and refrigera- 
tors, Frigid-Freeze freezers, Presteline 
ranges, Young washers, Elgin sinks 
and cabinets, Fedders Quigan room air 
conditioners, Majestic radios and tele- 
vision and others, the firm serves ap- 
proximately 300 franchised dealers in 
Louisiana, Mississippi and parts of 
Florida, and does an estimated $3,- 
000,000 annual business. The business 
is owned by Mr. Rasch and his partner, 
J. L. Rosenblum. End 
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@ Here’s a mighty, window-type 
unit, designed and engineered 
to cool—not 1 or 2 rooms—but 
an entire apartment, or small 
home, upstairs, or down. Home- 
makers like the Climax B-22 
because it’s so simple to install. 
Fits’most any window Requires 
no extra wiring, for it plugs 
into ordinary 110-volt, 60-cycle, 





CLIMAX 


D-16 


@ The Climax “D-16”... Amer- 
ica’s most popular Room Cooler 
+... turns your summertime 
slump into profit time. It meets 
your customer demand for a 
Room Cooler that’s easy to in- 
stall, simple to operate, attract- 
ive to the eye. That’s the “D-16” 
. . . 3-speed, simple, powerful, 
direct drive . . . moves 1800 








A LARGER, MORE POWERFUL 
Window-Type HOME COOLER 















The ROOM COOLER Everybody Wants 


CLIMAX Evaporative Coolers also Manufactured By 
CLIMAX MACHINERY COMPANY ° INDIANAPOLI 


A.C. outlet. Economical to op- 
erate. Available, one-speed or 
two-speed. Free air delivery, 
4,500 CFM (high) and 2,600 
(low). You’re selling more com- 
fort ... more convenience... 
more for the money when you 
sell the Climax B-22. Write us 
for the name of your nearest 
jobber. 


cubic feet of air per minute at 
high speed—down to a 700 
cubic feet ‘“‘whisper’’ at low 
speed. Adjustable to fit ’most 
all windows. Baked ivory en- 
amel with chromium trim. 


Write us for the 
name of your near- 
est jobber. 


Plug in any 
110 volt 
60-cycle 

circuit 
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COLOR, is the new ‘“‘buy-word”’ in 
home freezers! Introduced for the 
first time by the 1949 Ben-Hur De 
Luxe Farm and Home Freezer, Ben- 
Hur COLOR is meeting enthusiastic 
praise in homes everywhere — as 
a welcome means for brightening up 
home kitchens and making utility 
room decorating an exciting event 
again. 


But the rich ‘Ben-Hur Blue”’ is only 
ONE of many new selling features 
in the DeLuxe Ben-Hur 1949 Freezer. 
You'll like the new cabinet front 
design, new Latch with crystal-clear 
Lucite handle, new cold control* and 
temperature indicator, new wire food 


baskets and dividers, and new ac- 
cessories — if you want them — 
like ice cube makers and alarm 
system. Add the FIVE YEAR GUAR- 
ANTEE on the refrigeration unit, and 
other time-proven BEN-HUR features, 
and you have a DeLuxe BEN-HUR 
Home Freezer line that deserves 
TOP BILLING in any sales program. 


NATIONAL Advertising to millions of 
city and farm families will help you 
make 1949 a highly profitable BEN- 
HUR YEAR. THREE sizes, 9.2, 12.5, 
and 18.45 cubic foot capacities, 
give you a BEN-HUR Freezer to fit 
every family need. Write for selling 
plan and full details TODAY. 


(*Patent applied for) 
DEPT. EM, 634 EAST KEEFE 


BEN-HUR MEG, CO. sve. isiwivree 12 wisconsin 






FARM and HOME FREEZERS See 
° eR 


*HEALTHFUL LIVING THROUGH FROZEN FOODS 
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TV in San Francisco 





happens” attitude toward television. 
Many took the comic-script punch-line 
“Pll do it, but I don’t think I'll like 
it” approach, but followed their dis- 
tributors’ suggestions. 


Early Promotion 


Other dealers went all out. As far 
back as last spring, some dealers and 
distributors in the Bay Area started 
promoting television, taking part in in- 
dustrial and appliance exhibitions in 
San Francisco and Oakland, and dem- 
onstrating wired TV programs at the 
Summer Market Week. Major retail- 
ers, R. H. Macy, W. & J. Sloane, and 
Jackson’s Home Furnishings procured 
portable transmitters for wired demon- 
strations at their stores, long before the 
KPIX had received its equipment. 

Smaller, independent dealers were 
not far behind. Burlingame’s Clare 
Kemp built an addition to his store, 
partly to house an elaborate second- 
story television lounge-display room. 
Nearby Penninsula Refrigeration & 
Appliances converted the rear of its 
store to a cottage-style display room 
for TV and console radios. TECCO 
Appliances in San Mateo opened a 
large mezzanine for its several lines of 
In Palo Alto, Central Electric 
opened and decorated a second floor 
display room for television. In San 
Carlos, Blight’s Appliances closed out 
its large record department to make 
an elaborate TV room. Hale 
Brothers department stores, operating 
separate appliance branches in San 
l‘rancisco, Oakland and San Jose, put 


telesets. 


space for 


emphasis on television display and pur- , 


chased exclusive rights to the Intra- 
Video master antenna distribution sys- 
tem to improve efficiency of display 
sets. 


Shifting into High 


Promotions and displays were in 
order as television programming ap- 
proached. Appliance dealers, largest 
users of spot announcement on disc- 
jockey programs in the Bay Area, held 
off on automatic-washer commercials 
to announce themselves as “television 
headquarters”. Newspapers received 
their first space contracts from radio 
dealers and distributors in many a 
week, but still continued to treat tele- 
vision in the news columns as a poten- 
tial “plague o’ ... your houses”. Tele- 
sets moved to the windows and front 
floor of all dealers as they looked to the 
pre-Christmas shoppers for both day 
and evening attention. 

As KPIX became commercial, tele- 
vision dealers, distributors and manu- 
facturers became the largest buyers of 
time. In the important department 
store group, \lacy’s took another first 
from the Emrorium and White House 
with regular spot film announcements. 
In the highly-competitive home fur- 
nishings store group, Jackson’s jumped 
in with programs to feature its several 
stores as television headquarters. First 
from dealers was large appliance- 
music merchant Sherman Clay. As dis- 
tributor-manufacturer cooperative ven- 
ture came a half-hour live program for 
RCA-Victor records through distribu- 
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tor Leo J. Meyberg. Distributor 
Thompson & Holmes Ltd., and Philco, 
jumped into the choice 8 P.M. Sunday 
spot with the dramatic show, Philco 
Playhouse on film from the East. Sport 
films and other specialties were pre- 
sented under sponsorship of western 
TV makers, Hoffman and Packard- 
Bell, while Emerson Radio & Televi- 
sion bought time through local sales 
office. The result to the dealers was a 
constant flow of prospects to see the 
models which had been pitched over a 
friend’s teleset or a bar receiver—the 
result to the industry, the queer scene 
of having an RCA, Philco, Hoffman, 
P-B and Emerson telesets clearly pre- 
sented on the screen of a Bendix, 
Stromberg or Crosley teleset. 


Ready With Service 


What to do about service and instal- 
lation was not settled before, during or 
after the advent of television to San 
Francisco-Oakland. Although every- 
one to be connected with TV in that 
area had traveled to Los Angeles or 
read volumes of varying and conflict- 
ing memos from eastern headquarters, 
the right solution was not available. As 
a result, television came to the Bay 
Area with no holds barred. Every plan 
that could be devised was put into oper- 
ation by one distributor or another, 
Most of the manufacturers and their 
distributors set a fee for installation 
and service, but left it optional to the 
purchaser and left it to the dealer to 
carry out. The so-called big three, 
RCA, G-E and Philco, through dis- 
tributors Meyberg, G-E Supply and 
Thompson-Holmes, respectively, were 
among the few that had set policies, 
and stuck to them. In keeping with the 
national RCA-Victor policy, Meyberg 
took over all installation and service 
for its dealers. Thompson-Holmes 
made the purchase of an installation 
and service guarantee obligatory, and 
then trained more than 200 dealers and 
servicemen in 15-men classes that re- 
ceived 24 hours of lecture and 16 hours 
of -work on sets. G-E Supply’s sales 
manager for television, Lowell Gar- 

(Continued on page 178) 
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Expected Changes 


Wavelengths 


will not Obsolete 


lenith Television 





Some facts the Public is entitled to know 


In a published letter written in the public 
interest by Senator Edwin C. Johnson, 
Chairman of the Senate Committee on 
Interstate and Foreign Commerce, dated 
February 15, 1949, to the Honorable 
Wayne Coy, Chairman of the Federal Com- 
munications Commission, Senator Johnson 
said among other things: 


Quote: “Also, we are concerned deeply with 
respect to the marketing of television sets. 
Television-set manufacturers and spokesmen for 
some broadcasters have repeatedly declared that 
present-day sets will not be out-moded in the 
near future. Nevertheless, it appears obvious to 
us that when and if licensing is authorized in the 
ultra-high-frequencies and television develops in 
those frequencies, television sets being manufac- 
tured today will be obsolescent. While it is con- 
tended that an attachment can be made which 
will meet such a contingency, in part, we are not 
gteatly impressed with the efficacy of similar 
attachments for FM frequency shifts. We note 
that no purchaser of a television set today is 
warned or advised that such an attachment may 
be necessary or, in fact, that in a matter of a few 
months or years, the set for which he is paying 
$200 to $1,000 may be junk. We wonder, there- 
fore, if some action cannot be taken by the 
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Federal Communications Commission which 
would result in set-manufacturers making clear 
to such buyers that caveat emptor should not 
enter into the purchase of such a highly complex 
and intricate mechanism as a television set. 

“We understand that the Federal Communica- 
tions Commission has no present legal authority 
to compel such action. If the Commission is of 
this opinion also, or that suggestions to television 
manufacturers to correct this practice may fall 
on deaf ears, we would appreciate recommenda- 
tions for legislation to meet this problem, The 
public requires protection.” Unquote. 


Chairman Wayne Coy, by direction of the 
Federal Communications Commission, in re- 
sponding to Senator Johnson’s letter on 
February 25th, said among other things: 


Quote: ...“The 12 channels presently avail- 
able for television are not nearly enough to take 
care of the demand.” * * * * “Of course, 
if ultra high channels are added there will be 
some obsolescence. To be sure, converters can 
readily be made which will alleviate the matter 
somewhat, but as recognized in your letter con- 
verters are not as satisfactory as regular receivers.” 
End of Quote. 


In its May, 1945, published report the Federal 


1949 


- 


Communications Commission stated,". .. there is 
insufficient spectrum space available below 300 
megacycles to make possible a truly nation-wide 
and competitive television system ...development 
of the upper portion of the spectrum is necessary 
for the establishment of a truly nation-wide and 
competitive television system.” 

In a public notice issued on May 5, 1948, the 
FCC reiterated its opinion of May, 1945, and 
pointed out that the 475-890 megacycle band 
would have to be used for television if this 
country were to have a nation-wide competitive 
system of television. 


So public notice has been given by FCC. 


FOR YOUR INSURANCE 


EVERY Zenith television receiver is equipped 
with a specially designed built-in turret tuner 
with provision for receiving the proposed new 
ultra high frequency channels on the present 
standards, 

With Zenith television no “converter” will be 
needed for proposed new ultra high channels. 


ZENITH RADIO CORPORATION 
Chicago 39, Illinois 
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Salley lllaays Kaeatt Hiel// 


dooner or Lett: the dale of Crurtultonal 


@ Women know that different washing treat- 
ment should be used for different fabrics. This 
is not possible with conventional single-speed 
washing machines. 

Here is where 3-speed Bartons are in a class 
by themselves. Barton ‘‘Controla Speed” 
Washers provide a speed for every fabric— 
safe washing for cottons, linens, silks, rayons 
and woolens ... No other Washer makes such 
a compelling demonstration. 






The ONLY 
and Original 


3-SPEED 
WASHERS 


BARTO 


Controia Spee 


WASHER 





There is, therefore, no direct price competi- 
tion—you can maintain sales and your usual 
profit if you make Barton Washers your leaders. 





















TV in San Francisco 


oes CONTINUED FROM PAGE 176 aoe 


rison, set up a strict but sensible 
method of selecting dealers who had 
facilities, capital and personnel to han- 
dle installation and service as a requi- 
site for franchising. Western manufac- 
turers took advantage of their location 
and brought dealers and servicemen 
to the Los Angeles factories to attend 
training courses, 

There is no doubt that the expected 
trouble with television in San Francis- 
co’s hilly area scared most dealers, re- 
gardless of what their distributors 
required, into training themselves and 
their servicemen in at least the funda- 
mentals of TV installation and service, 
Reports show that most installations 
were made satisfactorily, and that after 
two weeks, service calls were less, 
percentage-wise, than in the more ex- 
perienced Los Angeles area. However, 
the brilliant signal from KPIX saved 
many a dealer’s neck—the one who 
orients antennas 34 miles from the 
station by using a Shell Oil map and 
the protractor on his daughter’s school 
ruler, and the one who let his custom- 
ers use their FM dipoles as interim 
antennas while he tried to locate a 
man to install TV antennas. 


The Public Was Willing 


The more than $1,000,000 gross vol- 
ume from television set sales during 
December brought few dollars profit 
to northern California dealers and dis- 
tributors. The profits had been spent 
in preparation and promotion. The 
real profit lay ahead—from the possibly 
one billion dollars gross volume that 
could be expected if television reached 
a 50 percent acceptance at a several 
year average of $250 a set. The de- 
cision lay with the public—those who 
had hesitated during Christmas shop- 
ping to witness their first TV image 
in a dealer’s window, and the hundreds 
of thousands still to see a television 
program. What could the Bay Area 
dealers and distributors, and the east- 
ern manufacturers who supply them, 
expect from the more than 700,000 
potential customers in an area that 
frowns on indoor entertainment, that 
prides itself on patio dinners and Jan- 
uary golf, and where there are more 
apartment-dwellers in percentage than 
any city except New York? 

By the end of two weeks of tele- 
vision programming, most dealers 
were encouraged, but realistic. At a 
time when major appliances were mov- 
ing at the slowest rate since the war, 
retailers saw a new electrical device 
move in and raise their monthly volume 
to a normal level. But, after the Christ- 
mas-New Year’s rush, they saw the 
demand for telesets drop off. The usual 
few shrugged their shuulders and re- 
marked “I knew it was just a tem- 
porary thing.” The realistic majority 
felt that television sales might follow 
the pattern set by home freezers—that, 
once the self-sold customers were sup- 
plied, the long range, profitable billion- 
dollar television potential in northern 
California would go to the appliance 
dealer who knew his product, who sup- 
plied good service, and who was willing 
to sell. End 
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| THE NEW CORY RUBBERLESS 
COFFEE BREWER— 


The best coffee is brewed in 
glass—and CORY gives you 
the only glass coffee brewer 
with no rubber bushing. Dis- 
play it onthe new eye-stopping 
Cory Coffee Table. 


lJ R t é' : 4 THE NATION'S NEW “GIFT” 
ea y J SENSATION—CORY ELECTRIC 


KNIFE SHARPENER! 


cis- 
Te- 


tors A gift natural for customers look- 


and a ing for a gift that's "different." 
ida- ae —— ch ato Feature it on the Cory Self- 
vice, : sonnet Demonstrator. Sharpener re- 


ions tails at $11.95. 


AN IDEAL GIFT FOR COFFEE 
LOVERS—CORY ELECTRIC 
COFFEE GRINDER! 


: Stores full pound of whole bean 

A |. on ‘ coffee—grinds just the amount 

i needed at the flick of a switch! 
G F feature 


these Cory MOTHER'S DAY! 


A clever gift of wide appeal. 
Retails at $19.95. 


T R A F F C C—_- (Sunday, May 8) 


JUNE WEDDINGS! 


ANNIVERSARIES! 


’ A STRIKING GIFT ENSEMBLE FOR 

: J r | BREWING FINE COFFEE IN GLASS— 

A ss THE CORY EL<CTRIC COFFEE BREWER! 
sm ’ 


The famous Cory Rubberless Coffee 
Brewer with no rubber parts to tug 


cy i * < or twist—plus Cory 2-heat Electric 
| Stove to brew coffee and keep it 
cere warm. Retails at $12.00. 


WHEN THE OCCASION CALLS FOR 
AN IMPRESSIVE GIFT—CUSTOMERS 
GO FOR THE CORY BUFFET QUEEN! 


Here's a gift item that means "Big 

Ticket’’ sales for you. Brews upto 16 

: cups of delicious coffee and keeps it 

it pays to concentrate on Cory pierre at serving temperature. Retails at 
$27.75. 


ORY: better living and gift giving 


CORY CORPORATION Executive and Sales Offices: 221 North LaSalle Street, Chicago 1, Ill 
Sales and Display Offices: New York * Chicago «+ Los Angeles + Toronto «+ Export Sales: The A. J. Alsdorf Corporation, Chicago 1}, Ili 
Also makers of the famous Fresh'nd-Aire electric fams, air circulators and humidifiers 
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PAT. PEND. 


ACTUAL SIZE 2% x 3%'x 3% 


BASIC PRODUCTS CORP. 
Dept. E. 102 

1700 N. Harrison St. 

Ft. Wayne, Ind. 


110 VOLTS 
60 CYCLE 
A. C. ONLY 


We are Distributors [] Dealers [] Please send us complete 
information on Magic Defroster. 








State 











With Quantity Buying, Freezers Save Money 





who began by freezing Lake Superior 
fish, have been branching out. As 
everybody knows, up in Sturgeon Bay, 
Wis., is the heart of the cherry coun- 
try. Red contracted with the Fruit 
Growers Cooperative to quick freeze 
ripe cherries in 30 lb. cans. He sent 
out a flyer to owners of home freezers 
and locker patrons offering these cher- 
ries at radical savings (23¢ a pound) 
and the supply was swept clean. City 
people do come up for air when they 
can save some money and have some- 
thing as tasty as cherries out of season. 


City Folks Benefit 


When the boats come in with a lot 
of choice lake trout he has a freezing 
and again sends a mailing. Red also 
rounds up chickens, which he butchers, 
processes and offers to his customers. 
Says his literature: 

“Under the Lake Ave. locker plan, 
you buy your meats, poultry, fish and 
seasonal fruits at near wholesale prices. 
This is possible because the locker 
plant buys quality foods in quantity. 
You select and buy meats, poultry and 
fish as you want them. As you select 
the amount and quality, the locker plant 
prepares packages labeled, quick 
freezes and places your order in the 
locker.” Postage paid cards are mailed 
regularly to locker patrons and owners 
of home freezers. Sure, anybody can 
walk in and buy, but he doesn’t get as 
good a break as the person who rents 
a locker.” 

For example, Moose Lake jumbo 
eggs sell for 68¢ a dozen to locker 
patrons, 72¢ a dozen to outsiders. 

The day Evecrricat MEerRcHANDIS- 
ING called, pork ribs were selling for 
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THIS DULUTH LOCKER PLANT is giv- 
ing families a break when they buy in 
quantity. Locker renters, of course, get 
the best deal. 


53¢ a pound, lean premium pork roast, 
60¢; picnic hams, 56¢ a pound; short 
ribs, 38¢ a pound; beef roast, 68¢ a 
pound; beef pot roast, 55¢ a pound. 
Side of beef was selling for 58¢ a 
pound, forequarter beef, 50¢, and hind 
quarter beef, 68¢. You could buy any 
part of a mutton or lamb you wanted. 

Beating the drum for the movement 
is W. A. MacDonough of Coolerator. 

Says he: “Women like to take good 
food out of a freezer better than they 
like to put it in. There is going to bea 
big market for freezers with people 
who don’t like to monkey around with 
their own processing. Set up the source 
of supply and you will get results. 
We're doing it in Duluth.” End 


Departmentalize Your Costs 





range, washer, refrigerator, dryer, 
ironer, water heater and a sink with 
running water for demonstrating. 
Planned kitchen equipment was very 
profitable. Volume on motor-driven 
appliances was good but profits were 
below par because competition from 
new home package appliance dealers 
was keen in this territory, tightened 
credit curbs under-the new Regulation 
W further increased sales resistance; 
and so, he pushed for volume by hiring 
outside salesmen, but he did not police 
their efforts properly and selling ex- 
pense on this line ran exceptionally 
high. More salesmen may mean more 
volume, but it will be unprofitable 
volume unless selling expense is kept 
in proper ratio. Departmentalization 
is essential to this objective. 

One may break down the figures 
from the composite totals after they 
have been recorded for a period, but 
it is better to keep the books so that 
this breakdown is recorded currently 
by means of separate columns for each 
line in the journals. Inventories at 
the end of a period should be taken for 
each department instead of for the 






CONTINUED FROM PAGE 70 





business as a whole, the figures entered 
in the proper account in the ledger. 

Some business counsellors contend 
that the charging of overhead expense 
to each department on the basis of sales 
volume is not an accurate formula be- 
cause overhead does not always in- 
crease in ratio to sales, that the ratio 
may differ with the line. True. But, 
experience has shown that the charg- 
ing of overhead on the foregoing basis 
is accurate enough to disclose the 
“weak sisters” so that corrective action 
can be taken and this is all the dealer 
watts to know when he breaks down 
his figures. However, where advertis- 
ing or sales work is devoted exclusively 
to a certain line for an accounting 
period, it is O.K. to charge that line 
with the entire outlay and allocate ona 
percentage basis all other expense. 
Because Miller employed outside sales- 
men to push motor-driven appliances ' 
exclusively for a period, their ex- 
pense was charged to the cost of sales 
on this line. 

That’s all there is to the accounting 
routine. The process is simple. Adjust 
it to suit your requirements. E 
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releases AZW “local level” 
fan promotion! 





Heavy Duty Commercial 
12-inch blade, $39.80 
16-inch blade, $47.25 





IT HITS Where You $ELL 


It operates right in your own market; localized, 
straight-shooting, direct to your own prospects and 
customers. It hits hard and accurately. It puts the 
GO! sign on your fan volume. 








iT HITS When You $ELL 


And YOU decide when you want this plan to GO 
into action. You can jump the hot weather. You 12-inch blades, $37.50 
can act on a second’s notice, and have your plan 16-inch blades, $44.95 
in full action in a few hours. There’s no delay. 
THAT'S the KEY to cracking the biggest part of 
the fan business. 





“Twin 12” 
Ventilating Fan 


A SURE-FIRE profit maker we 


Every smart dealer knows the answer to fan profits—promote 
‘em WHERE they're being bought, and WHEN they're being 
bought. That’s the plan VICTOR brings you—right on the 
profit beam. 


This is a simple, practical plan, devised by VICTOR Dealers 
and Distributors for the time and the place of profitable fan 
selling. 


YOUR ibn. DISTRIBUTOR 


HAS THE STORY 


—the story of the FIRST fan promotion aimed to hit 
YOUR market WHERE and WHEN fans are bought! 
He will bring it to you; BUT why not phone, write, wire 
him that YOU ARE INTERESTED IN FAN PROFITS? 


DO it NOW—because this plan is ready; it is YOUR 
plan (if you’re:a live-wire fan merchandiser), and it hits 


WHERE and WHEN fans are sold! 














Pedestal Fans 
12-inch blades, $49.95 
16-inch blades, $59.95 





DESK FANS 

PEDESTAL FANS 

AIR CIRCULATORS 
ANUFACTURERS OF EXHAUST FANS 
VENTILATING FANS 
ELECTRIC FAN HEATERS 
PORTABLE IRONERS 
F-H-P MOTORS 


all a-bo-o-o-oard! 


——— 


VICTOR ELECTRIC PRODUCTS, INC. 


2950 ROBERTSON AVE., CINCINNATI 9, OHIO 
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PAT. PEND. 


ACTUAL SIZE 2% x 3%'x 3% 






BASIC PRODUCTS CORP. 
Dept. E. 102 

1700 N. Harrison St. 

Ft. Wayne, Ind. 


We are Distributors [] Dealers [] Please send us complete 
information on Magic Defroster. 


Name 
Address 
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With Quantity Buying, Freezers Save Money 





who began by freezing Lake Superior 
fish, have been branching out. As 
everybody knows, up in Sturgeon Bay, 
Wis., is the heart of the cherry coun- 
try. Red contracted with the Fruit 
Growers Cooperative to quick freeze 
ripe cherries in 30 Ib. cans. He sent 
out a flyer to owners of home freezers 
and locker patrons offering these cher- 
ries at radical savings (23¢ a pound) 
and the supply was swept clean. City 
people do come up for air when they 
can save some money and have some- 
thing as tasty as cherries out of season. 


City Folks Benefit 


When the boats come in with a lot 
of choice lake trout he has a freezing 
and again sends a mailing. Red also 
rounds up chickens, which he butchers, 
processes and offers to his customers. 
Says his literature: 

“Under the Lake Ave. locker plan, 
you buy your meats, poultry, fish and 
seasonal fruits at near wholesale prices. 
This is possible because the locker 
plant buys quality foods in quantity. 
You select and buy meats, poultry and 
fish as you want them. As you select 
the amount and quality, the locker plant 
prepares packages labeled, quick 
freezes and places your order in the 
locker.” Postage paid cards are mailed 
regularly to locker patrons and owners 
of home freezers. Sure, anybody car 
walk in and buy, but he doesn’t get as 
good a break as the person who rents 
a locker.” 

For example, Moose Lake jumbo 
eggs sell for 68¢ a dozen to locker 
patrons, 72¢ a dozen to outsiders. 

The day Evecrricat MercHANpIs- 
ING called, pork ribs were selling for 
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THIS DULUTH LOCKER PLANT is giv- 
ing families a break when they buy in 


quantity. Locker renters, of course, get 
the best deal. 


53¢ a pound, lean premium pork roast, 
60¢; picnic hams, 56¢ a pound; short 
ribs, 38¢ a pound; beef roast, 68¢ a 
pound; beef pot roast, 55¢ a pound. 
Side of beef was selling for 58¢ a 
pound, forequarter beef, 50¢, and hind 
quarter beef, 68¢. You could buy any 
part of a mutton or lamb you wanted. 

Beating the drum for the movement 
is W. A. MacDonough of Coolerator. 

Says he: “Women like to take good 
food out of a freezer better than they 
like to put it in. There is going to bea 
big market for freezers with people 
who don’t like to monkey around with 
their own processing. Set up the source 
of supply and you will get results. 
We're doing it in Duluth.” End 


Departmentalize Your Costs 





range, washer, refrigerator, dryer, 
ironer, water heater and a sink with 
running water for demonstrating. 
Planned kitchen equipment was very 
profitable. Volume on motor-driven 
appliances was good but profits were 
below par because competition from 
new home package appliance dealers 
was keen in this territory, tightened 
credit curbs under the new Regulation 
W further increased sales resistance; 
and so, he pushed for volume by hiring 
outside salesmen, but he did not police 
their efforts properly and selling ex- 
pense on this line ran exceptionally 
high. More salesmen may mean more 
volume, but it will be unprofitable 
volume unless selling expense is kept 
in proper ratio. Departmentalization 
is essential to this objective. 

One may break down the figures 
from the composite totals after they 
have been recorded for a period, but 
it is better to keep the books so that 
this breakdown is recorded currently 
by means of separate columns for each 
line in the journals. Inventories at 
the end of a period should be taken for 
each department instead of for the 


APRIL, 


CONTINUED FROM PAGE 70 





business as a whole, the figures entered 
in the proper account in the ledger. 
Some business counsellors contend 
that the charging of overhead expense 
to each department on the basis of sales 
volume is not an accurate formula be- 
cause overhead does not always in- 
crease in ratio to sales, that the ratio 
may differ with the line. True. But, 
experience has shown that the charg- 
ing of overhead on the foregoing basis 
is accurate enough to disclose the 
“weak sisters” so that corrective action 
can be taken and this is all the dealer 
wants to know when he breaks down 
his figures. However, where advertis- 
ing or sales work is devoted exclusively 
to a certain line for an accounting 
period, it is O.K. to charge that line 
with the entire outlay and allocate on 4 
percentage basis all other expense. 
Because Miller employed outside sales- 
men to push motor-driven appliances * 
exclusively for a period, their ex- 
pense was charged to the cost of sales 
on this line. ; 
That’s all there is to the accounting 
routine. The process is simple. Adjust 
it to suit your requirements. End 
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fan prc — fewer: 


iT HITS Where You $ELL 


It operates right in your own market; localized, 
straight-shooting, direct to your own prospects and 
customers. It hits hard and accurately. It puts the 
GO! sign on your fan volume. 


IT HITS When You $ELL 


And YOU decide when you want this plan to GO 
into action. You can jump the hot weather. You 
can act on a second’s notice, and have your plan 
in full action in a few hours. There’s no delay. 
THAT'S the KEY to cracking the biggest part of 
the fan business. 


A SURE-FIRE profit maker 


Every smart dealer knows the answer to fan profits—promote 
‘em WHERE they're being bought, and WHEN they're being 
bought. That’s the plan VICTOR brings you—right on the 
profit beam. 


This is a simple, practical plan, devised by VICTOR Dealers 
and Distributors for the time and the place of profitable fan 
selling. 


YOUR ibn. DISTRIBUTOR 


HAS THE STORY 


—the story of the FIRST fan promotion aimed to hit 
YOUR market WHERE and WHEN fans are bought! 
He will bring it to you, BUT why not phone, write, wire 
him that YOU ARE INTERESTED IN FAN PROFITS? 

DO it NOW—because this plan is ready; it is YOUR 
plan (if you’re:a live-wire fan merchandiser), and it hits 


WHERE and WHEN fans are sold! 


all a-bo-o-o-oard! 


VICTOR ELECTRIC PRODUCTS, INC. 
2950 ROBERTSON AVE., CINCINNATI 9, OHIO 
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12-inch blades, $37.50 
16-inch blades, $44.95 


“Twin 12” 
Ventilating Fan 


“Summer Frost" 


Heavy Duty Commercial 
12-inch blade, $39.80 
16-inch blade, $47.25 





















Pedestal Fans 
12-inch blades, $49.95 
16-inch blades, $59.95 





DESK FANS 

PEDESTAL FANS 

AIR CIRCULATORS 
ANUFACTURERS OF EXHAUST FANS 
VENTILATING FANS 
ELECTRIC FAN HEATERS 
PORTABLE IRONERS 
F-H-P MOTORS 
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new: = 
FOR HOMES, OFFICES, TRAVEL © 

’ Bay 

the new FRESH'ND-AIRE FANETTE = = 

Now Fresh’nd-Aire gives you full-size fan be 

efficiency in a light weight quality unit = 

retiensiis tiiaded él just 10” high. Weighs only 3 Ib., yet pro- aay 

Rta ‘ vides quiet, efficient Fresh’nd-Aire com- mee 

$11.95 tox incl fort anywhere, anytime. In style, size, ~— 

performance and price, it beats any fan =e 

ever offered—opens a brand new extra a 

profit fan market for you. aay 

= 

| = 

new! = 

FURNITURE STYLED = 

ye _ 

FOR HOMES! OFFICES! pow 

Here’s a new line of Fresh’nd-Aire Circu- = 

lators designed and priced for mass Pe 

market sales in homes—in offices—every- eras 

where. Engineered to Fresh’nd-Aire’s Fe 4 

high standards of quality, the new models — 

1120 (3 ' 90 and 120 are built, styled and priced to is 

mom $3 apogee outperform—outsell any other line of poes 

$42.50 tox inc! air circulators. =, 

Model 90 (2 speeds) ced 


$32.50 tox incl 


For Stores! Offices! Factories! = 


Homes! The famous line of conven- ES 
tional Fresh’nd-Aire Circulators -- 


includes models for every air circu- [5 
lation need... You stock only low- = es 


stand models plus accessories, yet Pes 
sell high stand, low stand, wall or 
window models. Fresh’nd-Aire keeps 
your inventory low—your profits 
high. Six models (14” to 35” propel- é 
ler sizes) ... priced from $52.00 to + 
$190.00 retail. 
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Watch for This Ad in SATURDAY EVENING POST Tie-In With Fresh’nd Aire For 1949 
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Set-up for Salesmen 











Miller turned to an idea that has been 
used successfully by small dealers in 
the appliance and other retail busi- 
nesses. He injected himself into the 
copy to create a personal relationship 
between his business and the individ- 
uals who are his prospects. He has 
accomplished this in two ways—both 
in the copy and the illustration. The 
references elsewhere in this article to 
him as Jack “Firecracker” Miller in- 
dicate how he has caricatured himself 
to catch the eye of the newspaper 
reader by giving himself a nickname 
tied in with an approaching holiday or 
season of the year. This is carried 
into the illustration which shows a 
photograph of Miller in costume appro- 
priate to the nickname he has chosen 
for this advertisement. This form of 
identifying himself, and creating for 
himself a humorous personality that 
keeps prospects watching for the next 
advertisement, has to be coupled with 
well-written and illustrated appliance 
advertising copy in order to produce 
results. Miller has done this so well 
that the Seattle reader says to herself 
“Look, ‘Ma’ Miller is offering a Glad- 
iron ironer on a week’s trial. Maybe 
if I tried it now, the family would get 
the idea of buying it for me for 
Mother’s Day”. Without good adver- 
tising copy, Miller’s nicknames and 
ridiculous headgear would not be pro- 
ductive. 


Seasonal Stuff 


Miller feels that his job of creating 
maximum interest for his neighbor- 
hood store requires special timing of 
his advertising. Not only does he time 
it through the personality tie-in, but 
he watches closely to push those ap- 
pliances which are in season. Seattle’s 
climate, with only two seasons, wet and 
dry, make Miller’s timing different 
than it would be in areas outside the 
Pacific coastal states, but the principle 
remains the same. In late wiater he- 
starts giving space to refrigerator ad- 
vertising. When the end of summer 
brings drenching rains and humid air, 
that is the local time for telling the 
housewife that an electric dryer will 
dry her clothes in spite of the months 
of wet weather ahead. Then there is 
the timing of copy insertion. Miller 
knows that he can’t afford to match 
the big, downtown stores in the size of 
his space, but he knows too that he 
doesn’t have to rely on the next day’s 
business to pay for the advertisement. 
So, most of Miller’s copy runs in the 
Saturday and Monday editions of the 
local newspapers when the papers are 
small and most of the competing copy 
is that of national accounts. With 
about 40 inches of space, Miller can 
be one of the largest local advertisers 
in these two days’ papers. 


Advertising Media 


Building an appliance business on 
advertising and promotion that will 
support a crew of salesmen requires 
careful selection of media, and special 
attention to how much money is spent. 
After trying almost every medium, 
Miler has settled on newspapers as the 
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PERSONALITY ADVERTISING, in which 
Jack Miller assumes a character in tune 
with a holiday or the season, has been 
successful in his competition with the big- 
name, big-volume, large-advertisement 
downtown Seattle stores. This wos 
Mother’s Day copy. 


most effective in building leads which 
his salesmen can follow for sales. He 
uses some radio time, but mostly as 
institutional to further carry his name 
and the location of his out-of-the-way 
store into the minds of the people of 
Seattle and vicinity. Supplementing 
newspaper and radio advertising, Miller 
uses various types of promotion to build 
leads for his salesmen. he has used an 
agency in Seattle which uses telephone 
salesmen to produce appointments for 
Miller’s salesmen. For the salesmen’s 
use he has procured the regular listings 
of everyone who buys or sells a home 
in the area, as well as those families 
who have been in the area for just 
three years. Recently he started using 
the “Covered Wagon” form of promo- 
tion which has been tried by many ap- 
pliance dealers in the western states. 
All newcomers to the city are visited 
by a “hostess” or “welcomer” who 
gives a gadget present, and describes 
a number of non-competing merchants 
who would be pleased to present an- 
other gift if the newcomer would visit 
their stores. 


Salesmen Do The Selling 


All this extensive campaign of adver- 
tising and promotion, which costs 
Miller about $2,500 each month—about 
6 percent of his gross—of course is de- 
signed to produce leads for Miller’s 
eight salesmen. Regardless of how the 
prospect gets in touch with the store, 
whether by ’phone as most do, by writ- 
ing, or by dropping in, it is a lead for 
the salesmen. There are no “house 
sales.” Miller’s salesmen work every 
fifth day in the store, the rest of the 
time outside. 

Salesmen working on this one-day 4 
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week in the store plan receive a flat 
10 percent commission on all sales, 
with a basic monthly guarantee of $250 
which conforms with the local union 
rules. Although the union permits com- 
pensation to be cut from 10 percent to 
7 percent after the salesman has 
grossed $2,500, Miller maintains it at 
10 percent. Occasionally, he uses men 
assigned to outside selling only, and 
for these men who get no store time, 
the compensation is 124 _ percent 
straight, with the basic union guaran- 
tee. 


Provide the Experience 


In selecting his salesmen for an or- 
ganization that depends so much on 
them, Miller says that he looks first, 
last and always for experience. But 
knowing that he can’t always get such 
experienced men, he takes the most- 
likely-to-succeed men and puts the ex- 
perienced members of his sales staff 
on call to help the new ones close dif- 
ficult sales. He feels that it takes three 
months—at a minimum of the union 
$250 per month—to break in an inex- 
perienced salesman. 

So far, Miller’s success with his ad- 
vertising and promotion campaign 
has made it possible for his crew of 
salesmen to concentrate on live leads 
only. Particularly helpful in their work 
has been the $1.00 certificate with 
which they present a prospect when 
they first call. There is no obligation 
attached, but it does make the prospect 
feel that she should give the salesman 
all the time he needs to explain the 
products he’s selling. When the time 
comes, and Miller knows that it won’t 
be long, when he will have to supple- 
ment his salesmen’s work with straight 
canvassing, he expects these $1.00 cer- 
tificates to be very successful as door 
openers. If the prospect doesn’t use 
the certificate, nothing has been lost. 
If she does use it—well, it is a rela- 
tively cheap way to get a new customer 
into the store. 


Further Promotions 


Jack Miller has been successful in 
building an increasing volume in ap- 
pliances through a combination of ad- 
vertising and outside selling, but he 
doesn’t feel that he has yet hit the 
limit. With a foothold on the Seattle 
appliance market, he intends to step 
further. Still basing his selling on the 
advertising and outside salesmen, he 
will add a variety of promotions that 
will take the Miller name and the 
Miller’s salesman into new markets. 
One step toward that was accomplished 
when he contracted for a large display 
at the Seattle Home Show. Miller paid 
for the space, set up the displays, and 
then turned the whole thing over to his 
salesmen. Because he was the only 
dealer for certain of his lines having 
space at the show, Miller arranged 
with the distributor to turn over their 
leads to Miller’s salesmen. 


Salesmen Will Run the Show 


In the future, Miller’s promotion 
Plans call for a series of demonstra- 
tions for various schools, clubs, serv- 
ice Organizatoins, etc., in the Seattle 
area. Miller will provide the equip- 
ment, facilities, and finance the demon- 
strations—but, in this set up for sales- 
men, it is the Miller salesmen who will 
tun the show and get the sales. End 
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We’ve been calling on her for years 


> « « « fo build a sales story FOR YOU! 


Since 1929, we’ve been calling on your customers, in their favorite magazines, 
to build an effective sales point for you to use. 


Over and over we've stated this fact: It will look better longer 
because it’s Bonderized! 


Your customers know that the finish protection of Bonderizing is the mark 
of a quality product, a product protected against corrosion and paint failure. 


The familiar Bonderite seal on the appliance, or the salesman’s assurance, 
“It’s Bonderized,” may easily be the influence that turns a hesitating 
prospect into a satisfied customer for you! 


HELPFUL BOOKLET! “Bonderizing Helps 
You Make Sales.” Brief, practical information 
on this effective sales aid. Send for free copy. 


Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Of. 
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PARKER RUST PROOF COMPANY 
2164 East Milwaukee Ave. 
on Detroit 11, Michigan 
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‘BONDERIZING Holds Paint to Metal... PARKERIZING Inhibits Rust ... PARCO LUBRIZING Retards Wear-on Fiiction Surfaces 
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Flow- Sty 


THE MODERN, FLEXIBLE 
STORE FIXTURE 
THAT Scfs APPLIANCES 


A FEW COMBINATIONS 
POSSIBLE WITH 
ON" FLEXO-STEP* 


“HEAD- 





Illustrated 
Two “Side Unit 
and two “Head 
On Flexo-Steps 
for 5 x 10 ft 
play Island 





These Exclusive “Features 


@ FLEXIBLE STEPS are quickly, easily changed 
to fit the merchandise. No tools necessary. 
“Unlimited Flexibility”... see sketches at left. 


@ STREAMLINED DESIGN. Rounded corner steps 
encourages customer traffic to circularize dis- 
play islands. exposing merchandise to more 
sales possibilities. 


@ MORE SELLING SPACE. Using ali steps, 
“Flexo-Step” fixtures provide over 50% more 
selling space than conventional equipment 
in the same floor area. 


@ DISPLAYS ALL MERCHANDISE IN THE “BUY- 
ING RANGE” where it is easy-to-see and 
easy-to-reach. Your greatest selling power 

. good display. 


@ FLEXO-STEP MAKES DISPLAY JOBS EASIER. 
Anyone can do a good job of display with 
Flexo-Step fixtures. 


@ DURABLY BUILT of strong veneers by expert 
fixture craftsmen. Beautifully lacquered, birch- 
faced veneer base. Shipped completely as- 
sembled. 


@ LOW IN COST ... feature for feature, 
Step” is today’s best store fixture buy! 


“Flexo- 


*Also available in ‘Side Unit'' model—same flexibility. 


Sell Loosen WITH FLEXO-STEP STORE FIXTURES 


Deta! yna f VY 


ADD SALES COMPANY 
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Apex Launches Sustained 
Nation-Wide Sales Drive 


Offers five new major 
products as 1949 opener 


With five new major products acting 
as a spearhead, the Apex Electrical 
Mfg. Co., Cleveland, Ohio, recently 
inaugurated a nation-wide sales drive 
which will be sustained throughout the 
new year, according to an announce- 
ment by A. C. Scott, vice-president in 
charge of sales. 

Forerunner of the full line of wash- 
ers, ironers and cleaners are three 
models of the Wash-a-matic, automatic 
clothes washer with the “bouncing 
basket” cleansing action; the Dish-A- 
matic dishwasher and sink; and the 
automatic clothes dryer. The three 
Wash-A-matic models are the deluxe, 
fully automatic, using the water-bal- 
ance system and requiring no bolting 
down; the standard, having all the 
features of the deluxe except the 
lighted interior and safety lid; and the 
special, a semi-automatic unit with the 
wash-rinse-spin-fluff cycle operated by 
a simple foot pedal. 


In All Brackets 


Aimed at all income brackets, the 
prices of the clothes washer are: de- 
luxe, $339.75; standard, $299.75; and 
special, $199.75. The deluxe and stand- 
ard models are offered with the five- 
year warranty on the drive-transmis- 
sion from date of purchase by the 
original user. Each model carries a 
full one-year guarantee on the whole 
unit from date of purchase. 

The new sink combines the sink unit 
with the dishwasher, the only such unit, 
according to the firm, with a built-in 
hot water tank which raises tap water 
to pasteurizing temperatures. The dish- 
washer not only can handle the dishes 
of a family of six but also cleans pots 


and pans. With a minimum of water, 
the unit completes the wash-rinse-dry 
cycle in 30 minutes and shuts off auto- 
matically. 

Featured in the clothes dryer are 
radiant electric heating, tumbling ac- 
tion, and a large front opening for 
easy loading and unloading. Com- 
panion to the washer and ironer in 
design, the dryer offers the housewife 
the missing link in the laundry chain. 


Aim For Quality Leadership 

In commenting on the new lines, 
Mr. Scott remarked that while the 
deluxe model clothes washer had been 
introduced recently in New York, 
Newark and Cleveland, the dishwasher 
and clothes dryer were brand new 
and were designed to give dealers 
quality leadership in all major appli- 
ance lines. He stated that the special 
Wash-A-matic was manufactured to 
give the bouncing basket action and 
the complete washing cycle at lowest 
possible cost. 

All the washers are the result of 
years of engineering, developing and 
testing, he continued, and incorporate a 
brand new and superior cleansing 
principle. The dishwasher, which is 
48 inches wide, 25 inches deep and 36 
inches high, was designed and engi- 
neered to offer a single unit for the 
modern kitchen. 

In conclusion, Mr. Scott stated that 
the Fold-A-matic and standard cabinet 
type ironers, the spiral dasher wringer 
type washers, and cylinder, upright 
and hand type cleaners added to the 
five new major units gives distributors 
and dealers a complete line of appli- 
ances. 














ATTACHED to the chassis of an 
automatic washing machine is the 
completed assembly of the water bal- 
ance ring. Technique for the produc- 
tion-moulding of glass parts, as 
utilized by Apex Electrical Mfg. Co., 
is expected to provide an ideal ma- 
terial for use in numerous electrical 
products. 





Substitute For Metal 


Apex Electrical Mfg. Co., recent- 
ly made known the perfection of a 
method for the production-mould- 
ing of fibre glass reinforced lami- 
nate, according to an announce- 
ment by C. G. Frantz, president. 
He stated that the company had al- 
ready started pilot production of 
molded glass parts for automatic 
washers. One of these parts is a 
water balance ring which is 22 in. 
in diameter and 12 in. deep. Mr. 
Frantz continued by saying that 
the molded material has the 
strength and durability of many 
metals but yet is flexible enough 
to keep its shape and is imperme- 
able to most chemicals. These 
properties, he said, make the ma- 
terial valuable for use in washers 
and other products. Other assets 
are lightness of weight and low 
cost. The development, Mr. Frantz 
said, is the result of years of re- 
search in cooperation with the 
Owens-Corning Fibreglas Corp. 


The company is currently mold- 
ing four different parts: water bal- 
ance rings, suds guards, clothes 
guards and water deflectors. 
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The next 
NATIONAL Exhibit 


JULY 11-15, 1949 


(MONDAY THROUGH FRIDAY) 


ATLANTIC CITY 


AUDITORIUM 
Atlantic City, N. J. 


THE JULY 1949 
NATIONAL HOUSEWARES 
AND HOME APPLIANCE 
MANUFACTURERS 
‘EXHIBIT . .-. 


“An exhibit for the Buyer... 
by the Manufacturer” 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
(Incorporated not-for-profit) 


1402 Merchandise Mart, Chicago 54, Ill. 
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FULLY AUTOMATIC 


OIL 


WATER HEATERS 


HAVE A LOT OF SELLING 
POINTS! 


ECONOMICALTO OPERATE: 


The most efficient oil pilot 
made. Exclusive 6 inch di- 
ameter steel tube center flue 
with baffles delivers maximum 
radiation to surrounding water. 
Gopher pilot uses only 6/10 
em oil in 24 hours! 











FULLY AUTOMATIC: 


Just set it and forget it. No 
electricity required. 





LONGER LIFE: 


Magnesium anode protects 
tank against corrosion. 
Gopher pilot cannot over 
heat tank. Heavy duty, 
a Ib. test tank gives long 
ife. 












BEAUTIFUL APPEARANCE: 


Eye catching streamlined de- 
sign. Lustrous white finish. 
Easy to keep clean. New low- 
boy design takes less headroom. 








GUARANTEED FIVE YEARS: 
Warranty comes with every 
Gopher Heater guaranteeing it 
for five years. 








EASE OF SERVICING: 


Big service door makes getting to 
burner convenient, easy. 





ESTABLISHED 
REPUTATION: 


Gopher Oil Heaters are 
made by a company that 
has been making liquid fuel- 
burning appliances since 
1896. 





NEW SCOTSMAN L-P GAS WATER HEATERS! 
Automatic storage type. Very competitively priced! 
Robert Shaw Unitrol. 300-ib. test galvanized steel 
tank. Efficient burner, handsome modern design. 
20 and 30-gal. models. Attractive trade discounts. 





Underwriters Laboratory Ap- 
proval—for safety and efficiency. 


Available in 30 and 45 gallon sizes. 
() DH - » AMERICAN GAS MACHINE CO. 


Albert Lea, Minnesota 


OIL WATER HEATERS Please send me complete informa- 
tion and name of my nearest 
distributor of Gopher Oil Water 
Heaters. 
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Your Kitchen Prospects will read 


aboub SHIRLEY... cterting in 


@ This new consumer campaign in 
leading national magazines gives 
your SHIRLEY promotion a dig boost. 
It’s aimed at your best markets. Watch 


for it! Tie in... and SELL! 





SHIRLEY CORP., INDIANAPOLIS 2, IND. 


"Yhe value tine” 
IN 


STEEL KITCHENS 
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Scheduled Meetings 


CHATTANOOGA ELECTRIC 
WEEK SHOW 
Electric Power Board of Chattanooga 
Memorial Auditorium, Chattanooga, 
Tenn. 
April 4-8 


EDISON ELECTRIC INSTITUTE 
15th Annual Sales Conference 
Edgewater Beach Hotel, Chicago, lif. 
April 5-7 


MFRS. WESTERN HOUSEWARE 
SHOW 


Alexandria Hotel, Los Angeles, Calif. 
April 10-14 


ONTARIO ASSN. OF RADIO & 
APPLIANCE DEALERS 
Annual Convention 
Royal York Hotel, Toronto 
April 11-12 


SOUTHEASTERN ELECTRIC 
EXCHANGE 
Annual Conference 
Boca Raton Club, Boca Raton, Fla. 
April 13-15 


MIDWEST POWER CONFERENCE _ 


Sherman Hotel, Chicago, Ill. 
April 18-20 


APPLIANCE PARTS JOBBERS 
ASSN., INC. 
10th Annual Meeting 
Sherman Hotel, Chicago, Ill. 
April 28-30 


AMERICAN TRADE ASSN. 
EXECUTIVES 
Spring Meeting 
Shoreham Hotel, Washington, D. C. 
April 30 
CHAMBER OF COMMERCE 
Annual Meeting 


Washington, D. C. 
May 2-5 


NATL. ELECTRICAL WHOLE- 
SALERS ASSN. 
Netherland Plaza Hotel 
Cincinnati, Ohio 
May 2-6 


BRITISH INDUSTRIES FAIR 
Olympia, London, and Castle Brom- 
wich, Birmingham 
May 2-13 


MISSOURI VALLEY ELECTRIC 
ASSN. 
Sales and Rural Conference 
Hotel President, Kansas City, Mo. 
May 5-6 
Annual Meeting 
May 17 


AMERICAN MANAGEMENT 
ASSN. 
18th National Packaging Exposition 
Auditorium, Atlantic City, N. J. 
May 10-13 


RADIO MFRS. ASSN. 
25th Convention and Annual Radio 
Parts Industry Trade Show 
Stevens Hotel, Chicago, Ill. 
May 16-20 


HOMEBUILDERS ASSN. OF 
NEW ORLEANS, INC. 
Home Show 
Municipal Auditorium, 
New Orleans, La. 
May 21-29 


CANADIAN INTERNATIONAL 
TRADE FAIR 
Exhibition Grounds, Toronto 
May 30-June 10 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 

Nat!. Home Laundering Week 

June 6-13 











Betts prophesies 29 million 
homes by end of year 


A potential market of 28 million ex- 
isting houses and about a million new 
homes in 1949 is the promotion goal 
of the adequate wiring program, ac- 
cording to N. J. MacDonald, Thomas 
& Betts Co., chairman, NEMA Ade- 
quate Wiring Committee, in his key- 
note address at the recent National 
Adequate Wiring Conference in Chi- 
cago. He forecast a population of 152 
million by 1955, with half the nation’s 
homes using five extra outlets for a 
total of 723 million outlets. 

Inadequate wiring is a handicap to 
the installation of electrical kitchens 
in homes and schools; it causes many 
appliances to lie idle in American 
homes and 30 percent of the fuse fail- 
ures, in the opinion of M. E. Skinner, 
Union Electric Co.,; St. Louis, Mo. 
The utility’s program directed to its 
400,000 customers has created a desire 
to own an all-electric kitchen with the 
automatic laundry now accepted as an 
integral part. Planned lighting is an- 
other operation in load building, which 
is not confined to the simple selection 
of the right sized lamp bulb, but em- 
braces a trained personnel and results 
in increased kw.-hr. lighting load. 

To illustrate how adequate wiring 
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7214 Million Outlets By '55 
is Goal of Wiring Program 


and home service work together, Miss 
Nina Faye Bonner, Georgia Power 
Co., stated that 3,448 layouts covering 
kitchen and laundry planning, ade- 
quate wiring and home lighting, had 


‘been furnished to their customers. 


Some 1,500 women entered the 1948 
kitchen improvement contest with % 
percent completing their improvements 
during the six months period. 

In the Friday morning session of 
the conference, R. H. Giedd, Florida 
Power Corp., in his talk, “Certifica- 
tion Was Our Answer,” told of the 
residential sales representatives spend- 
ing 80 percent of their time in con- 
tacting new home builders, speculative 
builders and electrical contractors. One 
residential sales representative devotes 
his entire time with architects’ plan- 
ning services and larger speculative 
builders, with some 125 plans being 
prepared monthly. Approximately 75 
percent of the advertising budget 1s 
spent on adequate -wiring, with gen- 
erous use of literature. As a result of 
these activities, the bureau has al- 
ready issued over 500 certifications 
Of 12,600 new homes built in the past 
two years, 9,600 were wired for all- 
electric service. Appliance dealers and 
contractors installed 9,000 ranges and 
9,000 water heaters. Since the wiring 
installation inspection program was 
launched, the bureau has certified 31 
percent of total homes inspected. 
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| SALES GET SET. ..For GREATER 
Sell Sensati America’s Most Complete 
a ell vensation... America $s $ p 
Line of Gasoline and Electric Mowers! 
c 
Model B 17 E Electric 
for the budget minded... 
This low-cost electric mower was designed to open the 
big market for power mowers —the city dweller who lives 
on a 50 or 60-ft. lot. It is quality-built throughout, cuts 
lawn mowing time in half, plugs into any socket, operates 
| for less than 2¢ per hour. Model B 17E is 
so easy to operate that even women say, 
“It makes lawn mowing fun." 
ELIMINATES Retails at $9950 
idio 
NUISANCE Model B 29 G 
a powerful home mower 
Tough grass or tall weeds won't phase the Model 
B 29 G. It cuts a wide 20” swath, chops clippings 
JUST PLUG IT IN—EVERY into a fine mulch which fertilizes 
NIGHT IT AUTOMATICALLY the lawn. This model is a good seller 
instituti d teries, too. 
AL Yh tise DEFROSTS REFRIGERATOR 2 ee ae ee 
$995 r > Retails at 
; SENSATION FEATURES THAT HELP YOU SELL 
3 . a Sensation’s Mono-Cycle Engine was particularly designed for 
: * : a power mower use. Constructed of light-weight materials it 
If you will use DEFROST AUTOMATIC,— as a “service unit” for your weighs only 18-Ibs., yet develops 2 to 3 h.p. That's why high 
traffic customers or for your “outside” sales program,—as a means of grass or tough, tall weeds never phase a Sensation Mower. 
Y 
helping Mrs. Customer get more value from her refrigerator—you will 
i soon have that pleasant experience, enjoyed by so many of our other ONE PIECE BLADE 
ower — : 
‘overing dealers, of ringing up sales of major appliances as well as sales of No multiple blades . . . no cutting bars to get out of line or 
g, ade- DEFROST AUTOMATIC. Here is why:— require expensive sharpening. Sensation's one-piece safety 
ng, had blade can be sharpened with a good file by the user. __ 
stomers. Women dislike the messy job of cleaning up after 
hy manual defrosting so they are pre-conditioned for EXCLUSIVE ADJUSTA-HI-CUT 
the sale. Then when the other benefits are brought ‘ : = " 
vements a BUY This feature is found on all S g mowers. 
: oul—-plus the low price of under $10.00, they ‘i Users like it because the height of cut may be varied from 
ssion of Evidence in our files shows that 9 out of 15 do buy— %” to 44%” ina minute's time. 
— in fact, when you give them a 7-day free trial, the 
- a ratio is even higher. ? . 
jy ad : Mr. Dealer: By comparison with any other mower you'll 
5 " 
Pragpae find Sensation has more selling features. It's easy to demonstrate, 
-culative y Of course, you want your easy to sell. Sensation gives you a good return for your sales 
~ — S wi ave d efforts. Margins are better than on many other major appliances. 
7 aes easON y cash register to start ring- Send for our free booklet on Spring and Summer Profits today. 
sculative R Hey BU git ing more often. Write us W. H. PHELPS, 
ey 1 yor gn" today for our quantity Sraihlont: 
of ¥ 
udget is cQO> , word —_ discounts and the name eee eneaamareaainmareeetmnatnianinrar atime mintetetiel 
ith gen a Oe go om et . 8 W. H. Phelps, President 
result of 9 ced ay: go noe of the wholesaler han SEND H pares ag <r Ralston, Nebraska, 
has al- ot in tv? gent cor cot dling your section. COUPON 5 Box EM 449, 
fications. » not eo” ot rete en § Please rush details on how we can increase sales and profits with 
the past ad TODAY : Sensation gasoline and electric mowers. Send me your folder on 
for all- My ie & Spring and Summer Profits. 
For Sensation's t 
alers and Spring and § Name 
ges and Somme Be a = 
e wit AUTOMATIC CONTROLS CORP. |ifaiai de 
am ress. 
tified 31 WOLVERINE BUILDING ANN ARBOR, MICHIGAN Fie eas 
cted. 
ISING T ELECTRICAL MERCHANDISING—APRIL, 1949 PAGE 187 

















The Original 


concn te 





FAN EVER BUILT 


ANOTHER PIECE OF FURNITURE 
FOR THE HOME 


For the past three years, the PALM BREEZE fan has been the most talked of fan 
on the market, and has sold like hat cakes all over America. 

Get ready now to cash in on the demand already created for these sensational fans. 
The new 1949 De luxe model incorporates the finest in manufacturer’s engineering, 
design and utility, and will build sales for you from the very first. 

PALM BREEZE’S new advertising material and dealer-helps will help you mer- 
chandise these fans. Three models to choose from, $39.95 and up, list price. 


Write today for more information about PALM BREEZE 


LEE HOLLAND CO. 


1012 NORTH MAIN ST. 
FORT WORTH 6, TEX. 


BENBAR 


i VERTICAL FREEZERS 





LQUALITY PRODUCTS / 












Better 


FOR YOU! 


(more profits!) 


Better 


FOR YOUR CUSTOMERS! 


(more satisfaction!) 


Better 


ON EVERY COUNT! 


(more features!) 





Why not sell the kind of freezer 

that people want—the Benbor 

vertical! Thousands now in use by 

families that want frozen foods to 
>» easy to reach! 


Four inch Fiberglas insulation—vapor 
sealed at all joints. 


© Panelyte covered door jambs — frost 
breaking lock. 

© Immediate delivery—optional 5 year 

© warrenty. 

* Baked enamel finish on interior and 
exterior! 


TWO STANDARD SIZES — 14 CU. FT.— 17 CU. FT. 
Write for more information and prices on Benbar products. Distributorships available! 


AUGUST G. BARKOW MANUFACTURING CO. 


2723 S. 31st STREET © MILWAUKEE 7, WISCONSIN 
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How Video Operates 











EVERY component and circuit of a conventional television set is spread out on the 
above panel to show the exact paths taken by both sound and picture signals and to 
reveal operating difficulties. John Meagher, RCA tube department, is shown operating 
the Television Dynamic Demonstrator which will be displayed in a series of television 
clinics on practical service problems. 





Harvester Freezers Are 
Appliance TV Regulars 


International Harvester Co., Chi- 
cago, Ill., recently announced the first 
extensive and sustained use of tele- 
vision for the actual demonstration of 
major appliances in a series of five 
15-minute shows telecast over station 
KSD-TV, St. Louis, Mo., and featur- 
ing the company’s freezers. Sponsored 
by Butler Bros., distributors, Inter- 
national Harvester, and dealers, the 
show spotlighted the product through- 
out the program, while restricting di- 
rect selling to three commercials on 
each session. The scripts were written 
to emphasize the advantages of home 
freezing and to show by demonstra- 
tion the procedure to be followed. 


Plenty of Support 


The TV series was preceded by a 
full-scale advertising campaign which 
started with a full-page ad and was 
followed by personal letters from the 
distributor to video owners calling 
attention to the show and welcoming 
comments. A free freezer booklet was 
offered; pre-program and _ post-pro- 
gram ads were run; and spot radio 
announcements added to television 
freezer parties in dealers’ stores and 
in the home generated considerable 
interest. 


Favorable Results 


The power of video to realize appli- 
ance sales potentialities was empha- 
sized by telephone calls, letters and 
personal expressions of approval from 
dealers and consumers, plus actual 
sales realized. Informed sources feel 
dealers were made increasingly aware 
that wide-scale advertising aided by 
television product demonstrations is 
vital in the buyers’ market. 


Credit Company Formed 


International Harvester also re- 
cently announced the organization 
of a finance company to be called the 
Intl. Harvester Credit Corp. The pur- 
pose of the new wholly owned subsid- 
ing will be to finance domestic notes 
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receivable of the parent company for 
which there is no other source of 
financing available, it was explained. 
The recent growth of credit sales, 
according to a company statement, 
shows that Harvester needs new credit 
tools to supplement the financing of its 
sales by banks and other monetary 
institutions. However, these agencies 
will continue to be the principal source 
for underwriting the company’s time 
sales. 


Gibson Plans $60 Million 
Plant Program For 1949 


A $60,000,000 plant program for 1949 
was recently announced by Charles J. 
Gibson, president, Gibson Refrigerator 
Co., Greenville, Mich. More than 
500,000 refrigerators, ranges and home 
freezers have been scheduled to meet 
household demands for which a $10 
million factory expansion is almost 
completed. Mr. Gibson stated that a 
three year campaign to obtain ade- 
quate supplies of steel and other criti- 
cal material had been successful. 

According to Gregory Drumm, ad- 
vertising and sales promotion manager, 
the firm will spend $1 million dollars 
in advertising and sales promotion this 
year. 


1949 Refrigerator Book 
Now Available—Hantober 


The 1949 Natl. Refrigerator Market 
Report Blue Book has just come off 
the press and will cost $5.00, accord- 
ing to a recent announcement by Her- 
man Hantober, publisher of the origi- 
nal Trade-In manual. Subscribers to 
the book are able to tell at a glance 
what they should pay for any make 
and model refrigerator offered in part 
payment for a new unit. The issue is 
the first postwar edition of the Blue 
Book which Mr. Hantober first pub- 
lished in 1938. 
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with precision-fit rubber 
insert, is one reason Hoover 
| Motors run 
| quiet... 
| 


HUSH! 


Yes—even under the toughest conditions 
of continuous operation, Hoover Motors 
run smooth, quiet and cool. 


so smooth, so 








BRING INA 


1 the 


ating 


BY TAPPING YOUR OIL 
HEATER CUSTOMER LISTS! 


Into each one goes the same engineered 
efficiency that has made the Hoover 
‘Cleaner world famous for forty years. 





National advertising and word-of-mouth 
praise is spreading the news: Hoover qual- 


© a — Sales rine “*Check-Backs” for ity is now available in electric motors for 
sales, AUTOMATIC OIL CONTROL ACCESSORIES AES SOE, GE ee eee 
edit siaietideibiat We Check over al customer files date your customers will be asking for them. 
— ae 2. Give them to aes office girl with in- When they do, you'll want to be able 


ource structions to check addresses against cur- 


dividends flowing 


time 


in. And here’s 

a simple 
merchandising 
formula to help 
you pump new life 


rent city or phone directories. 


3. Call a sales meeting. Give your sales- 
men the corrected lists and A-P Automatic 
Oil Control Accessories ‘‘sales ammunition.”’ 


4.Watch for results in new sales to old 


into ‘‘dead”’ files: 








customers. 
heaters, too! 


Some of them will buy new 





to serve them. So if you don’t already 


carry Hoover Motors, write us today for 


full details. 





> 1949 EVERY OLD CUSTOMER A NEW 
les J. PROSPECT FOR ONE OR ALL THREE 
erator 
than 
home 
meet 
a $10 
ilmost 
that a 
ade- 
criti- 
n, ad- 
he A-P Thermostat A-P Oilifter A-P Fuel Oil 
ollar: . 
: this Comfort Kit Automatically lifts fuel Trap-lt " 
Adds AUTOMATIC temperature Oil from remote stor- — improves heating effi- ; 4 
control convenience to any heat- age to all vaporizing ciency by trapping all 4 hh ill 
er made since 1939 and equipped oil burning appli- dirt, sludge, gum and R 1. ie 
with A-P Model 240-D, U or ances. Ends oil han- moisture in oil lines. OU i 
Y series Manual Controls. dling, spilling, waste. Saves service expense. . 
Consumer catalogs ® Folders for mailing 
® Direct mail broadsides ® News- 
paper ad mats ® Oil control tags ® 
Market “Album of Famous Vaporizing Oil- 
me oft Burning Appliances” © 15-minute slide- 
ccord- 3 sound film available for dealer and f 
: Her- - _ salesman showing. 
origi- 
ers to AUTOMATIC PRODUCS COMPANY RK 
oo 2400 North Thirty-Second Street, Milwaukee 10, Wisconsin 
m 
in part ae : j 
she is " Made in capacities of Y% to 1% H. P. 
e Blue Oil Controls Product of Kingston-Conley Division, 
st_pub- The Hoover Company, North Canton, Ohio 
DESIGNED TO ELIMINATE SERVICING 
YISING 
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TELEVISION RETAILERS! 
End “Fixed” Antenna Troubles with 


alliance 


TENNA*+ ROTOR 






¢ Give your customers 
‘‘peak”’ pictures! 


* Cut down on your 
service complaints! 


Alliance Tenna-Rotor gives positive, instant rotation to TV or FM 
antenna. It gets clearer pictures — reduces interference from 
‘ghosts’ — overcomes daily changes from weather and outside 
disturbances. Tenna-Rotor is quick and easy to install —fits all 
standard antenna— works in any weather—simple fingertip control 
at set rotates antenna in a complete circle and locks it at the 
point of peak reception. 


Tenna-Rotor imparts greater directivity — widens selectivity and 
range, improves reception! Complete assembly 
with sturdy, electric rotor unit and control case 
weighs only 12 lbs.—is individually boxed —re- 
tails $39.95. (Slightly higher West of the Rockies). 


For top television performance, make Tenna-Rotor 
your No. 1 accessory. Order from your jobber—NOW! 


alliance motors 


ALLIANCE MANUFACTURING COMPANY « ALLIANCE, OHIO 
Export Department: 401 Broadway, New York, N. Y¥. U.S. A. 


g Hoot mon! 


here are real 


SAVERS 























JUNIOR 
SENIOR 


SAVES MONEY — Real soap and water misers. 
SAVES TIME — Cuts your washing time in half. 
SAVES SPACE —Tucks easily out of sight in cramped 


quarters. 


SAVES CLOTHES — Gentle agitation with the tried and 


proved agitation principle. 





Contact your nearest 
distributor or write 
the factory for latest 


information. 


tHE TAYLOR 


CORPORATION 


825 SOUTH MAHONING AVENUE « «+ ALLIANCE, OHIO 
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Chicago Distributor 
Has Cure for TV Cuts 


A 90 day warranty by the manufac- 
turer on television sets similar to that 
established for radio receivers would 
deal a formidable blow against price 
cutting, according to Harry Alter, 
veteran Chicago distributor. Such a 
move would force dealers to be re- 
sponsible for 90 day service and an- 
tenna installation. 


Not Responsible Now 


Mr. Alter maintains that with cen- 
tral installation presently performed 
by the manufacturer or distributor, 
any small dealer can escape responsi- 
bility since the customer knows the 
wholesaler or factory will give him the 
same service whether or not he bought 
the unit at list price. “It is about time 
the industry got realistic about televi- 
sion, and it is about time that respons- 
ible dealers got the protection they 
must have to stay in business—get rid 
of the silly one-year guarantee and 
one-year service policy”, said Mr, Al- 
ter. 

Furthermore, the one year warranty, 
he continued, is unsatisfactory for the 
retail customer inasmuch as most 
video set troubles develop within the 
first 90 days. More TV sets would be 
sold if the service price was lowered 
as it could be with a 90-day warranty. 
The video owner who is satisfied with 
an average performance is helping pay 
the bill of those cranks who demand 
an enormous amount of service which 
they get theoretically for a nominal 
cost. 


No Price Cutting 


With the dealers responsible, mark- 
ups would have to be kept or the re- 
tailer would be out of business. They 
know that they must have a good 
markup for radio sales. They also 
know that unless they give good 
service, they will have no customers. 
For the same reason, states Mr. Alter, 
the public will patronize a responsible 
video dealer, and, accordingly, TV 
sales will go through responsible deal- 
ers with price cutting a minor issue. 
He concluded by saying that list prices 
of tele sets should be upped slightly to 
increase the dealer’s discount and thus 
provide for 90 day service and a profit 
with an extra charge for an antenna 
depending on type and construction 
cost. 


New Model Marks Amana 
Debut In Refrigerators 


Highlighting the annual sales meet- 
ing of the refrigeration division, 
Amana Society, Amana, Iowa, re- 
cently held in Chicago, George C. 
Foerstner, refrigeration division man- 
ager, announced the company’s entry 
into the refrigerator market. Mr. 
Foerstner demonstrated the new de 
luxe type combination freezer-refrig- 
erator Model FM-9 before an over- 
flow crowd of company salesmen and 
distributors. 

Currently in production at the firm’s 
Iowa plant, the new unit has a total 
capacity of nine cu. ft. and follows the 
advanced trend in style and design. 


Plan Expanded Promotions 


E. L. Hinchliff, sales director, pre- 
sented the company’s general policy 
and sales program for 1949, Adver- 
tising plans call for expanded con- 
sumer and more consistent trade pro- 
motions with special emphasis on 
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dealer sales helps, it was made known, 
Home economists will be available to 
all dealers for demonstrations and 
frozen food consumer meetings. 

A 16 page consumer easel presenta- 
tion for dealer store and dealer sales- 
man use won enthusiastic approval 
from the entire group. 


NEWA Convention Plans 
Include Panel Sessions 


The 41st annual convention pro- 
gram of the Natl. Electrical Whole- 
salers Assn. to be held in Cincinnati 
during the first week in May will fea- 
ture four panel discussion sessions in 
addition to addresses by leading in- 
dustry executives, it was recently 
made known by Charles G. Pyle, 
managing director. 

More than 2,000 members and 
guests are expected to attend the con- 
vention sessions, which will be divided 
into appliance division meetings on 
May 2 and 3, apparatus and supply on 
May 5 and 6, with a general meeting 
on May 4. As an innovation, more 
than 100 manufacturers’ conference 
booths will be used. Included in the 
events will be the presentation of the 
James H. McGraw Award to a mem- 
ber of the association for outstanding 
service to the electrical wholesaling 
industry. 


Fedders-Quigan Starts 
Marketing Own Coolers 


Fedders-Quigan Corp., Buffalo, N. 
Y., is currently marketing its water 
cooler products under the brand name 
of “Fedders”, it was recently made 
known by Edmund R. Walker, vice- 
president. For the past 17 years, the 
company had engineered and manu- 
factured coolers for Cordley & Hayes. 
Now distribution of the nine different 
models will be effected through the 
company’s regular wholesale channels 
with the firm’s nationwide service 
organization handling servicing. Mr. 
Walker added that the units are being 
made in both hermetic and open mod- 
els of bottle and pressure-bubbler 
types. 


South Pole Bound 





WESTINGHOUSE fluorescent sunlamps 
to irradiate members of a French expedi- 
tion in Antarctica are loaded aboard 0 
plane for Australia, expedition embarka- 
tion point. The lamps, which require less 
electricity than a 25-watt light bulb, will 
furnish Vitamin D and other physical 
benefits found in the ultra-violet radic- 
tions of natural sunlight. 
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Appliances in the Magazines 


WOMEN’S SERVICE GROUP 


Woman’s Home Companion 

The electric range is featured in a 
three page article by Elizabeth 
Beveridge in April Companion en- 
titled, “Her Range Made Over Her 
Kitchen,” which tells how one of the 
Companion reader-reporters modern- 
ized her kitchen with the range as the 
focal point around which the other 
remodeling was planned. 


Ladies Home Journal 


Gladys Taber describes the kitchen 
remodeling of a 200 year-old house 
in “Today’s Utility — Yesterday's 
Charm” March Journal. 


McCall's 


Number Eight of the “This Is How 
I Keep House” series by Elizabeth 
Sweeney Herbert in McCalls April 
issue is the story of a former mem- 
ber of the McCall’s editorial staff, 
Helen Eckhoff, who says ‘“House- 
keeping while you’re expecting a baby 
is the best lesson known in saving 
time, money and strength.” To help 
simplify her housekeeping problems 
she has an electric refrigerator, mod- 
ern sink, electric range, automatic 
washer. 

In the same issue, 
Gillies describes a combination 
kitchen-laundry, which is equipped 
with an automatic dishwasher, waste 
disposer, mixer, refrigerator, and in 
the laundry section an automatic wash- 
er clothes dryer, ironer, iron, water 
heater, sink, food freezer. 


Mary Davis 


HOME SERVICE GROUP 
Better Homes & Gardens 


Pros and cons on the subject of 
radiant heating are given in April 
Better Homes in “How Good is Radi- 
ant Heating?” Bad features are out- 
lined by skeptics and good features 
by home owners who live in radiantly 
heated houses and by manufacturers 
of the equipment. 

Frances Meyer in “A Table Broiler 
Cooks On the Spot” gives a variety 
of recipes for easy preparation on 
several types of table broilers, includ- 
ing a roaster and a barbecue-broiler 
combination. 

A practical article that will interest 
the man of the house by Louis Stock- 
ton is entitled “The Electric Drill”. 
Sanding, drilling, sawing, scraping, 
cleaning metal cutting, pounding and 
hedge clipping “how-tos” are given. 

Practical housecleaning tips on how 
to wash and iron curtains are given 
in another fractional feature in the 
same issue, by Jessie Prather. And 
“Press for Sewing Perfection,” by 
Isabel McGovern, in the same issue 
is a “how-to make sewing look pro- 
fessional” feature. 


House & Garden 


The automatic washing machine 
and the automatic dishwasher has 
Presented problems in hot water sup- 
ply, and the March issue of House 
and Garden discusses ways and means 
of solving these problems in “What 
You Don’t Know Can Hurt You.” 

“Quiet Color Can Add Charm and 
Dimensions to Your Kitchen” in the 
Same issue shows how effective the 
use of warm grays and wood tones, 
soft blues and greys can be in kitchen 
modernization. 
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In the Ranch House Section of the 
same issue, a modern ranch kitchen 
and laundry is also described and 
illustrated under the title, “Ample 
Storage Makes This Ranch Kitchen 
Self-Sufficient.” 


House Beautiful 


“What You Need to Know When 
Buying a Power Lawn Mower” is 
the title of an article by Matthew E. 
Richardson in March House Beauti- 
ful. How to shop for one of the big- 
gest labor-savers used around the 
home is the theme of this article. 


American Home 


J. David Cathcart, a leading radio 
company representative, tells in March 
American Home, “How to Buy A 
Radio-Phonograph or Television Con- 
sole.” 

The Basic Data element in the same 
issue is devoted to cleaners. The 
title: “A Dust Bowl is Not Economi- 
cal,” by Elizabeth Fuller. 


FARM GROUP 
Farm Journal 


“An Island Will Save You Steps” 
in March Farm Journal shows how 
various types of islands—square or 
rounded corners—will save steps, pro- 
vide more working surface, and give 
extra storage space in a kitchen. 


Successful Farming 


“The Best Way to Better Living” 
in March Successful Farming illus- 
trates how a family by the name of 
Best, living in Kansas worked out a 
plan for better living which includes 
an all-electric kitchen. 

Step-by-step instructions on how to 
“Dye Right” are given in a fractional 
feature, and involves the use of an 
electric range, washing machine and 
flat iron. 

“Try a Hemstitcher for These Jobs” 
shows a variety of uses for this at- 
tachment on electric sewing machines. 


Household 
March Household features the elec- 


tric range in an article by Helen 
Churchill entitled “Men Cooking 
Here!” 


“What Is A Detergent?” by Richard 
Fehr gives new uses for synthetic 
detergents coming on the market. 


Family Circle 


In the March issue of Family Circle 
Jessie Bakker illustrates mixer attach- 
ments, showing the many jobs a mixer 
can do other than simply mixing 
batters, in “Your Mixer is More Than 
A Mixer.” 


HOME ECONOMICS GROUP 
What's New in Home Economics 


Refrigerators and pressure pans are 
the appliances covered in the House- 
hold Equipment Section of March 
What’s New, edited by Amber C. Lud- 
wig. “Home Management Students 
Shop for Refrigerators” tells of field 
trips to local dealers and utilities and 
how to organize these trips. And 
“4-H Boys and Girls Learn Use and 
Care of Refrigerator” tells how more 
than a thousand girls and boys in 
Ramsey County, Minnesota, took part 

(Continued on next page) 
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How General Electric keeps your customers hap Py . 


lo 


give you top insurance 
for 


a Satisfied customer 
General Electric chose 
Monel for the tank of 
the GE Water Heater 





Satistied customers—there’s a two-word definition of good will. 
And good will, don’t forget, is a bankable asset. It’s an asset that 
grows fast when the items you sell deserve customer confidence. 


Consider this GE Automatic Electric Water Heater. Its tank 
is a dependable Inco Nickel Alloy—Monel*. That’s important. 
(Many owners know from costly experience what happens 
when the tank of a water heater rusts or corrodes away.) 


But your customers will never complain of rusty water from 
this tank. General Electric designers planned for long, trouble- 
free service by selecting Monel tanks. Monel is absolutely rust- 
proof, stubbornly resistant to corrosion. 


Mention the fact that this tank is Monel, and you build the 
purchaser’s confidence in the heater, and in yourself. 


He recognizes you as a merchant who sells goods of estab- 
lished and dependable quality—the kind that carries a built-in 
promise of performance. 


Maybe you've noticed two significant facts about quality- 
buyers. They have the means; they have the gusiey of seevice 


desire to buy more goods from dealers who 
keep them satisfied! 

THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street,NewYork 5,N.Y. 
ecotecting The Promised Performance, 


; ie CO NICKEL ALLOYS 


Monel* © “K’’* Monel © “’S* Monel © “R’* Monel © “KR“* Monel © Inconel* © Nickel © “L’* Nickel * “Z’* Nickel 


*Reg. U. 
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Complete 12% and 16-inch 
home television line 
FEATURING THESE 

VIDEOLA ADVANTAGES: 


EXCLUSIVE PLAKRON COM- 
PENSATOR in advanced circuit 
design for life-like reproduction. 


® EYE-LIGHT PANEL .. . les- 
sens eye-fatigue. 
® AUTOMATIC LOCK-IN SYN- 


CHRONIZER for pictures that 
snap into place. 


*® AUTOMATIC GAIN CONTROL 
+ « « picture always at right 
level. 

®@ INTERMODULATION SYSTEM 
synchronizes sound—eliminates 
drift. 

@® FUSED CIRCUITS for greater 
safety. 

® Manufactured under RC4 
License. 





No getting away from it... 


dealers like to carry the 
Videola line. Bigger dealer dis- 
counts—and how! Tie-in deals 
—absolutely none! And sales— 
well, Videola features help the 
dealer sell. Their low prices, 
advanced engineering, superior 
and beautiful 
customer 


performance 


cabinets are real 


1 


“stoppers”! 


Write to Dept. B for the new 


brochure of our complete line. 


Some | terri- 
Write or wire 


DISTRIBUTORS: 
tories still open. 
today. 


7 
LEE | Of e ya. 


WEST 28th STREET 7 


NEW YORK 1, NEW YORK 
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Series 250 . . . new intermediate 
duty fan Heetaires . . . 1500 to e 
3000 Watts. 

e 


ae ° 


ie 
HI 


4 


NOW! 2 new series 


OF HEETAIRES! 


HEET AIRES — in a complete 


size range — give you everything! 


© A Complete Heat Range — 


Fan Forced Heated Air— 


Intermediate Series 250 (1500 to 3000 watts) 
Heavy Duty Series (3000 to 6000 watts) 


1500 to 3000 Watts — 120 and 240 Volts 
3000 to 6000 Watts — 240 Volts 

With and Without Built-in Thermostats 
Separate Fan Control 

Wall Inserts and Wall Attachables 


Mass Priced and Precision Engineered 
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Write, wire or phone your supplier — 
or us—for the complete story of 


HEETAIRE profits! 








I 


la 


Series 210 .. 





+ new heavy duty 

fan Heetaires . . . 3000 to 6000 

Watts. Built-in thermostat models 
- 3000 and 4000 Watts. 


NEW! 
Heetaires with Built-In Thermostats! Write 
for details. 


Series 230 KT . . . new Fan-Glo 


Tested and listed under reexamination 
service by Underwriters’ Laboratories, 
ne. 


LA SALLE LIGHTING PRODUCTS 


MARKEL ELECTRIC PRODUCTS 


BP Bo) Fete SS ae ee 


ec ORF. O.R ATED 





145 SENECA STREET © BUFFALO 2, N. Y. 
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| in projects in 


| homemaking education, 
| County, 


Appliances 
in the Magazines 


mes CONTINUED FROM PAGE 191 sommes 


which 
played an important part. 
Marion S._ Barclay, 


refrigeration | 


supervisor 
Hillsborough 
Fla., tells what is being done | 
in the twenty-two schools in this area 


| that have homemaking departments. 


The article is entitled “Homemaking 
Education Works with The Public 
Utilities in Laboratory Moderniza- 

tion.” | 


Forecast 


“Hot Water ... Any Time” 
title of the electrical equipment ele- 
ment for March Forecast and contains 
some recipes for hot water usage; a 
quick rule for estimating the amount 
of hot water used by a family, plus 
details of construction of hot water 
heaters. 


Telechron Features Old 
Clock Trade Promotion 


Any old clock may be traded in for 


| a dollar credit against a new Tel- 


alarm in the drive for clock sales cur- 
rently being conducted by Telechron 
Inc., according to an announcement. 
The unit is being 
Trading Posts for $5.95 plus tax and 





contributes with distributors and 
| dealers making their full profit. The 


is the | 


sold at retailer | 


any cranky chronometer the customer | 








= 
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| drive is being backed by display mate- | 


rial and 1000-line newspaper adver- | 


tisements under the slogan “Trade In | 


Your Old Timer”. 


Florence Plans Largest 
Promotional Campaign 


Florence Stove Co., Gardner, Mass., 
is conducting the largest advertising 
and promotional program in the com- 
pany’s history for 1949, according to 
a recent announcement. The maga- 
zine advertising campaign started in 
February with full page ads in the 
Saturday Evening Post, Good House- 
keeping, Better Homes & Gardens and 
Household. Since then Small Homes 


Guide has been added to the list. It is | 


planned to run insertions in these 
publications throughout the year. 


Bruno And Rosen Acquire 
Eureka Cordless Irons 


Bruno-New York, Inc., New York,: 
and Raymond Rosen Co., Philadelphia, 
the complete 
stock of cordless irons from Eureka 
ac- 
to a recent announcement. 
Eureka has stopped production of the 


have bought jointly 


Williams Corp., Bloomington, IIL, 
cording 


irons, it was added. 


The deal was arranged by Henry 
Sarnoff, 
Mr. 


Burritt, Eureka, Irving 
3runo, and Raymond Rosen. 








WATER SYSTEM 


Sells Another 


There’s 
satisfied water system cus- 
tomer to bring you more 
water system business, 
Heil Aqua Flo Water Sys- 
tems are built for long- 
time satisfaction. A glance 
at the features below will 
prove it. National adver- 
tising, distribution, and 
servicing make your job 
still easier. Water systems 
are big business—get your 
share of it with Heil now! 





nothing like a 





JET PUMP 


From 13 to 1 H.P. for 
wells to 120 feet. The 
turbine-type rotary 
seal, the alloy bronze 
forged impeller, the 
solid ronze venturi 
tube, and high capacity 
with high head make 
your selling job easy. 


HEIL 


SHALLOW WELL PUMP 


For depths to 22 feet. 
Available in 4%, % and 
¥ 4H.P. sizes. Low 
speed and long stroke 
reduce wear and noise 
to a minimum. No 


leathers to wear or re- 
place—piston cup is 
neoprene! 





DEEP WELL PUMP 


A top quality pump 
for depths to 300 feet. 
Sizes range from ‘4 to 
1 H.P. 15 outstanding 
features. Here's the 
quiet endurance you've 


looked for. 





| DISTRIBUTED NATIONALLY BY 
| WESTINGHOUSE ELECTRIC 
SUPPLY CO. 


BUILT BY 





Sarnoff stated that liquidation plans 
are now being made and will be 
handled through the Security Home | 
Appliances, division of Bruno. He | 
added that the retail price will be 
drastically cut from the former $19.95 
| listed by Eureka. 
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WITH THE HOME ECONOMISTS 





Seattle HEIB’s Conduct Class at Washington U. 


Dr. Rowntree, head of the Home 
Economics Dept of the University of 
Washington, recently approached some 
of the home economists in business in 
Seattle with the idea of becoming 
teachers in a combined Home Manage- 
ment-Equipment Class at the Uni- 
versity. Dr. Kathleen Johnston, the 
instructor, met with the HEIB com- 
mittee and with the special assistance 
from Mrs. Maurine Kelly, Prudence 
Penny of the Seattle Post Intelligencer 
arranged a schedule wherein every 
home economist connected with equip- 
ment participated. The schedule was 
as follows: 


“Ranges, their features and use.” by 
Mary Klock, Seattle City Light 
and Bea Donovan, Seattle Post 
Intelligencer’s Prudence Penny 
Dept. 


“Home Lighting” by Edith Rauch, 
Puget Sound Power & Light 
“Soaps and Detergents” Marguerite 
Sablin, formerly with Harper- 
Meggee Inc. 

“Refrigerators and 
Helen Winslow, 
Light 

“Washers, Conventional and Auto- 
matic, by Gail Fournier, Bon 
March Dept. Store; Nancy Jae- 
ger, Bendix-Harper-Meggee Inc. ; 
Velma Seat, Frigidaire-Sunset 
Electric; Irene Hansen, Westing- 
house Supply; Margaret Hyland 
G-E Northwest representative, 
and Alta Nickolas, Thor. 

“Troners, rotary and flatplate, hand 
irons and all types” by Gail 
Fournier, Nancy Jaeger, Mar- 
garet Hyland, Evelyn Grewe, 
Ironrite and Alta Nickolas. 


Freezers” by 
Seattle City 


NEW POSITIONS 


The appointment of Mrs. Jean Pat- 
ton Jeppesen as supervisor of research 
and development in the Westinghouse 
Electric Corp.’s Home Economics In- 
stitute was announced recently by 
Mrs. Julia Kiene, director. In her new 
job, Mrs. Jeppesen will work on the 
development of new household equip- 
ment from engineering models to pro- 
duction line models, and the Institute’s 
entire research and development work 
in other phases will be under her 
supervision, 

Ironrite Troner Co has appointed 
Catherine Van Altena home service 
director for the Wisconsin and upper 
Michigan territory covered by the 
Taylor Electric Co. Training dealer 
homeservice instructors and sales peo- 
ple, conducting public demonstrations 
at fairs are some of her new duties. 

Louise Meek has joined General 
Electric Appliances Inc. St. Louis, 
Mo., it has been announced by G. R. 
Brownback, branch manager. Her new 
responsibilities include conducting 
cooking schools in cooperation with 


G-E retail groups; giving special 
product demonstrations and assisting 
in the presentation of the G-E line of 
major appliances in the middlewest. 

Marion Schwartz, formerly of Pub- 
lic Service of No. Illinois, and Mar- 
garet Clark, formerly of Cory and 
Presto Cooker Co, have been added to 
the home economics department of the 
Conlon Div., Conlon-Moore Corp., 
Chicago, according to B. J. Hank, 
president. 

Adelia E. Drake has been appointed 
chief home economist in the appliance 
demonstration center of Marshall 
Fields, Chicago. She will be remem- 
bered for the radio program “Dollar 
Stretchers” she conducted on Station 
WGN in 1942. 

Helen M. Kyle wastappointed home 
economics director of Waring Prod- 
ucts Corp. in an announcement by 
J. P. Mc Ithenny, vice president in 
charge of sales. Mrs. Kyle will head 
the staff of field home economists and 
supervise Warings department store 
and dealer demonstration plans. 





CHEMISTRY, HOME ECONOMICS and retail selling classes combine in one audience 
in a Seattle High School for a Bendix “Modern Laundering” demonstration under the super- 
vision of Mrs. Marguerite Sablin, formerly home service director, Harper-Meggee Inc., Seattle. 
Chemistry students were especialy interested in the detergent and water temperature phase of 


home laundering. 
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COMPETITION KEENER? It’s easier to bring in 
new customers now! Don’t wait for the squeeze on 
your sales volume to do something about those 
regular customers who make your business secure. 

* When you handle AMERICAN EXPRESS 
MONEY ORDERS, you build zew customers, and 
you make regular customers. Every time they enter 
your store, regular customers buy twice as much as 
“occasional” shoppers.* 

Hundreds of people in your neighborhood want 
the convenience of AMERICAN EXPRESS 
MONEY ORDERS. By offering this service you 
can bring them in again and again. While they are 
there, seeing makes them buy. Surveys prove that 
three out of four customers buy additional items 





on sight! 

Begin boosting sales now with a sub-agency for 
AMERICAN EXPRESS MONEY ORDERS! For 
particulars, write or phone the office shown below. 


*Recent national surveys which checked 
the actions of thousands of shoppers 
proved that those buying in stores they 
usually patronized bought twice as much 
as those who happened to be in stores they 
did not ordinarily visit. 








AMERICAN EXPRESS 


Money Orders 


F. A. Fassig, Mgr. Money Order Dept. 
65 Broadway New York 6, N. Y. 
Whitehall 4-2000 
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HAVE YOU HEARD? 


LOCKRATOR Refrigerators are tops! 


FROM 4 TO 13 CU. FT. 
INCLUDING 2 UPRIGHT FREEZERS 


7 MODELS 


MODEL 4E — 4 cu. ft. table-top apartment 
refrigerator only 35” high. Fine for apart- 
ments, trailers, offices, cabins, etc. Mod- 
erately priced at $189.95. 


STANDARD MODELS 6E and 8E in 6 and 
8 cu. ft. Compact size to fit into small 
spaces. Quiet dependable Tecumseh her- 
metic units. Competitively priced. 


MODELS 9E and 13E—9 and 13 cu. ft. 
combination LOCKRATORS with large top 
Zero freezers. Equipped with deluxe fea- 
tures and accessories throughout. Very com- 
petitively priced. 


LOCKRATOR 


Sold only through independent dealers 
and distributors. A few choice territories 
open. Write — 


STODDARD MANUFACTURING CO,, INC. 
MASON CITY, IOWA 


Permanent Display 
Room 1111, Merchandise Mart, Chicago 

















3202 E. Washington Street 


THE Kitchen-Aire EXHAUST FAN 


Is DIFFERENT...! 


OAIP RING WHICH CATCHES 
AMO GUNS OFF ANY MOUTURE 












PLECTRICAL CONNECTIONS 

© neve with 

© apnstant 

™ CENTRIFUGAL ALUMNUS 

SELF CLEANING 
P ® 


YG PORTION OF UNIT PLACED 
Ge GUTWOE OF BUILDING 


CORROSIVE RESISTANT ALUMINUM 

IMPREGNABLE TO WEATHER CONDITIONS 
Oar 81068 
ORIFS OFF MOISTURE OF GatAss 
AWAY FROM WALL 


Check this list of selling points . . . 


* MAXIMUM EFFICIENCY:—exhaust grill may be mounted above cooking 

range, even on an inside wall. 

FIRE-SAFE:—grease laden air is NOT drawn over motor. 

* QUIET:—operating mechanism is mounted OUTSIDE the wall! 

WEATHERPROOF :—back draft damper protects against heat loss; operat- 

ing mechanism is housed in corrosion-free aluminum. 

ECONOMICAL:—low in cost; easy to install. Grease and moisture laden 

air is not deposited on kitchen walls—saves on cleaning and decorating. 

* WIDE USEFULNESS:—electrically operated, can be installed anywhere, in 
new or old houses—keeps kitchens cool and odorless, bathrooms and 
recreation rooms fresh, and basements dry. 


> 


* 


Here are features that the conventional exhaust units 
can’t offer . . Kitchen-aire units are actually 
SUPERIOR, and they're selling fast! Underwriters 
approved. As advertised in Better Homes and Gardens. 


STEWART MANUFACTURING COMPANY 
Indianapolis, Indiana 
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SPEAKERS AND CHAIRMAN: Speaker Wm. Ogden, Hotpoint; Margaret Davidson, 
Ladies Home Journal, co-chairman and Eloise Davidson, Herald Tribune, chairman of 
the laundry workshop session; and speaker Eleanor Ahern, Procter & Gamble and 
Frigidaire. 





Symposium on Laundry Problems 
Highlighted in EWRT Workshop 


New developments in methods, syn- 
thetic detergents and textiles discussed 


The automatic washer has brought 
problems with its miracles to the home 
laundry field, it was pointed out by a 
group of home laundry experts in a 
symposium on home laundering at the 
second all-day session of the Elec- 
trical Women’s Round Table Work- 
shop for Electrical Living at the Gen- 
eral Electric Auditorium, New York 
City, February 23rd. 

Eloise Davison, director Herald 
Tribune Institute was chairman of 
this meeting and Margaret Davidson, 
Ladies Home Journal acted as co- 
chairman. 

“We have had a lot of trouble with 
automatics, especially in hard water 
areas,” said, Helen Kendall, household 
equipment editor, Good Housekeeping. 
Before the automatic washer was in- 
troduced, she pointed out, the wringer 
washer gave some trouble in hard 
water areas, but not to the degree ex- 
perienced with automatics—for scum 
or curds and lint, which form in hard 
water, were forced off the clothes 
after the first wash with the aid of the 
wringer, and after the fresh water 
rinse more was removed with the 
wringer. 

“What's really new in the auto- 
matic home laundry field,” Mrs. Ken- 
dall added, “is the perfection of syn- 
thetic detergents for the automatic 
washer which give less trouble in hard 
water areas.” 

Eleanor Ahern, home laundry con- 
sultant for Frigidaire Corp. and Proc- 
ter and Gamble, took the subject from 
there in her talk on “What’s New in 
Soaps, Synthetics, Softeners, Bleach- 
es, Starches and Bluings,” running 
through the development of soaps and 
synthetics and their proper uses, to 
the newest in synthetics which is an 
all-purpose product comparable to the 
all-purpose soaps. These all-purpose 
synthetics, such as Tide, Fab and Surf, 
have been made more efficient by the 
addition of ingredients which help re- 
move heavy soil. They have special 
advantages for hard water and elimi- 
nate entirely the unhappy scum and 
curd situation. They suds freely, which 
is an advantage in helping homemakers 


APRIL, 


gauge the amount to use for efficient, 
economical usage. But Miss Ahern 
cautioned that suds interfere with the 
operation of some types of automatics, 
especially the cylinder types, and there 
are specially prepared non-sudsing 
synthetics available for these machines 
—namely All and Spin. 

Also news in the soap and synthetic 
field is the addition of a new ingredi- 
ent referred to as fluorescent dye to 
most soaps and synthetics. This flu- 
orescent dye reflects the light in such 
a way as to make fabrics look whiter 
and colors brighter. 

A new non-alkaline water softener, 
Calgon, offers special advantages for 
automatic washers where the user 
prefers soaps to synthetics according 
to Miss Ahern. But, she said, home- 
makers should be instructed to use 
the water softener in the rinse water 
as well as in the wash water in these 
cases. There is no logical reason for 
combining all-purpose synthetics and 
water softeners, Miss Ahern advised, 
since the synthetic cannot form a scum 
because it does not react with the 
minerals in hard water. 

Laurence Wray, editor, ELectrRIcAL 
MERCHANDISING, in a discussion on 
“Who Does the Washing” said that 
while the first electric washing ma- 
chines was introduced some 40 years 
ago, it took fifteen years of hard work 
and inspired salesmanship to sell the 
first million washers. 

“Once a washer user, however, al- 
ways a washer user,” he added, “for 
the housewife once sold never goes 
back to the washboard but continues 
to buy even long before the original 
model is worn out, in many cases, as 
is proven by the fact that over 25,- 
000,000 washers are in use today, and 
in the past two years they have been 
selling at the rate of 44 million units 
a year.” 

This high public acceptance of the 
electric washer, Mr. Wray said, how- 
ever, does not seem to have seriously 
affected commercial laundries. Ac- 
cording to recent surveys made by the 
Chamber of Commerce, commercial 
laundry volume totalled $900-million 
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last year, which is double the $450- 
million they took in twenty years ago. 
On the other hand, he pointed out, 
both population and incomes have in- 
creased many fold in the past 20 years. 

“An entirely new type of laundry 
service sprang into being with the ad- 
vent of the automatic cycle washer,” 
Mr. Wray noted. “The launderette 
or self-service laundry. It is estimated 
that somewhere between 5,000 and 
10,000 self-service laundries are in 
operation in the country today, and 
far from hurting washer sales to the 
home, these launderettes have proven 
an admirable testing ground for pros- 
pects, who had no previous experience 
in automatic washing. Many of the 
newer self-service laundries have 
added ironers and dryers as part of 
their service to render a complete job 
in a single stop. And these latter 
appliances—the ironers and dryers are 
coming in for their share of attention 
from launderette patrons, as a result. 
This should lead to an increasing 
number of home installations.” 

“The washer,” Mr. Wray added, “is 
virtually depression-proof from a busi- 
ness point of view—for when incomes 
go down, washer sales go up, as was 
proved in the early 1930's.” 

William Ogden, Hotpoint, Inc., re- 
emphasized the importance of an ade- 
quate supply of hot water for auto- 
matic washing in “Water Heating in 
Relation to the Laundry Problem.” 


Dryer Saves Time, Energy, Money 


“The automatic dryer saves time 
and energy for the homemaker, and 
prolongs the life of the clothes,” said 
Betty Olsen, Hamilton Mfg. Co., in 
discussing the automatic clothes dryer. 
“A saving of three hours a week can 
quickly be accounted for,” she con- 
tinued, “when you add up the half 
hour saved in sprinkling time; the 
hour or so it takes to hang clothes 
and take them down; and about an 
hour and a half of ironing saved since 
many articles dried in a dryer no 
longer requires ironing.” 

For energy and labor saved, Miss 
Olsen estimated that the average 
housewife carries 32 lbs. of wet clothes 
a week to the clothes lines; and she 
walks about 40 miles in hanging them 
on the line. 

Other savings listed were “no wear 
and tear from clothes pins; no fading 
of colored fabrics; no damage from 
frozen fibres; a saving in original 
outlay for clothing, as clothes dryer 
cuts in half the amount of clothes re- 
quired as dryer makes clothes immedi- 
ately available for reuse.” 


Laundry Planning 


Carl Bredahl, manager Better 
Homes Bureau, Westinghouse Electric 





Corp., in “Where Does the Laundry 
Fit in House Plans?” said: “The 
more convenient to the kitchen the 
greater its value. In placing the auto- 
matic laundry near the kitchen, the 
laundry becomes a multipurpose room 
providing an area for children’s play- 
room, a sewing room, or it can be 
used in conjunction with the freezer.” 

Four major points to consider in 
planning a laundry are: 1. Con- 
venient arrangement. Unlike kitchen 
planning, the laundry is done on a 
production line basis, and equipment 
should be arranged so that the flow 
of work runs in the following se- 
quence: sorting preparation, the actual 
washing, drying, ironing, folding and 
finishing. 2. An arrangement which 
is practical from the point of con- 
struction aud economy. Proper wir- 
ing and plumbing service should be 
considered here. 3. An arrangement 
which results in attractive appearance ; 
and 4. An arrangement designed 
with a future in view. 


Textiles 


Elizabeth Genger, textile specialist, 
Woman’s Home Companion in her 
discussion of washing and ironing of 
new fabrics and finishes being intro- 
duced, said that the textile industry 
has finally taken an “engineering ap- 
proach” to the development of fibers, 
yarns, fabrics and finishes for better 
end results. There is more specializa- 
tion of fabrics for specific uses, she 
said, rather than having fabrics for 
many uses. And many manufacturers 
and textile associations are doing test 
work which will be of eventual help 
to the ultimate consumer. 

Nylon, primarily used for hosiery, 
is the fabric that has been developed 
to the greatest extent, according to 
Miss Genger. At present there are 
nylon lace curtains on the market with 
informative labels on how to care for 
them. They are easily laundered, need 
little ironing, give up soil easily, and 
do not need to be put on a curtain 
stretcher. The shrinkage has been cut 
down to 2 percent or less. 

Fiberglas, another fabric being de- 
veloped by Owens Corning Fiberglas, 
has on the market two weights of 
marquisette curtains which have a 
“Coronized” finishing process; there 
is no shrinkage, no sagging, and they 
are easily washed. 

Orlon is another process being de- 
veloped for Nylon by duPont. 

A great deal of study and experi- 
mentation is going on in shrinkage 
control—especially on wools. The 
main processes are chlorination and 
resin. Crease resistant finishes are 


also being developed, for better wash- 
ability and longer life of garments, 
Miss Genger concluded. 


SPECIALISTS: Left to right, Betty Olsen, Hamilton Mfg. Co., Elizabeth Genger, 
Woman’s Home Companion; Carl Bredahl, Westinghouse; Helen W. Kendall, Good 
Housekeeping; and Grace Deibig, Westinghouse, Round Table Educational Committee 


chairman. 
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ANOTHER feature home dishwasher | 


owners like about new 


ELECTRA-SOL! 


1. Made by Economics Labora- 
tory, Inc., leading supplier of 
dishwashing compounds to 
hotels, restaurants, hospitals 
and clubs! 


2. Backed by over 20 years’ 
research and experience in the 
mechanical dishwashing field! 


3. Approved by leading dish- 
washer manufacturers! 


4, Produces healthful, sparkling, 
thoroughly sanitized dishes 
with low bacteria count! 


ORDER ELECTRA-SOL FROM YOUR DISTRIBUTOR 
If he can’t supply you, send us his name today! ie 
NOTE TO DISTRIBUTORS: Electra-Sol is fully guaranteed f BE, 


by the makers of SOILAX. Economics Laboratory, Inc., 
St. Paul, Minnesota. iS , 
o 


5. Prevents formation of film on 
dishes and machine! 


6. Maintains dishwashers clean, 
odorless. (This means fewer 
service headaches for you!) 


7. Builds store traffic. More 
chances for you to make more 
appliance sales! 


8. You get a “crack” shelf pack- 


age, free sales aids and a top 
profit margin! 


NON-CAKING! 


++ FREE-FLOWING! 
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Built on a 25-year-old reputation 


Royalmaid STEEL Acteheus 


A Varied Line — Undersink Cabinets with pressed steel, Formica, or 
linoleum sink tops in all required sizes. Complete Kitchen 
Installations — Wal| Cabinets, Base Cabinets, Sink Cabinets, Broom 
and Linen Cabinets, Accessories, Base and Wall Fillers, Angles, Bottom 
Plates and End Shelves —“L” and “U” Shaped Tops in Formica and 
Linoleum. 


It°'s the Plus Factor That Counts! 


WORKMANSHIP — by carefully DOORS— insulated double thickness 
trained craftsmen DRAWERS 
CONSTRUCTION—cold rolled steel free rollers 
welded DESIGN—beautiful simplicity—deco- 
BON DERIZED—resists moisture and rative bright chrome handles—re- 
rust cessed center doors on sink cabinets 
FINISH—high-gloss synthetic enamel for knee room 
—heat baked SHELVES—-sliding in base cabinets 
DISTRIBUTORS—Several adjustable in wall cabinets 


territories are now 


today. 
DEALERS—Write for additional in- 179 North Tenth Street 
Brooklyn 11, N. Y. 


full length on trouble- 








important 
open. Write 


formation and name of your dis- 
tributor. 
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**Slingabouts 
are tops for appliance protection!’ 
says MR. J. E. TAYLOR 


“No need to worry about damage claims when appliances are 
safely ‘packaged’ in Slingabouts", says the operating manager of 
the Atlantic States Gas Company of Lancaster and Telford, Pa. 


Depend on Webb Slingabouts to safeguard your appliances, too. 
Sturdy sling makes bulkiest pieces safe, easy to handle—prevents 
damage to customer's property. Heavily padded jacket of rugged 
canvas protects appliances against shocks and jars. Thick layers of 
cotton padding, with soft flannel lining, safeguards against mars, 
dents, scratches—provides perfect protection for mirror finishes. 
Styled for all leading makes of appliances listed below. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for model # 
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NEW POSITIONS 








Landers, Frary & Clark 





ROBERT M. OLIVER 


Robert M. Oliver was recently ap- 
pointed to the newly created position 
of general merchandise manager, traf- 
fic appliance division, Landers, Frary 
& Clark, according to an announce- 
ment by Bret C. Neece, vice-president. 
Widely known in electric appliance 
marketing circles as a result of his 
ingenious and successful merchandis- 
ing programs during the past 22 years, 
Mr. Oliver was most recently affiliated 
with Proctor Electric Co. as vice- 
president in charge of sales. 


Chicago Electric Mfg. Co. 





G. W. ORR 


G. W. Orr has been appointed vice- 
president, National Stamping and 
Electric Works, an affiliate of Chi- 
cago Electric Mfg. Co., it was recently 
made known by Harold T. Ames, 
president. According to S. M. Ford, 
vice-president and general sales man- 
ager, Chicago Electric, Mr. Orr will 
operate as manager of White Cross 
appliances and also of the special 
products division of both companies. 
Included in Mr. Orr’s past associa- 
tions are General Electric and D. E. 
Sanford Co. 


Bendix Home Appliances, Inc. 


Joseph L. Armstrong was recently 
promoted to field sales manager, Ben- 
dix Home Appliances, Inc., South 
Bend, Ind., it has been made known 
by Parker H. Ericksen, director of 
sales. A veteran of more than 20 
years in sales and sales promotion, 
Mr. Armstrong will direct the com- 
pany’s field sales representatives and 
supervise sales operations of com- 
pany distributors and barnches. 
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Coleman Co., Inc. 


R. W. Carney has been appoirited 
vice-president in charge of marketing, 
Coleman Co., Inc., it was recently 
announced by Sheldon Coleman, ex- 
ecutive vice-president and _ general 
manager. The promotion is the result 
of the creation of a marketing division 
to consolidate all sales, advertising 
and promotional activities. 

In the new set-up, the following 
will report to Mr. Carney: C. L. Bur- 
rows, recently appointed national sales 
manager; A. W. Boyer, advertising 
manager; and C. B. Corbin, market 
research manager. A. O. Beyer, 
former regional sales manager, is now 
assistant national sales manager in 
charge of the open market division 
while F. W. Richards, former man- 
ager of the major appliance division, 
is assistant national sales manayer 
and is responsible for internal opera- 
tion of the sales department. 


Emerson Radio & 
Phonograph Corp. 





STANLEY M. ABRAMS 





HAROLD R. F. DIETZ 


Stanley M. Abrams has been named 
sales manager, television division, and 
Harold E. Karlsruher head of the 
home radio division, it has been an- 
nounced by Charles Robbins, vice- 
president in charge of sales, Emerson 
Radio & Phonograph Corp., New 
York, N.. Y. Mr. Abrams had been 
sales promotion manager while Mr. 
Karlsruher was eastern regional sales 
manager during the past two years. 


Sales Promotion Manager 


Mr. Robbins later made known the 
appointment of Harold R. F. Dietz 
as new sales promotion manager. Mr. 
Dietz was previously assistant to Mr. 
Abrams when the latter held that post. 
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Radio Corp. of America 





CHARLES P. BAXTER 


Charles P. Baxter has been ap- 
pointed to the newly created position 
of assistant general manager, RCA 
Victor Home Instrument Dept., Ra- 
dio Corp. of America, it was recently 
made known by Henry G. Baker, de- 
partmental general manager. Mr. 
Baxter, who has been with the firm 
10 years, will assist Mr. Baker in the 
administration of sales, engineering, 
design, purchasing and manufacturing 
operations. 





ALLAN B. MILLS 





H. M. RUNDLE 


Mr. Baker also announced the pro- 
motion of Allan B. Mills as general 
sales manager of the department. Mr. 
Mills’ former post as merchandise 
manager has been assumed by H. M. 
Rundle. Since he first joined the 
organization in 1923, Mr. Mills has 
been active in all commercial phases 
of home instrument business including 
sales and product development. Mr. 
Rundle has been with the company 
since 1930. 


Lindemann & Hoverson Co. 


H. R. Singleton was recently ap- 
pointed sales manager, electric range 
and water heater division, A. J. Linde- 
mann & Hoverson Co., Milwaukee, 
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Wis., it has been announced by the 
company. Mr. Singleton was formerly 
assistant general sales manager, Flor- 
ence Stove Co. 

Jack Plano has been appointed dis- 
trict manager in the northwest Pacific 
for the complete line of electric ranges 
and water heaters. 


Florence Stove Co. 





C. FRED LUCAS 


C. Fred Lucas was recently elected 
vice-president in charge of sales, 
Florence Stove Co., Gardner, Mass., 
at the board of directors’ quarterly 
meeting. Formerly general sales man- 
ager, Mr. Lucas has been associated 
with the company for nine years. 

Mr. Lucas has made known the 
appointment of Frank B. Jeremia as 
midwest division sales manager. Affili- 
ated with the firm since 1947, Mr. 
Jeremia succeeds H. T. Stockholm 
who has resigned. 


Philco Corp. 





JACK C. COOPER 


Jack C. Cooper, former general 
sales manager of Philco Corp. of 
Canada, Ltd. was recently named 
manager of freezer sales, Philco Corp., 
Philadelphia, Pa., according to an an- 
nouncement by John M. Otter, vice- 
president and general manager of 
sales. Prior to his recent appoint- 
ment, Mr. Cooper had been affiliated 
with the subsidiary in Canada since 
1945. 

Mr. Otter also made known the 
appointment of R. J. White as man- 
ager of distribution, Electromaster 
division. Mr. White has been a mem- 
ber of the sales organization for 19 
years. 

Stuart Falk will handle the com- 
pany’s Allegheny and Eastern sales 
divisions; C. E. Lindstrom will be 
responsible for sales in the Atlantic, 
Capital and New England divisions; 
John E. Ramsey will supervise the 
Delta, Southern and Texas sales 
divisions. 
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A Newer Look 
plus 
Greater Value 


Beautiful in design — for eye appeal ...unmatched in performance — 
for buy appeal, the new International Model K circulating fan is ready 
NOW to help you set new fan sales records. Point-by-point these pace- 
setting International features make it your greatest fan value for 1949! 


NO HUM! NO VIBRATION! 


SUPER-SILENT! It floats in International's exclusive spring-suspension. 






HANDSOME! Packed with appeal to sell on sight. 
EFFICIENT! High NEMA air movement rating. 
GUARANTEED 1 YEAR! Assures customer satisfaction. 


Offer better fan values—right down the line 
—with the complete International line. 








Model K. Model G. Model U. Model H. 
20”, 24” and 30” Shown without curtain. Two-speed, shown with 16”, 20”, 24” 
cabinet fans. 20”, 24” and 30” curtain, 12”, 16” 20” and 30” 


Phone your wholesaler — immediate deliveries. 


International Ol BURNER CO. 


Manufacturers of Ventilating and Heating Equipment 
1501 SPRING AVE. e¢ ST. LOUIS, 10, MO. 
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ON THE FAMOUS 
CATERPILLAR TREAD 


The Old Reliable 
Hardwood ESCORT 


This crawling action lets the ESCORT roll 
up and down steps and curbs without slipping, 
jarring or bumping. It eliminates lifting . . . 
gets more work done every day. On level 
surfaces the ESCORT rolls easily on the two 
rubber-tired wheels. 


The $-2-S (top) is available in steel or alum- 
inum. and. will handle 1200 pounds and. 800 
pounds respectively. The A-2-S-M (bottom) can 
be used in the regular fashion. On level sur- 
faces the swivel wheel is dropped for use. The 
heaviest load can be moved without weight on 
operator. Available in both steel and aluminum. 


All ESCORT trucks are sold 
on a money back guaran- 
tee. If not satisfied after 
fair trial, return for refund 
of full purchase price. 


STEVENS APPLIANCE TRUCK CO. 
P.O. Box 897 


Write for descriptive folder and prices 


Augusta, Ga. 


APPLIANCE REPAIR DEPARTMENTS 


Save on polishing, buffing, grinding 
with MATHCO Model F2 


FLEXIBLE SHAFT MACHINE 
- only ¢ 59.50 $79.95 


Value 
Precision Built for 23 Years 
Thousands of Satisfied Users 
Sold Direct from Factory to You 












Supplied without 
wire wheel 
illustrated 


@ 2 H.P. General Electric Heavy | 
Duty Motor | 

@ 110-220 V. 60 cycle A.C. | 

@ 5 ft. 6 in. shaft-metal or rub- 
ber covered 

@ Ball bearing handpiece, motor 
drive and swivel 

@ Gray enamel finish 


Thousands of satisfied users. 

Materials and workmanship guaranteed. 

Shipped immediately, f.o.b. factory. 

Weight 72 Ibs. Specify 1725 or 3400 
r.p.m 


Order TODAY for big saving. 


Model F2 Parts 
Sold Separately 


Special Sale @ % H.P. Motor, 110-220 V., 60 cy., 


Schom A.C. 1725 or 3400 r.p.m... .$31.75 

Wire Wheels @ 3 H.P. Motor, 110 V., 60 cy., 
#4504 4" x1" A.C. 1725 r.p.m. only........ 10.38 
V4" arbor hole - $18.00 doz. ee 25.00 
Regular price - $30.00 Oe Me kde eaxrinwavdune 17.50 


MATTHEWS MANUFACTURING CO., INC. | 


NEWTON, IOWA 
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Estate Stove Co. 





GORDON HENTZ 


Gordon Hentz has been appointed 
general sales manager, according to 
Cecil M. Dunn, who was recently 
promoted to general manager, Estate 
Stove Co., Hamilton, Ohio, a sub- 
sidiary of Noma Electric Corp. Mr. 
Hentz had previously been acting as 
division manager of the consolidated 
New England and New York terri- 
tories. 


F. L. Jacobs Co. 





JAMES A. BELL 


James A. Bell has been named di- 
rector of distribution, appliance divi- 
sion, F. L. Jacobs Co., Detroit, Mich., 
it was recently announced by Gerald 
Hulett, director of sales. Mr. Bell 
will be in charge of merchandising 
activities of the Launderall distributor 
organization. He previously was asso- 
ciated with Electromaster, Inc., and 
Kansas Power & Light Co. 

Mr. Hulett also made known the 
appointment of Leonard Leavis as 
regional manager of sales in all of 
the eastern states for Launderall. Mr. 
Leavis had been associated with Elec- 
tromaster, Inc., for the past 18 years. 


General Time 
Instruments Corp. © 


Charles J. Gillmann, a company 
veteran of over 40 years, has been 
appointed general sales manager, 
according to a recent announcement 
by Charles E. Somers, Jr., general 
manager, Seth Thomas Clocks Div., 


General Time Instruments Corp., 
Thomastown, Conn. Mr. Somers also 
made known the appointment of 


Harold E. Blackburn as sales man- 
ager, Seth Thomas. Mr. Blackburn 
was affliated with Telechron, Inc., 
until recently. 
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ELECT 


department 
too large. 


SAVES 


*1.C. B—I 
YOU. Buy 





All types 


the press . 
copy today! 








CHICAG( 


/ CORD SETS 





TELEVISION 


- 
e CLOCKS 
@ RADIOS 
® PORTABLE TOOLS 
— 
® REFRIGERATORS 
We now have a new cable assembly 


Columbia's |. C. B.* 


—means no inventory problem for 


when you need it. COLUMBIA will 
deliver promptly—cord sets, cables, 
insulated electrical wire, from stock 
or to specifications. 


YOUR SPECIALTY 
IS OUR SPECIALTY. 


all purposes. 


Our new 1949 catalog is just off 


Visit Booth #130 at Electronic 
Parts Show, Stevens Hotel, May 
17-20, Chicago. 


COLUMBIA WIRE & SUPPLY CO. 


6 ELSTON AVE 





RICAL APPLIANCES 


. No job too small or 


YOU MONEY 


nventory Control Buying 
ONLY what you need 


of resistance cords for 


. . write for your free 





et 


Y 


30, ILLINOIS 





Removes Hair 
Under Arms 


THE VERSAT 


many money- 
the whole fam 


blade for clea 


only $9.95! 
Write Today 










NEW © FAST SELLING 
Home Hair Clipper 


Cuts ond 
Trims Hoir 0 


RETAILS FOR ONLY 


$9.95 












) 


® 


ELECTRIC HAIR CLIPPER 


You can build sales volume with the 
inexpensive ‘‘Cadet"’ because it offers 


saving opportunities for 
ily. The practical, plastic- 


housed ‘‘Cadet”’ has a special design 


n, close cutting and trim- 


ming. Ideal for removing superfluous 
hair quickly and safely. Operates on 
110 v., 60 cycle A.C. Fully approved 
by Underwriters’ Laboratories. Proudly 
display this smartly-styled, ‘‘jewel’’ of 
a clipper to your customers. Priced at 


for Dealer Proposition. 


ELECTRO TOOL CORPORATION 
DEPT. C729-D © RACINE, WISCONSIN 
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NEW POSITIONS 








Air King Products Co., Inc. 





CHARLES ROBERTS 


Charles Roberts was appointed ad- 
vertising and promotion manager, Air 
King Products Co., Inc., Brooklyn, 
N. Y., it has been announced by D. H. 
Cogan, president. Mr. Roberts, who 
was at one time associated with 
Zenith Radio Corp. of N. Y., will 
supervise an extensive trade and con- 
sumer advertising and promotion pro- 
gram. 


Crosley Div., 
Avco Mfg. Corp. 





CORLEY W. KIRBY 





R. K. WHITE 


Corley W. Kirby and R. K. White 
have been named eastern and western 
sales manager, respectively, Crosley 
division, Avco Mfg. Corp., Cincinnati, 
Ohio, it was recently made known by 
W. A. Blees, vice-president, Avco, and 
general sales manager, Crosley. 

Mr. White will supervise activities 
of the new regional sales offices to be 
set up in Chicago, Dallas, and San 


Francisco. He had previously been 
affiliated with Frigidaire and Delco. 

Mr. Kirby, who will supervise the 
sales office activities in New York, 
Cincinnati, and Atlanta, came _ to 
Crosley in 1947 as domestic sales man- 
ager, after serving with Frigidaire. 

Other appointments in the new 
Crosley field sales organization finds 
the folowing areas and their managers: 
New York—Ralph Nordquest; At- 
lanta, F. D. O’Sullivan; Cincinnati— 
Tom Mason; Chicago—Hal _ Line- 
baugh; Dallas—V. R. Lindemann; 
San Francisco—N. B. Dinkel. 

Claude Stevens, veteran of the sales 
organization, is distribution manager. 





R. T. CALMER 


R. T. Calmer has been appointed an 
assistant to the general sales manager. 
Previously affiliated with Consolidated 
Vultee Aircraft Corp. Mr. Calmer 
most recently was assistant to the vice- 
president of sales with that firm. 

L. M. Salisbury has been named 
manager of business management. As- 
sociated with Frigidaire in a similar 
capacity during his 22 years with that 
company, he most recently was with 
the Bendix Aviation Corp. 

A. Raysson was appointed promo- 
tion manager of the range section. In- 
cluded in his past associations are the 
General. American Transportation 
Corp. and Pressed Steel Car Co. 


Winpower Mfg. Co. 





W. J. TILTON 


W. J. Tilton has been appointed sales 
manager, power and appliance division, 
Winpower Mfg. Co., Newton, lowa, 
it was recently announced by E. A. 
McCardell, president. Mr. Tilton, who 
will be in charge of sales for the com- 
plete company line of appliances and 
power plants, was at one time affiliated 
with The Maytag Co. 
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HEY!...LARGE NEW MARKET FOR 
ELECTRICAL APPLIANCES 


WILL COME FROM 









THOUSANDS OF -—- 
NEW HOMES AND 4 A 
APARTMENTS! sn 5 
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by Your Local Dodge Man & Big-profit orders in the new construction 4 
field, Pete! 











STORE TRAFFIC IS SLOW 
AS MOLASSES. WHAT CAN 











| C 
| 1 DO TO GET BUSINESS 
NOW AND KEEP ON 
GETTING IT? 
| Bio 
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| °C Time to put Pete wise to the Dodge Reports ‘ 
way of systematic selling. 
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HOT ZIGGITY! DODGE 
REPORTS WILL SHOW 
WHERE THESE SWEET 
SALES ARE — WHO TO 
SEE, AND WHEN! 

















5 as 6 5 i 6) re) re, v D . , > 
? Right, Pete! Get daily Dodge Construction News 
Reports — push your volume up again. 


SE ee eee 











NOW I'VE GOT PROSPECTS ALL THE 
TIME. SALES ARE SOARING — 
THANKS TO DODGE! 








Without cost or obligation, let me 
see some current Dodge Reports. 

1 do business east of the Rockies. 

NAME 

FIRM 

ADDRESS 


ih DODGE REPORTS 































Suppliers! 
Dodge can help you! . 
Mail this coupon 


CONSTRUCTION NEWS DIVISION 
F. W. DODGE CORPORATION 
corporation 119 W. 40th Street —New York 18, N.Y 
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The MONTICELLO portrays the ageless 
charm of Colonial styling. Westminster 
Chimes. Retails for $495, plus tax. 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 


WEW YORK OFFICE: 37 West 47th Street 


CHICAGO SHOWROOM: 
1422 Merchandise Mart 


West Coast prices slightly higher 


MANTEL CLOCK is the popular R-95)1. 
Westminster Chimes. Retails: $42, plus tax. 


Holo 2é d 


SELECR AO? 





Available through Revere Authorized Distributors 


MR. DEALER: 





x 
S 























‘\ APPROVED BY 


QUALITY 




















EN CABINET — 
A Gustitute 
Zo COPYRIGHTED 1940 
— 


When you see this seal on a kitchen cabinet it means 
that the cabinet has successfully passed 21 different 


tests. It's good insurance for the dealer and makes his 
selling easier to the hard-to-please customers. 


Write for a copy of bulletin Number E 4 


SS STEEL KITCHEN CABINET INSTITUTE 


Pasetom 140 PUBLIC SQUARE * CLEVELAND 14, OHIO 
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Nicro Steel Products, Inc. 


Albert H. Chiappe, manufacturer's 
agent, was recently appointed assistant 
vice-president in charge of sales, Nicro 
Steel Products, Inc., Chicago, IIl., it 
has been announced by James P. Fallis, 
vice-president. Mr. Chiappe has pre- 
pared an intensive dealer training pro- 
gram to tie in with the firm’s ex- 
panded national advertising and mer- 
chandising program. At one time, he 
was manager of the Chicago western 
sales office for Silex Co. previous to 
which he was district sales manager, 
Bird’s Eye Frozen Foods. 


Lau Blower Co. 


Edward V. Sullivan was recently ap- 
pointed advertising and sales promo- 
tion manager, Lau Blower Co., Day- 
ton, Ohio, it has been made known by 
T. I. Byrd, sales manager. Formerly 
affiliated with the Hutzler Advertising 
Agency and Sheffield Corp., Mr. Sulli- 
van will coordinate all national adver- 
tising, contact and sales promotion 
activities with the sales force and their 
distributors. 


Natl. Enameling & 
Stamping Co. 


Raymond L. Henley has been ap- 
pointed sales manager, special products 
division, Natl. Enameling and Stamp- 
ing Co., Milwaukee, Wisc., it was re- 


| cently made known by Alfred J. Kieck- 


hefer, president. Associated with the 
firm for the past 15 years, Mr. Henley 
will devote his entire time and effort to 
the development of sales on stainless 
steel ware and pressure pans. 

Mr. Kieckhefer also announced the 
promotion of E. A. Anger to the posi- 
tion of sales manager, premium 
department. Mr. Anger was most re- 
cently sales representative for the 
metalwares division in Wisconsin and 
upper Michigan. 


Coroaire Heater Corp. 


T. G. Leonard was recently pro- 
moted to the position of assistant sales 
manager, according to an announce- 
ment by A. W. Conley, president, 
Coroaire Heater Corp., Cleveland, 
Ohio, and its wholly owned subsidiary, 
Hot Boy Inc. Mr. Leonard has been 
affiliated with the firm for the past 
three years in the sales and advertising 
departments. 


Tele-tone Radio Corp. 


Irving Brudner was recently elected 
secretary, Tele-tone Radio Corp., 
New York, N. Y., according to an 
announcement by S. W. Gross, presi- 
dent. Mr. Brudner will coordinate 
the activities of the sales, production 
and purchasing departments as well as 
continuing to act as assistant to the 
president, and as director of industrial 
relations, which posts he has held dur- 
ing the past three years. Before join- 
ing Tele-tone, he had been a member 
of Greenwald and Brudner, law firm. 
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Experienced Sewing 
Machine Dealers 






FOR THE NEW NATIONALLY 
ADVERTISED "“SEW-GEM" 


Rotary Electric Sewing Machine 


If you are looking for something new with 
big sales and profit potentials, it will pay you 
to investigate the newest of electric sewing 
machines. 


A hungry market is now waiting for this product. 
Territories are still open in many sections of the 
country and will be allotted on a first come first 
choice basis. 


Here is an excellent opportunity to get'in on 
the ground floor and enjoy fast sales and nice 
profits. If interested, write us at once for com- 
plete details. All inquiries will be held in strict 
confidence. 


4. 


é 
a 
POPULAR | 
MODELS | 





Allman 


MANUFACTURING CO 


i felet Gaby] -¥. is) ILLINOIS 








HOME CLIP 


@ The Home Clip is a moderately 
priced electric clipper for all the fam- 


ily. It cuts hair as good as barber 
clippers. Anyone can use the Home 
Clip with good results. Pays for itself 
in 15 haircuts. Operates on 115-volt, 
AC or DC current. Underwriters Lab- 
oratories approved. Guaranteed one 
year. Packed in attractive display box, 
the Home Clip is a ready sale—with 
good profit for you. 


If your jobber can’t supply you, 
write to: 











BELLE CITY APPLIANCE CO. 
1745 Flett Avenue. 
Dept. EM-1, RACINE, WISCONSIN 
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DISTRIBUTOR NEWS 








CALIFORNIA 


Tri-State Supply Corp., 544 South 
San Pedro St., Los Angeles, has pur- 
chased an additional 9,000 square feet 
§ land adjoining its Los Angeles 
property. 

Westinghouse Electric Supply Co., 
Los Angeles, has announced that M. 
B. Sauer, formerly district radio man- 
ager, has been named manager of the 
new Vernon branch. G. I. Hicks has 
been appointed district apparatus and 
supply manager. W. A. Matzinger will 
be district lamp and lighting man- 
ager. W. W. Bell has been named 
inetropolitan appliance manager, and 
C. J. Eledsoe appointed multiple 
housing appliance sales supervisor. 
Ray Robinson will be district special- 
ties sales manager, and George Pegg 
has received the appointment of per- 
sonnel supervisor. 

Jack Wilson of Wilson & Co., San 
Francisco, has been named factory 
representative for Duchess washers 
and Elgin steel kitchens on the West 
Coast. 

California Electric Supply Co., San 
Francisco, has set up a_ television 
service shop at 12th and Folsom Sts. 
Larry Courtney and Richard West 
have been added to the firm’s staff and 
will work under Lee Bird, television 
service manager. Robert Chambers, 
formerly in the company’s radio and 
appliance service department, has been 
transferred to the television installa- 
tion department. 

G. R. Schuyler, formerly with the 
Schuyler-Wilson Co., San Francisco, 
which is now dissolved, has opened a 
new appliance showroom at the West- 
ern Merchandise Mart, San Francisco. 

Thompson Diggs Co., Sacramento, 
has opened its new appliance division 
sales space at the Western Merchan- 
dise Mart, San Francisco. Bruce 
Wilson, formerly of Schuyler-Wilson, 
is manager. 

J. N. Ceazan Co. has discontinued 
its distributorship in San Francisco 
and is now direct factory representa- 
tive for several lines instead. The 
Farnsworth-Capehart radio and tele- 
vision line, formerly handled by Cea- 
zan, is now distributed by C. G. Ham- 


Beloved by Bendix 





ARTHUR B. LEWIS (center), sales 
manager, Prior Tire Co., Atlanta, Ga., re- 
ceives a bronze lapel pin from Chas. S. 
Martin, president of Chas. S. Martin Dis- 
tributing Co., as “Man of the Year” in 
sales achievement for Bendix Home Ap- 
pliances, Inc. Mr. Lewis’ boss, A. Gold- 
stein, looks on. 
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ilton Co., Western Merchandise Mart, 
San Francisco. ; 

B. S. Tucker Associates, Los 
Angeles, have discontinued the rep- 
resentation of Sparton radio and 
television products in the California 
territory. 

Henry H. Falkner has assumed 
duties as farm sales supervisor for 
Westinghouse Electric Supply Co. in 
the southern California district. He 
was formerly sales promotion man- 
ager of WESCO in Salt Lake City, 
Utah. 


GEORGIA 


Hugh Saussy, southeastern division 
manager of Sylvania Electric Co., 
Atlanta, has resigned to join the 
Thompson Coal Co., distributors of 
General Electric air conditioning and 
heating units and Winkler stokers 
and heating units. He has been suc- 
ceeded by R. B. Fogarty, assistant 
division manager for Sylvania. 


ILLINOIS 





WILLIAM E. SKINNER 


William E. Skinner, former Texas 
district manager for the Arvin Div., 
Noblitt-Sparks industries, Inc., has 
been appointed branch manager of a 
new operation in the Chicago area, 
Arvin Distributors. The organization 
occupies the two full floors of the 
Sergeant Building containing 21,000 
sq. it. of floor space. 

L. A. Baumgartner, formerly oper- 
ating manager of the RCA Victor 
Distributing Corp., Chicago, has been 
appointed general merchandise man- 
ager of the Chicago branch. George 
Dorman, sales supervisor for the home 
instrument department, has been pro- 
moted to sales manager of the Chicago 
branch. 

Believing that consumer education 
is a logical function of the appliance 
distributor, Hyland Electric Supply 
Co., 700 W. Jackson Blvd., Chicago, 
is presenting a new television pro- 
gram, “Women’s Magazine of the 
Air,” over WGN-TV. According to 
Hilliard Graham, Hyland promotion 
manager, dealers will be supplied with 
promotional material. The objective 
is “to establish dealer identity as well 
as product identity with the show.” 

R. Russell Brown has become an 
associate in the firm of Miles, Nagel 
& King, manufacturers’ agents, Chi- 
cago, and will manage the Michigan- 
Toledo area activities for the firm. 
Mr. Brown was formerly with Elec- 
tromaster, Inc., in field sales and as 
director of distribution. H. W. Staats 
has been appointed an associate with 
the firm, in charge of the St. Louis- 
Quad Cities-Central Illinois area. He 
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YOU’LL AGREE 
when you see the 








‘LAU FANS 


that GREATER PROFITS and 
STEADY SALES can be YOURS! 


Compare and prove to your own satisfaction that here indeed is the 
finest-built, lowest-priced line of fans on the market. They're all 
new! and better than ever! Handsome design . . . stronger construc- 


tion . . . increased performance 


. . . added safety features 


~.«. new 


uses . . . Certified Ratings! Yes! Compare and you'll agree that LAU 


is “The Finest Line xs Ede i: 


NE! 





ReMnEE NZ FANS 


.-- Quick be Easy to Install 


PANEL UNITS 


New style construction makes the Panel 
Unit stronger than ever. The outstanding 
fan for homes, stores, factories and many 
other worthwhile applications. With 
these added features, “Niteair” is the best 
buy on the market. Four sizes 30”, 36”, 42” 
and 48” with discharge capacity for every 
need. 


‘a 
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WINDOW FANS 


Here’s the easiest Window Fan to install 
that can be bought. Thousands of people 
the country over were amazed at the won- 
derful results obtained sc quickly and 
economically. Thousands more WANT 
them this year. Perfect for homes, apart- 
ments, offices. Now, NEW ... IM- 
PROVED! Two sizes, 30” and 36”. 





RANCHER 


An outstanding new addition to the 
famous LAU fan line. The “Rancher” 
especially designed for homes of low- 
pitched roof construction. Tops in effi- 
cient cooling. Quick ... easy .. . eco- 
nomical to install and operate. Mounted 
horizontally to discharge upward and out- 
ward. A complete Package Unit with 
superior features. Sizes, 30” and 36”. 





PORTABLE 














THET Al} 








DAYTON 7 
WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWERS 


The all-around marvel, the 18” “Portable,” 
has been put to an improved use as a 
window fan. Besides its many other uses 
on tables, floors, transoms, etc., it has 
been equipped with plastic adjustable 
side expanders that permit a wonderful 
operation in any window. Add up all the 
fine improvements in the Lau fan line 
and compare! 


Write Today—Dept."’M” 
for Complete Information 


BLOWERCompany 


OHO U 
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wit V7.) HOME 
APPLIANCES 


, your sales don’t ‘‘go shopping’ — 
they sign on the dotted line. 


if you are a retailer who 
can sell Electric Ranges, 
we can show you how to 
keep more profit! 





TODAY! 
thored how 10 priid more money we lee bark 


PRESTELINE (Home Appliances) 
666 Lake Shore Drive 
Chicago 11, Illinois 


Please tell me about Presteline’s Products, 
Prices and Program. 
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‘LOOK for 
—<) NEW LINES 
to increase sales ! 


WAHL offers new lines for new profits to 
appliance dealers. These products are grow- 
ing steadily in demand. Low in price, they’re 
backed by an unmatched guarantee and 
service policy. 


Al R-FLO AUTOMATIC 


CEILING SHUTTER 











TOP VIEW-- OPEN - - LESS MOULDING 


The New 


— FOR ATTIC FANS 


SOLID SMALL CLIPPER Built so they can be installed practi- 
Powerful and full-size, yet light and easy to cally flush with the ceiling, AIR-FLO 
handle. Perfect for home use. Has the famous Ceiling Shutters present a refined, fin- 
WAHL “feather touch.” ished appearance. Their natural alumi- 
List ...... $9.75 num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required, Fur- 
WAHL nished in 5 different widths, single 
panel up to 73” long. No operating 
mechanism shows, Built-in fusible link. 
Meets fire underwriters’ requirements. 


Silent Hair Dryer 
Gives either hot or cold air. 
Fast and thorough 


smooth-running and quiet. Write for illustrated catalog 43A of the 
Light—easy to handle. complete AIR-FLO line. 
List es .$9.75 


WAHL “Hand-E” 


Electric Vibrator 


Powerful and pene- 
trating—gives perfect 
massage stroke. Fits 
the hand. Complete 
with four appl cators. 


List $6.50 

















ee ee ee eee 
: oe: VIEW FROM BELOW -- CLOSED 
wi GUARANTEE — We (with moulding) 


agree to repair or re- 
- 


lace f > of arge,.to 

cen ao'wat || AIR CONDITIONING 
roduct which doe 

cibegusteatentionsion PRODUCT co. 
Dept. E Mao FoR | | 2340 West Lafayette Blvd. 
DEALER INFOR- Detroit 16, Michigan 
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formerly was district manager for 
General Utilities Corp. 


KANSAS 


The McGrew Distributing Co., 1312 
E. Douglas, Wichita, has been pur- 
chased by the Universal Pulleys Corp., 
330 N. Mosley. R. M. Carey, presi- 
dent of the purchasing firm, announced 
that the firm will operate under the 
name of Tele-Appliance Distributors, 
and will handle Motorola, and Cool- 
erator products. He added that all 
personnel and the location of the Mc- 
Grew concern will be retained. Alan 
Roth, secretary-treasurer of Universal 
Pulleys, will serve as general manager 
of Tele-Appliance. Pula R. Becker 
will be sales manager. 


MINNESOTA 





E. L. DAVIS 





A. C. REINHARD 


E, L. Davis, former vice-president 
and treasurer of Reinhard Brothers, 
Minneapolis, is taking over as presi- 
dent, and A. C. Reinhard becomes 
chairman of the board of directors, 
which is being expanded by the addi- 
tion of six younger executives of the 
firm. The new directors include: 
Victor J. Hillstrom, manager of the 
North Dakota division; Henry C. 
Hoffman, manager of the South Da- 
kota division; James L. Pause, new 
vice-president in charge of home ap- 
pliance sales; George C. Scott, new 
vice-president in charge of automotive 
sales, and Harry E. Latourell, new 
vice-president in charge of plant oper- 
ations. The three present directors 
are Reinhard, Davis and A. C. Rein- 
hard, Jr., named vice-president and 
secretary. 


MISSOURI 


J. H. Wimberley, Jr., president of 
the Superior Distributing Co., 2305 
Pennway St., Kansas City, recently 
announced the acquisition by his com- 
pany of a five-story and basement 
building at 16th St. and Baltimore 
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BAROMETRIC DRAFT CONTROLS 


FOR THE FINEST 


STOVES * RANGES ¢ WATER HEATERS 


Finest 


For Automatic 
Heating Units 


freld 
TYPE ‘‘M”’ 


FIELD Type “M” Controls serve you two 
ways: First. as standard equipment on most 
automatic heating equipment, they help as- 
sure greater customer satisfaction through 
precisely accurate control of drafts. Second, 
the Barochek model offers an opportunity for 
rofitable sales to hand-fired homes, offering 
uel savings up to 25%, greater safety, long- 
er furnace life, more even heat. 








For Water Heaters For Stoves & Ranges 





FIELD RNA-W FIELD RAA 


6” tee for 6” outlets, 6” and 6-7” tees for 
26 gauge steel 6” and 6-7” outlets. 
throughout. Pre-set For horizontal or 
at factory. 2 diam- vertical installation. 
eter lighter opening Adjustable to high, 
with cover at top. medium or low draft. 


WRITE for complete information 






BAROMETRIC 
DRAFT CONTROLS. 


FIELD CONTROL DIVISION 


M © CONEET & COmPaANY mtn Limors 
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HELE. that sale! 





RADIO CORPORATION OF AMERICA 


RCA Victor z 
New 45 RPM Record Playing 
System Window Display 


Here’s Another Example! 
W. 2. S. DISPLAYS COST NO MORE 


ow is the time to employ our coun- 
sel and services to insure best 
acceptance, maximum use, consistent 
results in point-of-sale and display pro- 
grams. We are designers and producers 
of displays created to “Help that Sale,” 
co-operating fully with your advertising 
agency to “pipe-in” the force of national 
advertising. 


a The most complete ‘point-of-sale’ serv- 
ice in America. Counsel, research, design 
. + + paper, cardboard, plastic, wood, 
ANS metal, later, mechanical. 
\ a FRE E eee Merchandise Presenta 
tion News. An interesting quarterly publication 


with news and views on the subject, also exhibit 
folder and retail promotion catalog. Write om 
business letterhead, please. 


W.L.STENSGAARD 


AND ASSOCIATES, INC. 
364 N. Justine St., Chicago 7, Ili. 


M MERCHANDISE PRESENTATION - DEMONSTRATIONS - DISPLAYS - EXMIBITS 
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DISTRIBUTOR NEWS 








Ave. Superior intends to consolidate 
all its operations in this building. 


NEW MEXICO 


Cecil H. Boyd, president of the 
Boyd Distributing Co., with head- 
quarters in Denver, Colo., announces 
the opening of a branch at 306 E. 
Lead St., Albuquerque, to serve the 
entire state of New Mexico and 44 
counties in Texas. 


NEW YORK 


William W. Boyne has been elected 
vice-president of Zenith Radio Corp. 
of New York, according to E. F. Mc- 
Donald, Jr., president of this firm and 
of the parent organization, Zenith 
Radio Corp. of Chicago. 

The distribution of television tubes 
has been added to the activities of 
Bell Television, Inc., according to 
Martin Sugar, president. The firm, 
located at 147 W. 42nd St., New York 
City, will distribute the 124 and 15-in. 
sizes, which will bear the Bell label. 


OHIO 


Joseph B. Smith, head of the Joseph 
B. Smith Co., Edison Bldg., Toledo, 
announces ‘that James P. Printy has 
been promoted to general sales man- 
ager, Dwight E. Curtiss has been put 
in charge of Toledo city sales and 
service, and Robert Potter has been 
named head of territorial sales. 

Ira Monroe, formerly a district 
sales manager for the Lightolier Co., 
has been elected vice-president and 
general manager of the McCleery- 
Carpenter Electric Co., 301 N. Third 
St. Harry Fell, an 1l-year veteran of 
the firm, has been named treasurer. 


PENNSYLVANIA 


Aaron Krochmal, former Pittsburgh 
newspaper reporter and account ex- 
ecutive with a local advertising agency, 
recently joined the Anchor Distribut- 
ing Co. as advertising and sales pro- 
motion manager. 


TENNESSEE 


Ben S. Gambill, president of the 
Braid Electric Co., Nashville which 
is celebrating its seventieth anniver- 
sary this year, announced recently that 
a contract has been let for the con- 
struction of a $200,000 building. The 
building will be four stories high, 
with a total area of 33,000 sq. ft. 


TEXAS 





HARRY R. NATHANSON 


Harry R. Nathanson has been ap- 
pointed district merchandiser for 
Sparton radio and television in the 
Phoenix, El Paso and west Texas 
area, according to Henry L. Pierce, 


general sales manager of the Sparton 
Div., Sparks-Withington Co. 


VIRGINIA 


An open house party attended by 
nearly 400 dealers and their salesmen 
inaugurated the Dixie Appliance 
Co.’s new distribution center in Roan- 
oke. A contingent of Philco execu- 
tives, as well as representatives of 
other manufacturers, took part in the 
festivities. In carrying out its expan- 
sion into the Roanoke territory the 
company has promoted Harry H. 
Lawson to vice-president and general 
manager over both the Bluefield, W. 
Va., and Roanoke operations. Thomas 
H. Lambdon has been made manager 
of the Roanoke plant, and John A. 
Gott will manage the Bluefield opera- 
tion. 


WASHINGTON 





ALEX KUEHLTHAU 


According to Wallace Campbell, 
president of Northwest Appliance 
Distributors, Inc., Spokane and Seat- 
tle, the newly appointed manager of 
the Seattle operation is Alex Kuehl- 
thau. Mr. Kuehlthau has been Pacific 
Coast manager for Electromaster, 
Inc., for several years. 

Inland Empire Wholesalers is a 
new distributing firm in Spokane 
which has been set up as a wholly 
owned subsidiary of Tull & Gibbs, 
furniture and appliance firm. Located 
at S110 Wall St., the new firm will 
distribute Philco, Easy, L & H, Lewyt, 
Knapp Monarch and American Beauty 
products. Officers of the company are 
Charles Hebberd, president; Guy S. 
Hebberd, secretary-treasurer; L. K. 
Vallandingham, manager of the appli- 
ance division, and N. P. Rich, man- 
ager of the radio division. 

The Sunset Electric Co. plans to 
construct a warehouse with more than 
30,000 sq. ft. of floor space. The new 
structure will consolidate all divisions 
of the company, according to R. M. 
Spiger, general manager of the Spo- 
kane branch. 


WEST VIRGINIA 


The Bluefield Supply Co. has 
opened a branch office in Huntington 
at 815 Second Ave., according to Lon 
M. Rish, president. 

A charter has been granted to Gen- 
eral Distributors, Inc., of Wheeling, 
which will take over the radio and 
television supply business of General 
Distributors, now a partnership. 


HAWAII 


Vic Mountain was recently ap- 
pointed wholesale sales manager of 
the Pacific Co., Ltd., Honolulu. 
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Now is the time when Champion Fluorescent 
tube and Incandescent lamp sales can mean a lot to 
you. Champion Lamps represent a steady flow of re- 
peat business at a time when you need volume and 
need to reduce your selling cost . .. Champion Lamps 
are easy to handle and sell. When you take on 
Champions there’s nothing to hinder you from get- 
ting new lamp sales and new lamp profits. Now is 


the time to get the Champion picture. 


ASK YOUR WHOLESALER 
FOR CHAMPION LAMPS 


Lynn, Massachusetts 


ON F ON DATE t ric AMP 
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EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 





T-12 
Wonder-Working Household Floor Conditioner 
Gives The Smart LOOK To All Kinds of Floors 


The 
That 


This Popular HOUSEHOLD 
FLOOR MACHINE 
@ Polishes @ Buffs © Waxes @ Scrubs 


@ Dry Cleans @ Refinishes @ Sands 
and @ Preserves all types of floors 









This beautiful, modern, light- 
weight, trouble-free, and easy to 
operate twin-brush machine will 
glide over any floor close to base- 
boards and under furniture... 
styled for beauty, en- 
gineered for perform- 
ance. 





















A simple change to 


















snap-on side handles The first 
and the General T-12 All-Purpose 
will easily polish 

kitchen cabinets, wood HOME FLOOR 
panels, flat furniture CONDITIONER 


and your car. 






We recommend our new streamlined model K-12 medium size single brush machine 
for both light and heavy duty floor maintenance in small institutions, stores, pro- 
fessional offices and for rental purposes. Write for illustrated folders on the T-12 
3 Kang our Heavy Duty Industrial models in 14”, 16”, 18”, 22” brush 
iameters. 


GENERAL FLOORCRAFT, INC. 







333 Avenue of the Americas 
Dept. EM, New York 14, N. Y. 













Eliminate Damages 


7 7 o # 
GHA TAME “ins 
| NEW HAVEN QUILT & PAD CO. 


7 LUEG APPLIANCE COVERS 


J 


| REFRIGERATOR 
COVER 


$1 3.95 


Carrying Harness Extra 
| Waterproof, padded. Ad- 
justable to fit 4 to 10 
Cu. Ft. boxes. Wraps 
around completely. 


WASHING MACHINE 
COVER 


$9.00 





AIDS BEAUTY — AIDS HEALTH 


Here's an inexpensive vibrator that can add 
substantially to your present sales volume. 
The “Vibrosage” has a personal appeal to 
men and women alike .. . 


Gives complete 
tion. Padded, waterproof. 


Height 49’, diameter 31” 


protec- 
ideal for scalp, 
face and body massage. Speedy “Vibrosage” 





Covers for Automatic 
is cool running, durable and SANITARY. Washers Only $8 Ea. 
Its action is deep and penetrating, yet gentle GAS AND RANGE 

. its effect invigorating, yet soothing. 
Operates on 110 volt, 60 cycle A.C. Under- COVER 
writers’ Laboratories approved. $12 00 
PACKED IN ~ 
ATTRACTIVE CARTON ot Easy to slip on 
Each “Vibrosage’’ comes at- Vibe** a to remove. 
: its over back 
tractively packed, complete guard, too. Width 
with four applicators ~ 42”, depth 26”, 
; | height 42”. 
List price........only $8.50 Write for 


New Catalogue of Our Full Line 
Drop us a line about our Deal. 


BEAUTY APPLIANCE CORPORATION 


DEPT. V729-D . 


NEW HAVEN QUILT & PAD CO. 


am s Larg ‘ 
82-84 Franklin St., New Havenll, Conn. 


RACINE, WISCONSIN 
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| ORDER BY MAIL AND SAVE! 





NEW LITERATURE 





National Appliance & 
Radio Dealers Assn. 


The 1949 official NARDA Trade-in 

| Guide is being furnished to every 

member of the National Appliance & 

| Radio Dealers Assn. Actually four 

guides in one, it contains pertinent 

| trade-in information on refrigerators, 

washers, vacuum cleaners and electric 

| ranges. Pocket-size with stiff cover, 

| nearly 100 pages in length, it can be 

obtained from the NARDA Guide 

Company, 20 N. Carroll St., Madison 

3, Wis., at a cost of $5.00 each with 
discount for quantities. 





The Maytag Co. 


The Maytag Co. has available for 
Maytag dealers 26 advertising films 
for showing in their local movie the- 

| aters. Providing a wide selection from 
which to choose, there are 10 films on 
| the washer, eight on the ranges and 
four each on the freezer and service. 
Every film is in color and tells a con- 
| vincing sales story. For further in- 
| formation, write The Maytag Co., 
| 


| Advertising Dept., Newton, Iowa. 


Midwest Mfg. Co. 


“Look What’s Cooking in Kitchens” 
is a new booklet published by Mid- 
west Mfg. Co. containing complete 
information on their Kitchencraft 
kitchens. Its 28 pages are packed 
with information for dealers, 
men and the laymen on the funda- 
mentals of kitchen planning. By 
means of cutout pages, different color 
schemes can be visualized. Layouts 
for all types and sizes of kitchens 
are pictured. Non-kitchen uses of 
steel kitchen cabinets are also shown. 


The Gibson Refrigerator Co. 


The Gibson Refrigerator Co., of 
Greenville, Mich., announces 
United Film Service, Inc., Kansas 
City, Mo., in cooperation with the 
W. W. Garrison & Co. agency of 
Chicago, has created for the use of 
its dealers a series of thirteen 35 mm. 
Playlets, portraying and demonstrat- 
ing the advantages of Gibson refrig- 
erators, ranges and home freezers. 
These films are designed to be dis- 
| played on the screens of regular mov- 
ing picture theatres throughout the 
nation, as a part of their regular per- 
formances. United Film Service 
states that more than 12,000 theatres 
are available for the display of films 
such as these. Gibson, by arrange- 
ment with its distributors, will partici- 
pate in the cost of displaying these 
advertising films to the extent of 50%. 


A. O. Smith Corp. 


| A technicolor movie of the produc- 
tion of A. O. Smith water heaters, 
plus a movie showing the installation 
and servicing of these devices will be 
the high water mark of the traveling 
service school being put on by the 
A. O. Smith Corp. for the coming 
year. Improper venting, 
down draft, improper placing of shut- 
out valves will be demonstrated. Two 
men operate the traveling service 
school, and the dates of bookings are 
set up through distributors. J. J. 
Boynrich is production service divi- 





sion manager, at 8312 S. Chicago 
Ave., Chicago 17, IIl. 
APRIL, 
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Rembrandt 
TELEVISION 


makes BIJYERS our oF 
BROWSERS! 


Rembrandt proudly 
steps forward with Model 
1606 combination Televi- 
sion & FM Radio in an 
authentic consolette re- 
production of an early 
Flemish Cabinet. Your 
customers will delight to 
its 72” crystal-clear pic- 
ture, its rich, tone-pure 
FM sound reception, its 
“down-to-earth” prices. 





Order Rembrandt to- 
day and turn every brows- 
er into a buyer! 


REMINGTON 
RADIO CORPORATION 


White Plains, New York 


“REMBRANDT . . . Master in 


the art of television” 





Model 1606-12” (illustrated 
. below) picture tube, FM Radio, 
mounted safety glass (easily re- 
movable for cleaning,) Reming- 
ton Automatic Picture Stabilizer, 
Advanced Automatic Gain Con- 
trol for sound and video. Avail- 
able in Mahogany and Walnut, 
$495. Also Maple, Blond Mahog- 
any, Knotty Pine or Chinese 
Hand-Painted Finishes slightly 
higher. Also available in Model 
1606-15 (similar) with 15” tube. 








1949—ELECTRICAL MERCHANDISING 





bd 


we 


i 


= 


= 





#} 


ISING 


DEALER SALES HELPS 








VINYLITE APPLIANCE AND FOOD PROTECTION covers displayed by Clarvan 
in this counter or window display. Covers for washers, mixers, toasters, bowls, etc., 
individually packaged in multi-colored boxes or envelopes with pictures describing 
item and its use. 


ij 


= iy 
RADIO snd TELEVISION TUBES 





“*$100,000,000 WORTH of enjoyment 
insurance, provided by our repair service,” 
says the new Raytheon window display for 
window or counter, featuring Raytheon 
radio and television tubes. 


DEMONSTRATION PACKAGE brought 
out by Penetray Corp., Toledo, O., con- 
tains the Penetray professional model 
infra-red heat lamp and fixture.  IIlus- 
trates all uses of the lamp. 














NO SECRETS or the homemaker who sees this sales presentation created for Norge 
by X-Ray Sales Method, Inc., Chicago. Printed acetate “window” pages take refrig- 
erators, ranges, washers, freezers and heaters apart, step-by-step to expose the 
mechanical reasons for advertised labor saving improvements. 
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YOUR best fan line 
for a profitable ‘49! 

















FASCO LO-LEVEL CIRCULATORS 


Truly beautiful. Exquisitely designed 
and finished. This FASCO air circulator 
enhances the decor of both offices and 
homes. -Sturdily built. Efficient air de- 
livery. You'll agree when you see it... 
that it’s absolutely tops in the field. 


es 


RE-STYLED ! 
FASCO DESK FANS 


Adding new successfully- tested sales ap- 
peals year-after-vear keeps the FASCO 
ArcticAire line of fans ahead in quality, 
performance, and sales. Now the com- 
plete line has the new improved guards, 
and Duo-Tone Gray. 


| off 
} 
| 





= TIE-IN SALES! 


FASCO AUTOMATIC 
KITCHEN VENTILATORS 


A “natural,” easy, quick tie-in sale 
with every kitchen equipment order 
you get. A fast seller alone, too, 
= when displayed in windows, and on 
& counters. Can’t be beat on quality 
...on price... on buyer appeal. 














* 


Formerly F. A. Smith Manufacturing Co., Inc. 
ROCHESTER 2, N. Y. 
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RETAILS AT $2.45 


Here’s the extra oomph to pep up sales! 
Spot a gleaming white, Glass on Steel 
Vacuum Coffee Maker on top a display 
range and watch lookers buy. A natural 
for greater store traffic, added profits. 
MEMCO ware (16 open stock pieces) is 
pure white with black trim to match range 
and refrigerators. Coffee Maker retails 
at $5.95 — the 15-purpose Gift Set below 
at $9.90. 
Profit - conscious dealers everywhere are 
saying, “MEMCO for ME”. Here’s why: 
e@ the only Glass on Steel utensils con- 


sistently advertised in leading women’s 
magazines. 

@ permanently branded for easy consumer 
recognition and re-order. 

@ point-of-sale displays and newspaper 
mat service. 

@ packed in minimum quantities for better 
inventory control. 


Get full details. Write MEMCO. . . Desk EM, 
West Lafayette, Ohio. 
NCO Fo 
Ne RMe. 


DEPARTMENT STORES 
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HEAVY DUTY 


QCHILL CHES] 
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SALES OPPORTUNITIES 





Now you can sell the new Revco 
12.3 cu. ft. CHILL CHEST heavy 
duty freezers — to customers who 
want to buy at the most advanta- 
geous prices. The refrigeration unit 


is a % HP, fan-cooled, internally 
mounted Tecumseh unit, which 
will give years of trouble-free 
service and most economical per- 
formance. 


THESE FEATURES WILL HELP YOU SELL THE NEW REVCO 12 CU. FT. HEAVY DUTY FREEZERS: 


1. Compact size — large capacity. 

2. Aluminum food liner — chip proof, easy 
to clean. 

Modern design —all welded steel con- 

struction — all seams vapor sealed. 

4. Heavily insulated with 4/2” fiberglass. 


3. 


5. Efficient, economical — dependable 
operation. 4 

- Exclusive red flashing safety light, pro- 4 
tects against temperature rises. r 

7. Counterbalanced ‘“‘floating action’’ uid, 
with interior light. 


Write us for complete specifications and folders 





REVCO, INC. © 
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NATIONAL DISPLAY SPACE — 1454 MERCHANDISE MART, CHICAGO, ILLINOIS 


DEERFIELD, MICHIGAN 





Dulmage Appointed Sales 
Manager At Simon Co. 


G. A. Dulmage was recently ap- 
pointed sales manager of the television, 
radio and appliance departments, Si- 
mon Furniture Co., Flushing, N. Y., 
according to an announcement by Gus 
Weiner. Mr. Dulmage’s previous 
affiliations include Stevens Radio & 
Television Co., as sales manager, and 
Kelvinator. 


Green Is Appliance 
Buyer At Lit Bros. 


Bernie Green recently was ap- 
pointed major appliance buyer for Lit 
Bros., Philadelphia, Pa., according to 
an announcement by Max Robb, vice- 
president and general merchandise 
manager. Mr. Green succeeds Ernest 
Q. Cole who resigned last fall. 


Helfrecht Manages Video 
And Radio For Bamberger 





WILLIAM HELFRECHT 


William Helfrecht was recently ap- 
pointed manager of television, radios 
and phonographs, L. Bamberger & 
Co., Newark, N. J., according to an 
announcement by the store. Affiliated 
with the firm since 1937, Mr. Hel- 
frecht was most recently manager of 
records and accessories. 


Kleinfelter Promoted 
To Buyer's Position 


The promotion of Oscar Kleinfelter 
from assistant to buyer of small ap- 
pliances for Stix, Baer & Fuller, St. 
Louis, Mo., was recently made known. 
Mr. Kleinfelter has been affiliated 
with the store for several years. 


Farnol Succeeds Leeson 
As Appliance Buyer 


Robert Farnol has succeeded J. 
Lawrence Leeson, major appliance 
buyer, Crowley, Milner & Co., De- 
troit, Mich., it was recently made 
known by the store. Mr. Farnol had 
been assistant to Mr. Leeson until the 
latter’s resignation. 


A. C. Aechternacht Joins 
Joske’s Appliance Dept. 


A. C. Aechternacht, formerly of 
Lakewood Shop, Dallas, and Vergel 
Bourland, Fort Worth, recently joined 
the major appliance division at Jos- 
ke’s, San Antonio, Tex. He is in 
charge of the refrigerator and home 
freezer department, the store an- 
nounced. 


APRIL, 





And Now . . . Introducing 
MOVEMENT with LIGHTS 


Model “712” 


ot0-Sho 


ELECTRIC TURNTABLES 


For Your 
Sales 
Producing 
Displays 





ODEL “712” ROTO-SHO’S two- 

way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of sliding contacts, as 
well as operation of electric devices 
while the turntable revolves three 
times a minute—lights turn with table! 
There’s nothing like “712” to revolu- 
tionize your window trim and stop 
passersby dead in their tracks. Sturdy, 
steel construction, guaranteed, it car- 
ries up to 200 lbs. 18” diameter table. 
Allover height just 7”. A.C. only. 





© For winning displays, write TO- 


DAY for full is ion and our 
complete ROTO-PRODUCTS catalog 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 
























[i // 1, elirium Lomelh 


when cords haan 
or plugs 3 ; 
fail in the pinch! 
For sure contact 
and durability, 

it’s best 

to feature 


Cord Sets. 


APPROVED BY UNDERWRITERS LABORATORIES 








A full line of Flexible 
Cords for the Repair and 
Service industry, 
obtainable through 
Jobbers and Distributors 


CORNISH WIRE COMPANY, w: 


13 Park Row 





New York 7, N.Y. 
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your industry's 
BIGGEST 
TRADE SHOW! 


Your industry’s 

biggest trade show isn’t a 
once-a-year event. 

It comes to you with 

every single issue of 

this magazine. And, because 
it is scheduled so frequently, 
it can bring you a continuing 
series of up-to-the-minute 
“displays.” In these 
advertising pages, you will 
find the latest news about 
products and services 

that are specially designed 
to help you do your job 
better, quicker, and cheaper. 
To be well-informed about 
the latest developments 

in your industry... ; 
and to stay well-informed... 
read all the ads too. 


McGRAW-HILL 
PUBLICATIONS 





4 
* 











For Nebraska-lowa Group 


LEAGUE 
ACTIVITIES 





Coast Bureau Retains 
Bennett As Director 


The Northern California Electrical 
Bureau has announced that LeRoy H. 
Bennett has been retained as director 
of activities for the bureau. | 


Booth Reelected Regional | 
Director Of Association 


William H. Booth has been re- 
elected regional director of Associated 
Equipment Distributors, a trade asso- 
ciation of manufacturers and distribu- 
tors, Portland, Ore., it was recently 
announced. The region includes 
Washington, Idaho, Oregon and Mon- 
tana. 


H. E. Leddon Heads Wiring 








HARLEY E. LEDDON 


Harley E. Leddon has been named 
to head the new adequate wiring 
bureau recently added to the opera- 
tions of the Nebraska-Iowa Electrical 
Council, Omaha, Neb., according to a 
recent announcement. The bureau 
plans to educate the general public | 
and industry as well as improve wir- 
ing installation quality. 


Presidents Then And Now 








FREDERICK P. COFFEY, newly elected 
president of the Electric Institute of Bos- | 
ton, Inc., receives the congratulations of 
several ex-presidents during the recent 
celebration of the league’s fourth annual 
dinner. (Left to right): William H. Kaiser, 
G-E supply; Frank L. Nason, Westing- 
house; Mr. Coffey, Anderson-Coffey Co., | 
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‘ake 


Profit from hot, sleepless summer nights! Your pros- 
pects will like Lonergan’s “Nite Cooler; a sturdy, 
attractive window-type home cooler that quickly fits 
into any average window, circulates fresh, cool night 
air throughout the entire house once every 2 minutes! 





“Nite Cooler” is easy to show, easy to sell for steady, 
summer-long profits. “Nite Cooler” has a sturdy, 
silent 4-blade propeller fan, 2-speed motor control, 
Yéth h.p. motor built for lifetime service. It’s a real 
quality fan at a competitive price! Customer installs, 
using only a screwdriver. Be the first in your territory 
with the Lonergan “Nite Cooler”! Write now, for 
free details! 





Lonergan manufactures Oil and Gas-fired Space 
Heaters, Furnaces, Floor Furnaces, Window Ex- 
haust Fans, and Steel Transfer Cases 


The Licky Lonergan Line for 49/ 


MAIL COUPON 


®eeoaeeeeeoeeeeeeee2 ees 
Lonergan Manufccturing Company 

Gentlemen: Dept. 104, Albion, Michigan 

Send me free details on the Lonergan “Nite Cooler” fan at once! 





NAME a 








ADDRESS. — 





CITY eo eee eee 





PAGE 207 











Uff, 


/ NATIONAL= 
TOMORROW'S WINDOW FAN HERE TODAY! 


The Finest Made ® It’s Silent ¢ Cooling © 
Built Sturdy and Attractive 

Look at the patented off-set whisper—quiet 

fan blade ¢ 3 speed motor, rubber mounted. 

Adjustable fill-in panels to fit window. Fan is 

only 6% in. deep. Available in 3 models: 

2250, 3300, 5500 C.F.M. 





Model W-20 


WORLD’S LEADING EVAPORATIVE WINDOW COOLER 


Reduces temperature 10 to 18 degrees. 
Install in approximately 10 minutes. 
window and plug in) 

No water connections required. 

Has recirculating pump. 

Available in 3 sizes: 1700, 2300, 3500 C.F.M. 
3 speed control. 


Order NOW For Bigger Profits and 
Bigger Sales °* Get Your Season’s 
Requirements, NOW. 


Over 15,000 In Use Today 


NATIONAL ENGINEERING & MEE. C0. 


523 WYANDOTTE 


(Merely set in 





Model C-1617 





To Distributors: 

A Few Territories Still 
Open 

To Dealers: 

Write For Literature 
and Prices * A Near- 
by Distributor Will 
Supply You 


KANSAS CITY, MO. 
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HIPUT offers a complete line & 
of special purpose 
Electric Water Heaters 


for 














G 
ME? a5 gs 
a vo ae es 
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12-Galion 


HOT WATER GENERATORS 


RONAN & KUNZL, 
MICHIGAN 
CHICAGO, ILL. 
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MARSHALL, 
EXPORT DEPARTMENT, 201 N. Wells St. 


















Two Books: Wiring 
and Air Conditioning 


RURAL ELECTRIFICATION, by J. P. 
Schaenzer. Bruce Publishing Co., 
Milwaukee. $3.76. 


With twenty years of experience in 
agriculture and rural electrification be- 
hind him, J. P. Schaenzer has revised 
his “Rural Electrification” to bring it 
up to date for a fourth edition. The 
book was written to be used by voca- 
tional agriculture teachers for the edu- 
cation of farm youth in electrical liv- 
ing, and is an exhaustive survey of 
what electricity is and how it can be| 
made the servant of the rural family. 








Straightforward Writing 


Several chapters are devoted to the 
aspects of wiring, after which the 
author shifts to a discussion of lighting | 
and motors, and ends with individual 
chapters on specific appliances for both | 
the farm and the farm home. The book 
could hardly be called light reading, 
but it is straightforward and no more 
complicated than is necessary for a dis- 
cussion that is bound to become some- | 





what technical in spots, dealing as it | 


does with the practical aspects of| 
wiring and use of equipment. 

As the author states in his preface, 
the usefulness of his work is not limited 


to teachers, but extends to the agricul- | 
. . . ' 
tural-engineering and home economics | 


departments of state colleges of agri- 
culture, farmers having or contemplat- | 
ing electric service, vocational schools, 
and the rural-service men of the elec- 
tric power suppliers. 





BASIC REFRIGERATION AND AIR 
CONDITIONING, by Robert Hender- 
son Emerick. Prentice-Hall, Inc., 70) 
Fifth Ave., New York. $5. 


This book, by a consulting mechanical 
engineer, was written for the benefit of 
those interested in a career in refrig- 
eration and air conditioning. The text 
was originally developed for use dur- 
ing the war, when a large force of 
men from various occupational groups 
had to be trained in installation and 
repair work with refrigeration and air- 
cooling machinery at the Pearl Harbor 
Navy Yard. The approach is informal 
wherever possible, and the text is con- 
structed so that terms which may be 
strange at first become familiar 
through repetition. 





Photos and Diagrams Help 


The principles of refrigeration are 
the first consideration, after which the | 
author: goes on to specific types of re- | 
frigerants and their characteristics. | 
This is followed by a discussion of the 
mechanical aspects of refrigeration and 
air conditioning equipment—a discus- 
sion which is exhaustive and supple- 
mented by many photos and diagrams. 
Since many of Mr. Emerick’s readers 
will be prospective servicemen, he 
devotes a chapter to “calculating a 
job”. The book ends with a down-to- 
earth chapter on the ways of making a 
living in the field covered. 
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WILL SHAVE 





R © 
ELECTRIC SHAVER 


| THE SHAVER THAT SHAVES Ang BEARD 


Here’s a popular priced shaver that 
can really do a job on both light and 
heavy beards. The new, improved 
WhiskER shaves any beard quickly 
and cleanly .. . even seven days’ 
growth! It is built to last . . . has no 


| gears, brushes or bearings. It has a 


simple, straight-shaving head that 
takes the beard and shaves with a 
quick, free-gliding movement. The 
WhiskER is powered by a strong mag- 
netic-type motor. Operates quietly on P 
110 volt, 60 cycle A.C. Fully approved 
by Underwriters’ Laboratories. No 
radio interference. Pick up your sales 
volume now, with this profitable 
WhiskER . . . the electric shaver that 
truly SHAVES. 


Write Today For Dealer Proposition 


ELECTRO TOOL CORPORATION 
DEPT. W729-D® RACINE, WISCONSIN 





 Self-Selling 
DISPLAYS 


YOUR CHOICE of two smartly 
finished wood displays, two fast- 
moving deals offering a DAVIS 
Cord Set for every need. Dis- 
play No. 5, 814” x 814” x 16”, 
holds 34 Davis sets; display No. 
10, 20” x 20” x 8”, holds 60 
Davis sets. Each set is fully dis- 
played and tagged with informa- 
tive, self-service label to increase 
impulse buying, reduce sales 


time. 
e =< YOUR JOBBER OR WRITE DIRECT 
@ CE FOR FULL DETAILS AND PRICES.@ 


DAVIS Mfg. Company 


DAVIS MFG. COMPANY | 
PLANO 2, ILLINOIS 


| 
Please send me information | 
| 








| 

| 

| Gentlemen: 

| on 

| C) Cord Set ) Range Connectors 
PN  -dvécectusekua de vidakhhenbearenaney 

| IN said 0.9 Goren So 
NCU, ¢ctssdiveenbese ele State 

Reo. siege abet auch | 
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IRONER 





A COMPLETE IRONER 
for ONLY $69.95 List 





A TABLE MODEL 
TO PROMOTE WITH 
WASHERS $49.95 


EMPIRE APPLIANCE 
COMPANY 
37-08 Northern Boulevard 
Long Island City, 1, N. Y. 











A money maker for YOU 


Order 


your 


1949 
copies 
today! 


Official NARDA 


Trade-in Guide 


Four Guides in One 








Covers refrigerators, electric ranges, vacuum 
cleaners and washers. Trade-ins will be a 
big factor in your 1949 business. With the 
official NARDA Trade-in Guide you can meet 
trade-in problems with confidence and profit. 
Order now, get your copy at once. 


1 to 5 copies $5.00 each 
6 to 25 copies $4.00 each 








Please send me at once ...... guides 
heeeas more data. 
EES PRR eA TR ee 
ASSES See eRe ees eae 
DU pesshubvancinewarand PE cutisdoors 
Dept. EM-4 


NARDA GUIDE CO. 


20 N. Carroll St. Madison 3, Wis. 
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“Goodrich 


All-Natural Rubber 
~~ WRINGER ROLLS 











Extract More Water Safely 


In actual tests, under working conditions, these new WHITER. 
SOFTER, ALL-NATURAL RUBBER ROLLS actually wring 
from 5% to 20% more water than any of the other leading makes 
tested. ... A NEW CREPE FINISH makes them superior rolls, 
unconditionally guaranteed against coming loose from the shaft. 
This new crepe finish, which was developed at the B. F. 
- Goodrich Laboratories, assures you satisfied customers because 
its gripping action is more gentle to the fabric. . . . Replenish 
your stock now. 

This is our 20th ANNIVERSARY as the NATIONAL DIS- 
TRIBUTOR OF B. F. GOODRICH WRINGER ROLLS... . / As 
a special feature we are offering FREE an attractive Wringer Roll 
Display Stand and Window Decal, items that will greatly help 
to boost your sales. 


Attractive ois 
4 R £ WRINGER ROLL FOR Are SERVICE 
delivered to you by your distributor 


M 
DISPLAY STAND — 
with no obligation to you. 














F . 
and WINDOW DECAL wagoodrich 












For 20 Years 
the National 
Distributor of | 

B. F. Goodrich | SERVALL COMPANY 
WRINGER _| 3572 Gratiot, Detroit 7, Michigan. 
| Please have the Distributor in my ter- 


ritory send me without obligation the 
Wringer Roll Stand and Decal. 
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Good Future for Top Salesmen 
of Major Appliances 


Important company in major household appliances, leader of its 
industry, needs two able, seasoned men to handle divisional 
managerships. 

Must be forceful salesmen; able to provide effective leadership 
and help to distributors. Experience in major appliances, prefer- 
ably washer, refrigerator or range, is essential. Age: 30 to 45. 

Attractive salary, plus bonus opportunity. Excellent opportunity 
for advancement. The company is a winner. If you can prove 
yourself a winner, you will go far. 

Write in detail, stating age, education, experience, salary re- 


quirements ...and why you think you can handle this important 
position. 

The company’s personnel have been informed of this advertise- 
ment. 


Address 
520 North Michigan Ave., Chicago 11, III. 


By well rated, well established, medium sized independent manufacturer of quality 
electrical specialties, with established distribution thru the finest independent elec- 
trical and hardware distributors, nationally. 


SW -8245, Electrical Merchandising 








We need an alert, aggressive merchandiser, age 35-45, who knows sales promotion, 
advertising, who can both plan and execute. Good opportunity for man who knows 
his merchandising. Location Western N. Y. State. Send complete resume, replies 
confidential. 
P 8413 Electrical Merchandising 
330 West 42nd St. New York, N. Y. 








SALES - ADV. EXEC. 


29 yrs. old. Field proven ful record 

from dealer level to mfg. administration. 

ae position that offers a challenge to 
ty. 





SALES 
MANAGER— 


Send for complete resume. 


PW-8081, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Illinois 








ELECTRIC RANGES 














A leading national appliance manufacturer 
has an outstanding opportunity for an ag- 
gressive and successful sales executive. The 
man we want must have real ability to 
organize, train, inspire and manage a 
selling organization and have a sound 
sales background in electric ranges. He 
may be a sales manager who feels his 
present opportunities are limited, or an 
assistant manager who is qualified through 
field accomplishment to step up to a 
bigger and more important assignment 
with a fast growing company. Give com- 
plete information in your first letter and 
enclose photo. Our men know of this 
advertisement 


REPLIES ( +4 yoo Ds i paioens Ps TY nearest you 
NEW YOR . 42nd 8 
CH. MOAGO Se %. iichigan yond (11) 
SAN FRANCISCO: 68 Post St. (4) 


SELLING OPPORTUNITIES OFFERED 


SALES REPRESENTATIVE wanted by Na- 

tionally known Television Manufacturer. 
Must have experienced organization with 
large dealer following. SW-8240, Electrical 
Merchandising. 














FACTORY REPRESENTATIVES: Well es- 

tablished manufacturer of kitchen ventilat- 
ing fans and electric heaters has several open 
territories. Men selected must be willing to 
devote large part of their time calling on 
electrical contractors, builders and architects. 
Follow our instructions and you can make at P-8319, Electrical Merchandising 
least $5,000 a year on this line. Write full 520 North Michigan Avenue, Chicago 11, Ill. 
details about yourself—age, experience, ee 
now carried, territory covered, etc. RW 8163 
Electrical Merchandising. 











NATIONALLY KNOWN MANUFACTURER - 
INTER-COMMUNICATION equipment ky - ~A 
sales promotion. Exclusive franchise distribu- 
tors with organization and credit standing in 
these cities: 


FAN SALESMEN: sideline of full time selling 

the hottest, most complete lines of all types 
nationally known Fans to dealers and depart- 
ment stores in the Middles West and the en- 


ti Ss h. Write P. O. Box #424, Decatur, Boston } net Atlanta 
iilinola. _ ° New York maha ouston 
Pittsburgh St Louis Baltimore 








SELLING OPPORTUNITY WANTED 


WEST COAST Sales manager seeking eastern 
factory representation. Familiar with every 
type of distributor handling appliances and : 
housewares in 11 western states. Also ac- 
quainted with buyers in department stores, 
key accounts and chains. Hired, trained, and All territories open for salesmen to “call on 
supervised salesmen and demonstrators: e ical contractors and architects, (Exper- 
Planned, executed sales merchandising cam- ienced men preferred) with a complete line of 
paigns. Formerly western divisional sales Fluorescent and —~"_ lighting fixtures. 
manager in appliance division of national Liberal commission. cted te 
AAA 1 national organization. Guaranteed APOLLO Scasenieen TDCTURE Co tue. 


draw vs. commission plus expenses only. x 
$397, Electrical Merchandising. 214-218 So. Fourth Ave., Mount Vernon, N. Y. 


BUSINESS OPPORTUNITY 


For Sale—File 1677; 
wholesale and retail sales and service, also 
heating and plumbing contracting; major ap- 
pliance franchises. Total value of equipment 


RW-8358, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, Ill. 




















Florence heaters, model C-2-A 
Savoil heaters, models E81 and A220 
3 burner gas stoves 

9 cu. ft. deluxe refrigerators 





and store $36,000. Located in the finest sec- Must sacrifice, to reduce inventory. 
tion of Southern Michigan. Wonderful op- Write or wire for full information 
portunity for right party. Very liberal terms 8022, 


Electrical Merchandising 
to qualified purchaser. Will give lease on new pay te 42nd St., New York 18, N. Y. 


modern building. Also other appliance and 
bottle gas deals in Michigan. Write for full 
details. Associated Business Brokers, 1200 
Godfrey 8S. W., Grand Rapids, Mich. 








What is your problem? 








Competent men for your staff? . . . employ- 

WANTED ae wd or are you saatty off for—or =, 

ANYTHING within reason that is wanted in ng—a business opportun special interes 
the field served by Electrical Merchandising to readers of this publication? You can get 


can be quickly located through bringing it to 
the attention of thousands of men whose in- 
terest is assured because this is the business 
paper they read. 


their eHeation—w small ae an ad- 
vertise: in the Searchlight Section of 
ELECTRICAL MERCHANDISIN 
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THE @ APPLIANCES @ SPECIALTIES @ ACCESSORIES 
: ’ @ EQUIPMENT @® TOOLS @ INSTRUCTION 
MERCHANDISING © PARTS @ MATERIALS @ REPAIRS 
H 
FOR MORE SALES — FOR MORE PROFITS 
T UNDISPLAYED RATE: DISPLAYED RATE: 
S U P P L E M E N $1.50 a line an insertion. Minimum $6.00. $15.70 per inch per insertion. Contract 
(First line small black face type.) Frac- rate on request. (An advertising 
¢ " tional line counts as line. 10% Discount inch is measured vertically %” on 
Products * Services consecutive insertions, |" made for 4 gue colump.’ ‘There are 4 columne— 
Flexible Couplings for | 
WASHING MACHINES, OIL BURNERS | The NEW 
sine bocce ecm ines “YEATS APPLIANCE DOLLY” 
The Lovejoy type Aluminum frame, caterpillar type “STEP GLIDES” for 
— “DX” is used by climbing steps, straight slide on back for easy loading 
more manufactur- P- ~ 
ers of « wectrteal in delivery truck, curved cross members for round 
Sther exible coup- water heaters. Handles all appliances easier and 
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EDITORIAL 


Credit Relief 


HE easing of credit restrictions, announced by the Federal Reserve Board last month 

after a perilously long period, should provide some modicum of relief to the electrical 
appliance industry in the parlous days ahead. We feel that ELEcrricaL MERCHANDISING, by 
presenting the case for relaxation of controls (‘‘Bottleneck—Regulation W ; An Open Letter to 
the Federal Reserve Board” ), published in the March issue helped along the cause. Our original 
letter, outlining the importance of liberalized installment terms to stimulate business in these 
days of tight sales and tough competition, was in the hands of the Federal Reserve Board on V 
February 5—nearly a month before they finally decided to act. We believe it may have been es 
instrumental in tipping the scales. 


While the measure of relief granted is helpful (down payments cut from 20 to 15 per- 
cent and terms up from 15 to 21 months), we would like to point out that moves looking towards 
still more liberal terms will probably have to be forthcoming before the year is out. The drastic 
reduction in sales of most appliance lines, which began last October, has shown little evidence 
to date of being reversed. 





True, there are seasonal trends which have to be taken into account and which, at this 
writing, cannot yet be assessed. If the normal prewar pattern of a healthy upturn in spring 
still holds good, then we can look forward to a resumption of a relatively high scale of business 
activity. 


But the figures for January do not provide much encouragement. They show washers off 
50 percent from last year, cleaners off 25 percent, ironers off 30 percent, freezers off 27 
percent, water heaters 41 percent and radio (with the exception of television) off 47 percent. 
Only refrigerators (up 40 percent), ranges (up 5 percent) and the aforementioned television 
(up a thumping 300%), seem to be bucking the trend towards recession levels. When the 
figures for the first quarter of 1949 are finally in—and that won’t be until nearly the middle of 
the year—we shall have a better opportunity of assessing the seasonal sales pattern. By that 
time it will be hard to know just what part the liberalizing of installment terms will have played 
in the picture. 





In this whole controversy, however, we should keep one thing clear: the days of easy sales 
are gone with the past. No amount of cursing Federal controls on credit can erase the fact 
that a sterner selling job lies before us. Credit terms can be a useful and necessary weapon in 
the competitive battle to move goods. But if every restriction were removed tomorrow it would 
not result in hordes of customers besieging stores. We are back on old familiar ground— 
preaching the gospel of better living electrically, of money and time and labor saved, of health 
and of all the other benefits that accrue to owners of our products. 
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"NO OTHER WRINGER CAN 
MAKE ALL THESE STATEMENTS! 


< - 





senees 























( 


Yes | . | k for themselves— 
Lovell Wri eer you'l sell more Lovell-equipped washers if you make it a duet 


















Those gentle rolls 
force out particles 
of dirt that would 
normally stay in the 
fabric. No more 
dull, grey-looking 


| PRESSURE 
_ CLEANSE- 
Rc agake(. (4. 
) CLEANER 


All it takes is the 
With a Lovell “77” PUSH AND gentlest push to stop 
Wringer, a slight, in- the rolls, unlock the 


stinctive pull stops the | SWING! wringer, and swing it 


rolls instantly! Gives , z to the next position. 
you safety without Ont ieee No levers to fumble 














stopping to think! that likes being 
pushed around! 











Yes, the conveyor 
action of a Lovell 
wringer actually 
does 90% of the 
heavy lifting. 









Clothes just zip 
through the rolls! 
Get your wash done 


h quick yith 
TIME { et quicker with a 
asher! 


I'll be a fast 


1 
I M Wouldn’t think of 


GENTLE breaking buttons or 
’ eee jamming zippers! 


That’s because of 













a regular softy those soft, firm, 
when it comes cushion rolls! friend to any 


to delicate housewife! 


fabrics! = 
( 
x ¢ : WW) 





Jo! 


TRaot 
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| PRESSURE CLEANSING WRINGER 
with PUSH-PULL CONTROL 


Lovell Mfg. Co. + Erie, Pa. 


Urungur egusgaed UWathitd ti Yee buiad sudf buler- the) BEST Mi) LOELL EQUIPPED! 
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TUNE YOUR RADIO TO EDWIN C, 
OF THE NEWS,” Monday through Friday A 


minded contribution to the progress of Kelvinator Dealers. 


K ELV 


YOUR BIG 


Today your prospects again approach the products you offer with 
searching eye and “show me” attitude. They want verbal and 
visible assurance that they’re getting the biggest possible dollar’s 
worth for every dollar they ’re asked to spend. 

That’s why, when they stand before a 1949 Kelvinator and 
reach to open the door, that moment is all-important to you. 

For Kelvinator extra-value is something you can easily demon- 
strate .. . something the prospect can see . . . and feel. 

[t is visible in the greatly increased storage space . . . the bigger 
frozen storage compartments . . . the abundance of tall bottle 
space. It is dramatically present in Kelvinator’s new “Cold Clear 


HILL and “THE HUMAN SIDE 


.. another retail- 


-»++» THE MOST VALUABLE 


INATOR, DIVISION Oo F 


FRANCHISE 


NAS H-KELVINATOR 


MOMENT! 


to the Floor” design . . . Moist-Master food-keeping . . . in the 
Cold-Mist Freshener ...in the new Fruit Freshener . . . in the 
matchless performance of the Polarsphere. 


It is convincingly evident in the sweet, smooth action of the 
latch, its positive pull on closing .. . the rigid, multiple-braced doors 
... the extra-long door hinges and the extra strength of the shelves. 


These—and a score more—give valid answer to your prospects’ 
search for honest value . . . an answer they can understand, ap- 
preciate .. . and buy! 

They explain, in part, why your Kelvinator Franchise is the 
most valuable in the appliance industry today. 
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IN THE APPLIANCE INDUSTRY 


CORPORATION, > 6.2. 8 @&-ii% 








